Self-Related and Society-Related Benefits in (Pseudo-) Sustainable Consumption.

A Multi-Perspective Approach

Inaugural-Dissertation
zur Erlangung des akademischen Grades einer Doktorin
der Wirtschafts- und Sozialwissenschaften
der Wirtschafts- und Sozialwissenschaftlichen Fakultét
der Christian-Albrechts-Universitét zu Kiel

vorgelegt von
Master of Science, Melanie Trabandt

aus Frankfurt am Main

La Chapelle-sur-Erdre, 2023



B B .. .o 778 . A L, . ,
@(/z)’ Leastbarste @[M}Ml(%/ﬂ/é enes %m{«/ﬂﬁw it die @/)/m, die seine !%(féﬂ 0o underern

Y
. %ﬁ(m mr(m/fy{e assen had.
(/ {) 17

Fir Euch.



Danksagung

Das Gliick, welches mir in meinem Leben zu Teil wurde, ist unerklarlich und mir mehr als be-
wusst. Der Weg, den ich in den letzten 31 Jahren beschreiten durfte, ist zum grofiten Teil
Menschen zu verdanken, die mein Leben betraten, begleiteten und teilweise auch wieder ver-
lieken. Euch gebihrt mein Dank, euch gebihrt die Ehrung, euch gebuiihrt die erste beschrie-
bene Seite dieser Arbeit, die einen Abschnitt beendet und den Anfang eines neuen darstellt.
Da die Danksagung allerdings nicht die Seiten des wissenschaftlichen Inhalts dieser Arbeit
uberschreiten soll, mdchte ich mich hier auf einige wenige beschranken. Anfangen mdchte ich
mit dir, Stefan. Fir die Chance, die du mir als mein Doktorvater gabst, fur die allumfassende
Unterstitzung, die Erméglichung von so Vielem, die wissenschaftlichen Ratschlage und die
personliche Entwicklung mochte ich mich bei dir von Herzen bedanken. Vielen Dank fur die
stets vertrauensvolle Zusammenarbeit. Danken mdchte ich ebenfalls Professor Dr. Carsten
Schulz fiir die Betreuung als Zweitgutachter meiner Arbeit und den stets kritischen Fragen
und hilfreichen Ratschldgen wahrend der Doktorandenseminare. AuRerdem mdchte ich mich
bei meinen Co-Autoren bedanken, die meine wissenschaftliche Denke entwickelt, gepragt und
herausgefordert haben. Besonderer Dank geht an Professor Dr. Robert Mai, der mir nicht nur
in der Wissenschaft zur Seite stand, sondern auch einen ersten Ausblick auf das franzdsische
Leben bot. Die Zeit an der Professur fur Marketing ware nicht dieselbe gewesen ohne meine
Kollegen an der Uni Kiel — Amelie Griesoph, Tinka Kriger, Felix Reimers, Hanna Reimers
und Anna-Lena Sager. Ich danke euch fiir die zahlreichen fachlichen und unterhaltsamen Ge-
sprache sowie Konferenzreisen, die wir in den vergangenen Jahren gemeinsam erleben durf-
ten. Euch weiterhin alles erdenklich Gute bei dem, was da drauen auf euch wartet. Ein be-
sonderer Dank geht an dich, Almut, fur all deine Hilfsbereitschaft bei den groRen und kleinen
Dingen. Frau Almut Hahn-Mieth ist eine Meisterin darin, den verlorenen Doktoranden und
Doktorandinnen im Labyrinth der universitéren Strukturen ein Licht zu leuchten.

Nicht nur innerhalb der Universitat haben mich Menschen begleitet, unterstiitzt und aufge-
baut. Ohne euch liebe Freunde aus meiner alten und neuen Heimat, wére das hier alles nicht
maoglich gewesen. Meine Familie ist eine weitere Stiitze in meinem Leben. Auch wenn ihr
physisch nicht immer bei mir sein konnt, erhellt ihr die dunklen Stunden in meinem Leben
und macht das Lachen an freundlichen Tagen noch lauter. Ihr seid das, was immer bleibt. Zu
meiner Familie gehdrt auch ein schwarz-weil3er, vierbeiniger, groRohriger, snacksliebender
Begleiter, der fur frische Luft im Gehirn und warmes, weiches Fell auf der Haut sorgt. Danke,

Tommy und auch dir Danny.



Familie. Es gibt die, in die man reingeboren wird — Mensch, habe ich da Gliick gehabt — und
es gibt die, die man sich aussucht. Dich habe ich mir ausgesucht! Du bist der, zu dem ich im-
mer kommen kann, der meine Euphorie teilt, mich auf die Spur zurtickbringt, wenn ich Ge-
fahr laufe sie zu verlieren, mit mir die groRen Traume traumt und die kleinen Schritte auf dem
langen Weg zu ihnen geht. Du lebst mit mir das Leben, so wie es ist, mal leuchtend und voller
Versprechung, mal dunkel und voller Hindernisse. Du bist immer da, mit wissenschaftlicher
Erleuchtung oder pragmatischen Lésungsansétzen fiir brokratische Hurden, mit dem Plan
zur Zielerreichung und dem Hunger nach Leben, mit deiner Liebe. Ohne dich ware ich heute
nicht da, wo ich bin. Dafiir danke ich dir von Herzen, Wasko.

Milo, ich weil3, noch ist es zu friih fir dich, das hier zu lesen. Doch ich mdchte, dass du ir-
gendwann schwarz auf weil} sehen kannst, dass du mir auch schon mit deinen drei Jahren das
groRte Gluck auf Erden geschenkt hast. Ich bedanke mich bei dir fur all das, was du fir mich
warst, bist und sein wirst. Auch wenn du mir fachlich noch nicht zur Seite stehen konntest,
gabst du mir mit deinem sonnengleichen Lacheln, deinen leuchtenden Augen und deinem viel
zu grofRen Herzen alles, was ich mir je ertraumt habe und noch viel mehr. Mama hat jetzt erst-
mal alle alle Arbeit, mein Schatz.

Die letzten Worte dieses Kapitels habe ich fur die zwei Personen meines Lebens aufgehoben,
die diese Zeilen niemals lesen werden. Ihr habt mir immer Gber die Schulter geschaut, auch
beim Verfassen dieser Arbeit. Ihr habt die ersten Schritte auf meinem Weg begleitet. Ihr habt
die ersten Worte in meinem Kopf geformt, die erste Liebe in mir zum Wachsen gebracht,
mein erstes L&cheln ausgeldst. Ihr wart immer, zu jeder Sekunde fir mich da, meine Stiitze,
meine Beschutzer, die, die mich bedingungslos geliebt haben. Ihr habt mir alles beigebracht,
was ich weil3, von Trick 17 hin zur sanftmitigen Starke. Ihr seid die, denen ich alles, wirklich
alles zu verdanken habe. Ihr seid die, die mich zu dem gemacht habt, was ich bin. lhr seid
meine Eltern, Margot und Karl-Heinz Trabandt. Ich liebe euch, fiir immer. Danke, Mama und

Papa.



CONTENTS

SYINOPSIS .t e e e e h e e e e e e e et e e e rr e e aaaeeanres 1
Main Theoretical Concepts of the Doctoral TheSiS........ccovviiiiiiiie i 4
Business models that provide self-related and society related benefits ..............cc......... 4
Multiple perspectives in (pseudo-) sustainable consumption............ccccccevveeveiiievvernenne 7
Identity-related concepts and their diverging inflUEBNCES..........ccevviieiiiiieiiesiercce e, 8
[ 10 1=1T o] TSRS 9
DISCUSSTON. ...ttt bbbt bbb bbbt et et e bbb st b e e b et e e neeneeneas 11
Contribution to Marketing RESEAICN .........ccceevviiiieiicie e 11
Managerial IMPHCATIONS ..........oiiiiiiiieieie s 11
EXTENAEA ADSTIACTS ......eeivieeieciecieee ettt sre e sreesre e e eneenrees 12
ST | PP PRPPP 12
ESSAY 2 ittt e a e 14
ESSAY 3 .ttt 15
ESSAY 4 .o 17
RETEIEINCES ...t ettt bbb et e st nees 19
SMELLS LIKE GREEN SPIRIT: WHEN PROMOTING ACCESS-BASED
CONSUMPTION PROVOKES OVERUSE........ccc oot 26
IT'SAPLEASURE TO STAY SUSTAINABLY: LEVERAGING HEDONIC APPEALS
IN TOURISM AND HOSPITALITY ottt 73

BEING PART OF SOMETHING: THE INFLUENCE OF THE ACTIVITY-SELF
LINK ON CONSUMERS’ PURCHASES AND SALES INTENTIONS IN

SECOND-HAND MARKETS ......oot ittt sne e 100
AMBIVALENT CONSUMPTION: THE SILENT TRANSITION OF SUSTAINABLE
DECISIONS INTO PSEUDO-SUSTAINABLE CONSUMPTION ........cccovevveninenn. 133
CLOSING REMARKS ... .ottt sttt 175
CONTRIBUTION STATEMENTS ..ottt 176
ESSAY L ... 177
E S 2 .. ittt e e et a e a e e et e e rreeanes 178
ST |V SRRSO 179
ESSAY 4 ... s 180



SYNOPSIS

As early as the 1990s, the Intergovernmental Panel on Climate Change (IPCC) declared
that "Human-induced climate change can have far-reaching implications for the social, eco-
nomic, and natural systems of the world" (IPCC 1992, p. 113). More than three decades later,
little has changed except for the escalating severity of the challenges and repercussions hu-
manity is facing right now. Recently, the IPCC (2023) once again highlighted the urgent need
for substantial reductions in greenhouse gas emissions. This time, there is greater emphasis on
the already arising future catastrophic consequences, with the statement that this is a “critical
moment in history" (IPCC Chair Hoesung Lee, The Washington Post, 2023). Individual con-
sumption is a major contributor to climate change (Menon and Menon 1997; Baudrillard
2017), responsible for more than 60% of global greenhouse gas emissions (lvanova et al.
2016). Therefore, it holds significant potential as a catalyst for transitioning towards a sustain-
able society. The United Nations' Sustainable Development Goal #12 emphasizes the need for
enhanced sustainable consumption and production practices (United Nations 2015). Regretta-
bly, the adoption of such consumption lifestyles remains limited (Gore 2021; Worldometer
2022).1

Researchers have been exploring the reasons why individuals still do not consume as sus-
tainable as the circumstances require, even not as sustainable as they want themselves to (atti-
tude-behavior-gap; White et al. 2019). Since sustainable consumption entails purchasing
goods and services with sourcing, production, and/or features that have less negative impacts
on the environment and future generations (Campbell and Winterich 2018; McDonough and
Braungart 2002; Mont and Heiskanen 2015; Luchs, Brower, and Chitturi 2012; Pickett-Baker
and Ozaki 2008), it primarily benefits entities outside the own self. Many reasons for too little
sustainable consumption trace back to the fact, that individuals frequently have to bear self-
related costs, such as higher prices or other nonmonetary sacrifices when consuming sustaina-
bly (Luchs and Kumar 2017; White et al. 2019). Individuals often perceive sustainable con-
sumption as suboptimal for pursuing their self-interests, as it often implies a trade-off between
society-related product attributes and attributes that offer self-related benefits. This perception
often leads to a lower engagement in sustainable consumption. (Luchs et al. 2010; Mai et al.
2019). Several theories support this notion, generally suggesting that individual actions are

11n 2020, eco-friendly products accounted for a market share of 13.4% in Germany. To address climate change,
the Federal Government has set the target of increasing the market share of environmentally friendly products to
34% by 2030 (Umweltbundesamt 2022).



ultimately motivated by self-interests (Feinberg 2007) and centered around their personal wel-
fare (Feinberg 2007; Shafer-Landau 2012). Therefore, sustainable consumption habits can
only be maintained when individuals perceive significant self-related benefits (Mai et al.
2021).

The silver bullet. Recent sustainable and digital innovations seem to be a silver bullet, as
they provide eco-friendlier means of consumption which are sometimes even lower-priced
than their conventional counterparts (Deloitte, 2022). This shift in the market? provides con-
sumers with affordable options that align with sustainability goals, thus creating win-win situ-
ations and making it easier for them to consume sustainably. By offering cost-effective alter-
natives, these innovations contribute to the wider adoption of environmentally friendly con-
sumption. In line with that, established economic and evolutionary theories suggest that ap-
peals to self-interest can be leveraged to positively influence pro-environmental behaviors
(Griskevicius, Cantd, and Vugt 2012; Paavola 2001).

As an archetype of innovations that simultaneously provide self-related and society related
benefits, access-based consumption has gained a lot of attention in marketing research (Cos-
tello and Reczek 2020; Eckhardt et al. 2019; Fritze et al. 2020; Hazée et al. 2017; Schaefers et
al. 2018). Widespread examples can be found in the sharing economy, such as car sharing
(e.g., Zipcar), ride-hailing (e.g., Uber), and e-scooter sharing (e.g., Lime). Like the sharing
economy, the circular economy also offers business models that are based on increased usage
of underused products, such as second-hand markets. Second-hand markets can play a pivotal
role in promoting sustainable consumption, while simultaneously providing substantial self-
related benefits to consumers, such as cost savings (Guiot and Roux 2010). Second-hand use
involves practices such as reuse, repair, and refurbishment, which effectively extend the
lifespan of products, reduce emission and product costs (Bocken and Short 2016; Fanning et
al. 2022; Shirvanimoghaddam et al. 2020). Besides innovation-driven changes in daily con-
sumption, established industries also increasingly try to stress and provide self-related bene-
fits for sustainable behavior. One example for these industries is the tourism sector. It has
played a substantial role in exacerbating climate change, as it is responsible for 8-10% of

global greenhouse gas emissions (Cevik 2023; Gossling and Peeters 2015). Therefore, self-

2 For example, the expected growth rate for the sharing economy is around 30% for 2022-2027, reaching $600
Billion (Proficient Market Insights 2022). The global secondhand market is expected to nearly double between
2022 and 2027, reaching $350 Billion, with the global secondhand clothes market growing three times faster on
average than the global cloth market overall (Thredup 2023).



related benefits to foster sustainable behavior (Demeter et al. 2023), such as financial rewards
or increased joy, can have a great impact on climate change.

The business models, exemplifying the convergence of self-related and society-related
benefits, appear to be the silver bullet humanity needs to pave the way towards a sustainable
future. By aligning sustainable behaviors with self-related benefits and therefore, creating
win-win situations, practitioners, researchers and politicians can tap into a powerful mecha-
nism to fight climate change (Dolnicar et al. 2019; Dolnicar et al. 2020).

The double-edged sword. However, as the present thesis argues, these seemingly win-win
scenarios might induce consumption motivations and behaviors with detrimental effects to the
environment. While single consumption choices may initially appear sustainable, the self-re-
lated benefits for consumers could motivate them to overconsume, resulting in conflicting ef-
fects on the environment. Whenever the aggregated consumption intensity of seemingly sus-
tainable products and services exceeds a certain tipping point, the positive effects reverse, lead-
ing to negative consequences and pseudo-sustainable consumption. For example, consumers'
participation in car sharing may initially reduce their carbon emissions by replacing distances
they would typically cover by car, or even their cars themselves (Shaheen and Cohen, 2007).
However, the lower prices and increased comfort of car sharing may also motivate them to
replace even more environmentally advantageous mobility options, such as cycling and public
transport. As a consequence of this intensified consumption, car sharing negatively impacts the
environment rather than decreases emissions on an aggregated consumption level (Kearney
2019; The Guardian 2016). Therefore, a multi-perspective approach is needed.

In this vein, the present thesis demonstrates that identity-related concepts are, in this context,
crucial contributors to (pseudo-)sustainable consumer behaviors and lifestyles. Identity can be
defined as "the totality of an individual's thoughts and feelings having reference to himself as
an object” (Rosenberg 1979 p.7). Self-image (Griskevicius et al. 2010;), and self-enhancement
(Johar and Sirgy, 1991; Legere and Kang, 2020) can effectively motivate individuals to con-
sume in an environmentally friendly manner to feel and to be seen as morally good. Neverthe-
less, concepts related to the self, like self-enhancement, can likewise entitle consumers to over-
consume if they gain social approval for a seemingly sustainable consumption behavior (Leary
and Kowalski, 1990).

Given the pressing climate issues, it is imperative to implement models that are not only
sustainable in the first place but also ensure lasting sustainable consumption habits. However,

research has barely taken a critical view on business models that provide self-related and soci-



ety-related benefits (Laukkanen and Tura 2020). This research, therefore, investigates con-
sumers’ motivations, behaviors and responses to various stimuli in a specific context: sustain-
able business models, that provide both, self-related and society-related benefits and can po-
tentially induce pseudo-sustainable consumption. It further exploits the diverging influences
of identity-related concepts on consumer behavior in this consumption context. Hence, this
doctoral dissertation also sheds light on detrimental effects. It aims to inspire academics to
further explore sustainable business models that provide self-related benefits and society-re-
lated benefits with the ultimate goal of enabling a genuinely sustainable society, while avoid-
ing the promotion of pseudo-sustainable consumption habits. Future research agendas are pro-
posed to circumvent possible drawbacks of win-win situations in human behavior. This thesis
seeks to provide practitioners, politicians, and non-governmental organizations with concrete
implications on how to promote such business models without evoking negative environmen-
tal consequences across multiple consumption decisions. Ultimately, this research emphasizes
the need for practitioners and researchers to shift perspective from evaluating individual con-
sumption choices to examining aggregated consumption patterns in order to effectively culti-

vate a sustainable future.

Main Theoretical Concepts of the Doctoral Thesis

Business models that provide self-related and society related benefits

Research on sustainable consumption often differentiates between three types of benefits:
self-related, other-related, and environment-related (Schultz 2001; Stern et al. 1993). First, the
self-related orientation covers the human tendency to optimize individual gains, which are
therefore attributed to the self. Second, the other-related orientation reflects the consumers’
concerns about other people in current and future generations. Third, the environment-related
orientation refers to the well-being of the biosphere and non-human beings (Elkington 1994;
Schultz 2001; Stern et al. 1993). In line with prior research (van Doorn and Verhoef, 2015;
Mai et al. 2021), this thesis merges the other-related and the environmental-related orientation
and entitle them society-related benefits. Since these benefits are outside of the self, they are
polar opposites to self-related benefits. Academics in psychology (Feinberg 2007) and mar-
keting (Mai et al. 2021) suggest that self-related benefits are important factors to effectively
and lastingly motivate individuals to behave sustainably (White et al. 2019). Therefore, this
doctoral thesis focuses on business models and consumption opportunities that provide both,

self-related and society-related benefits (Table 1).



Table 1. Overview of Essays

Essay 1 Essay 2 Essay 3 Essay 4

Title Smells Like Green Spirit: When Promoting It's A Pleasure to Stay Sustainably: Leverag-  The Influence of the Activity-Self Link On Ambivalent Consumption: The Silent Transi-
Access-Based Consumption Provokes Over-  ing Hedonic Appeals in Tourism and Hospi-  Consumers’ Purchases And Sales Intentions  tion of Sustainable Decisions Into Pseudo-
use tality In Second-hand Markets Sustainable Consumption

Authors Trabandt, Lasarov, Mai, Hoffmann Trabandt, Lasarov, Viglia Trabandt Trabandt, Lasarov, Mai, Hoffmann

Research Approach Empirical Empirical Empirical Theoretical/Conceptual

Theoretical Background
Domain of Consumer
Behavior

(Practical Examples)

Main Concepts & Theories

Main Focus
Benefits
Perspectives

Identity-related constructs

Main Contributions

Sharing-Intention, overuse (e.g. car sharing
intention, substitution of more sustainable al-
ternatives)

Self-related and society related benefits,
overuse, self-enhancement, environmental
identity

Investigation of single and multiple benefits
Investigation of single and multiple con-
sumption choices (overuse)
Self-enhancement, environmental identity

Activating consumers' beliefs about self-re-
lated and society-related benefits is a double-
edged sword. While joint activation can en-
courage consumers to engage in access-based
consumption, it can also motivate them to
overuse such services. This research identi-
fies self-enhancement as the underlying
mechanism, and environmental identity as a
contingency variable.

Sustainable guest behavior (e.g. waving
room cleaning)

Hedonic benefits, default option, financial
benefits, sustainable information

Investigation of single and multiple benefits
Investigation of single consumption choices

The combination of hedonic and pro-envi-
ronmental appeals surpasses previously iden-
tified effective approaches, notably financial
incentives, due to their effectiveness and cost
efficiency. Cultural influences and personal
traits can affect guests” acceptance of no
cleaning default policies without compromis-
ing their satisfaction levels.

Consumption in second-hand markets (e.g.
buying and selling of second-hand products)

Second-hand markets, self-identity, desired
self vs. undesired self, activity-self link

Investigation of single and multiple benefits
Investigation of single consumption choices

Activity-self links

Incorporating second-hand activities into the
self (circular-self link) increases purchases
and sales intention in second-hand markets
while reducing conventional consumption.
Incorporating conventional consumption into
the self (conventional-self link) decreases
consumers’ intention to buy second-hand and
positively influences purchase intention of
first-hand products.

(Pseudo-) sustainable consumption, ambiva-
lent consumption

Self-related and society related benefits,
crowding-out effects, cognitive dissonance,
social influences

Investigation of single and multiple benefits
Investigation of single and multiple con-
sumption choices (crowding-out effects)
Various concepts

Introducing a multi-perspective theory of
ambivalent consumption, which combines a
consumption event perspective with a con-
sumption lifetime perspective to capture that
single, seemingly sustainable consumption
events may be pseudo-sustainable when con-
sidering the aggregated impact of consump-
tion across numerous consumption events.

Empirical Background
Methods

Number of Studies
Sample Size

Laboratory and field experiments, quantita-
tive data analysis (ANOVA, regression-
based: moderation analysis, moderated medi-
ation)

4

N (Study 1) = 715

N (Study 2) = 322

N (Follow-up Study) = 84

N (Field Experiment)= 187

N (total) = 1308

Field experiment, quantitative data analysis
(ANOVA, regression-based: interaction anal-
ysis), focus group

2
N (Field Experiment) = 426
N (Focus Group) = 10

N (total) = 436

Laboratory experiment, quantitative data
analysis (OLS regression), confirmatory fac-
tor analysis

1
N =496




As an archetype of such innovations, access-based consumption (Essay 1) has gained a lot
of attention in marketing research (Costello and Reczek 2020; Eckhardt et al. 2019; Fritze et
al. 2020; Hazée et al. 2017; Schaefers et al. 2018). Consumer motivations to engage in access-
based consumption can be easily categorized into self-related and society-related benefits
(e.g., Bardhi and Eckhardt 2012; Cherry and Pidgeon 2018; Costello and Reczek 2020; Fritze
et al. 2020; Hamari et al. 2016; Hellwig et al. 2015; Lamberton and Rose 2012; Roos and
Hahn 2017). Self-related benefits help consumers optimize their individual gains, such as sav-
ing money (Lamberton and Rose 2012) and time (Hamari et al. 2016), identity formation
(Fritze et al. 2020), as well as hedonic experiences (Hellwig et al. 2015). Society-related ben-
efits offer individuals the opportunity to consume in a sustainable manner, such as meeting
the needs of current and future generations by sharing resources (Hamari et al. 2016) and in-
creasing the environmental well-being (Laukkanen and Tura 2020).

Second-hand markets (Essay 3) also step into the increased usage of underused-resources
to fight climate change (Neves and Marques 2022). Among self-related benefits, such as
achievement of uniqueness (Guiot and Roux 2010) and fashionability (Ferraro et al. 2016),
the most relevant factor is, that second-hand products are often lower priced than first-hand
items (Guiot and Roux 2010). Benefits like environmental protection by extending the
lifespan of products (Edbring et al. 2016) and reducing use of resources by reusing items
(Roux 2006) reflect society-related benefits of second-hand markets.

Sustainable behavior during vacation (Essay 2) further challenges the individuals’ intention
to fight climate change. The prevalence of hedonic aspects during vacation, where guests fo-
cus on relaxation, fun, and enjoyment compared to their habits in the home context, poses a
hurdle to sustainable efforts (Dolnicar 2020; Dolnicar et al. 2018). In light of the environmen-
tal challenges, hotels have started employing self-related appeals to facilitate sustainable guest
behavior and promote sustainable development in the tourism industry. For example, some
hotels share financial benefits with their guests when they wave room cleaning (Dolnicar
2020). Even the hedonic context, which can hamper sustainable behaviors in many ways, can
be leveraged. Increased fun and joy due to, for example, stamp-collection campaigns for a re-
duction in food-waste reflect hedonic self-related benefits (Dolnicar et al. 2020). Society-re-
lated benefits such as reduced use of water and energy (Dolnicar 2020) and reducing emis-
sions due to reduced waste (Cozzio et al. 2021; Dolnicar et al. 2020) also provide a solid mo-
tivation for sustainable guest behavior.

Following this argumentation, access-based consumption, second-hand markets and the

hotel industry, as the investigated contexts in this doctoral thesis, are united through the



unique and powerful characteristic of having the ability to provide self-related benefits for
sustainable behaviors. Therefore, all of them can create win-win situations to fight climate

change.

Multiple perspectives in (pseudo-) sustainable consumption

As argued, business models that provide significant self-related benefits for sustainable
consumption give an increasing number of people the chance to choose sustainable products
without abandoning their self- interests (Deloitte 2016). Nevertheless, the benefits associated
with those business models and the ostensibly positive win-win situation might, however, mo-
tivate consumers to intensify their usage to an environmentally harming extent and/or even
replace other more sustainable means of consumption. Whenever the aggregated intensity and
amount of consumption of products and services labeled as sustainable exceeds a certain
level, the initial society-related benefits diminish and the consumption becomes pseudo-sus-
tainable. This raises the questions of why and when individuals’ approach toward self-benefit-
ting sustainable behavior undermine the intentionally pro-environmental goals of such con-
sumption opportunities. To do so, this doctoral thesis examines such overconsumption activi-
ties on a theoretical level (crowding-out effects; Essay 4) and empirically investigates such
effects in access-based consumption (overuse; Essay 1) (Table 1).

Overconsumption. This thesis introduces various psychological crowding-out effects, im-
plying that the introduction of a new incentive may supplant (ethically desired) alternatives
(Vollan 2008). For example, business models like car sharing crowd out sufficient or more
sustainable practices like public transport (Kearney 2019). Consumption patterns like this are
behavioral responses which can evoke so called rebound-effects (Reimers et al. 2021; San-
tarius and Soland, 2018) and even backfire-effects (Santarius et al. 2016) and thereby reverse
the initial positive environmental impact. This doctoral thesis proposes three forms of crowd-
ing-out effects: the creation of new demand, the distortion of consumption, and the substitu-
tion of sustainable options. Essay 4 develops a multi-perspective theory of ambivalent con-
sumption, which especially sheds light on unnoticed harmful effects that may occur, when
consumption is considered across several consumption events (crowding-out effects). Essay 1
guantitatively analyzes the substitution of more sustainable alternatives and the creation of
new demand in access-based consumption. Observations suggest that many consumers use ac-
cess-based services for distances that they would have otherwise traveled by foot (substitu-
tion), or even to merely amuse themselves (creation of new demand) (Hollingsworth et al.
2019; Statista 2020).



Shifting perspectives. Acknowledging the advantages (Essay 2 & 3) and challenges (Essay
1 & 4) of business models and consumption opportunities providing self-related and society-
related benefits, this doctoral thesis hopes to encourage a paradigm shift in marketing research
and practice. Decision makers and academics must move away from a narrow focus on indi-
vidual consumption choices and instead adopt an approach that encompasses the aggregated
amount and intensity of consumption. Therefore, this doctoral thesis calls for a shift in per-
spectives on promoting sustainable consumption patterns, which is essential for a thorough
understanding and disentanglement of the ethical aspects inherent in sustainable consumption

choices (Essay 4).

Identity-related concepts and their diverging influences

In this thesis, the influence of the self exemplifies the need to take an overarching view
that encompasses multiple perspectives. Identity-related concepts may also reveal as contribu-
tors (Essay 1, 3 & 4) to sustainable consumer behavior or further challenges (Essay 1 & 4).
While identity-related aspects on a general level (self-enhancement: Essay 1; social context:
Essay 4) and on a specific consumption-related level (circular-self link: Essay 3) stimulate
sustainable consumption in the first place, they obscure the hazard of overconsumption on an
aggregated level (Essay 1 & 4). The notion that the consumption of sustainable products and
services helps consumers express and enhance their self-identity (Legere and Kang 2020) or
helps make a good impression on others (Peloza et al. 2013) has been broadly acknowledged.
Past research has identified social recognition, reputation, (Griskevicius et al. 2010;), and spe-
cifically self-enhancement (Johar and Sirgy 1991; Legere and Kang 2020) as well as self-im-
age (Hogg and Banister 2001) as essential drivers of sustainable consumption. In the context
of business models providing self-related and society-related benefits, the impacts of identity-
related concepts on the intention to participate have been barely examined (e.g., Arman and
Mark-Herbert 2022). Aspects related to identity can, for example, stimulate participation in
second-hand markets, if consumers perceive an intimate bond between themselves and the
acts of buying and selling second-hand products (circular-self link: Essay 3). Alternatively,
consumers might aim to demonstrate visible and easily identifiable prosocial behavior (self-
enhancement: Essay 1) and, therefore, increase their use of access-based services.

Since identity-related aspects influence consumer behavior (Hogg and Banister 2001) they
can also amplify or hinder crowding-out effects. Self-enhancement (Essay 1) or reputation

building (Essay 4), for example, might motivate consumers to do too much of a good thing



and increase their consumption in the investigated business models to an unnecessary envi-
ronmentally harmful extent. They might do so to establish and maintain a favorable image of
themselves (Hogg and Banister 2001) and in the eyes of others (Leary & Kowalski, 1990). In
contrast, environmental identity (Essay 1), which may be understood as a factor that affects
the consistency between individuals’ attitudes and actions (Whitmarsh and O'Neill, 2010), can
deter overconsumption. Consumers with high levels of environmental identity may consider
the potentially harmful environmental impact when aggregating multiple (apparently sustaina-
ble) decisions (Vallacher and Wegener 1989).

Framework

The essays of the present doctoral thesis are embedded within a framework that aims to
foster sustainable consumption lifestyles (Figure 1). Depending on the perspective on individ-
uals’ consumption behavior (investigating single vs. multiple consumption choices) every es-
say suggests different approaches (single vs. multiple benefits) to establish sustainable con-
sumption habits.

Figure 1. Framework of the doctoral thesis to foster sustainable behavior
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Notes. E1 = Essay 1 Smells Like Green Spirit; E2 = Essay 2 It’s A Pleasure to Stay Sustainably; E3 = Essay 3 Being Part of
Something; E4 = Essay 4 Ambivalent Consumption

The framework’s first dimension encompasses the consumption choices. Single consump-

tion choices reflect the perspective which focuses on a single decision in which individuals



decide for or against sustainable consumption at a certain point in time. It therefore evaluates
the impact of this choice only. Multiple consumption choices reflect the scope of investigation
which aggregates several consumption decisions and therefore evaluates the overall consump-
tion impact. The second dimension is organized along the benefits offered to the consumers.
Whereas single benefits relate to strategies communicating and providing one benefit of sus-
tainable behavior, multiple benefits depict the suggestion of using self-related and society-re-
lated benefits to promote sustainable decisions.

Along this scheme, the dissertation suggests static (Essay 2 & Essay 3), dynamic (Essay 1)
and conditional (Essay 4) promotion strategies to foster sustainable consumption. Essay 3 fo-
cuses on a strategy that highlights a single identity-related benefit, namely the circular-self
link. This circular-self link is introduced by the author and represents the aspects of the self
that are constructed through participation in circular markets, such as second-hand markets.
The circular self-link increases the intention to consume second-hand products at a specific
point of time. Essay 2 examines consumption in a hedonic context: the hotel industry. This
research reveals that communicating multiple benefits, specifically the combination of he-
donic and pro-environmental appeals, surpasses previously identified effective approaches to
stimulate sustainable guest behavior. Whereas Essay 2 and 3 focus on a static evaluation of
one single consumption decision, Essay 1 takes multiple consumption choices into account
resulting in a dynamic evaluation of the optimal strategy to foster sustainable behavior. This
research suggests that activating consumers' beliefs about self-related and society-related ben-
efits is a double-edged sword. While a joint activation of multiple benefits can be an effective
approach for marketing managers to encourage consumers to engage in access-based con-
sumption, it can likewise motivate them to overconsume, resulting in higher emissions. Solely
the communication of exclusively society-related benefits can prevent those negative effects
in multiple consumption choices. Finally, Essay 4 conceptualizes a multi-perspective theory
of ambivalent consumption. This research fills the gap of a holistic framework that takes the
possible mismatch between the sustainable evaluation of single consumption choices and
multiple consumption choices into account. This theory therefore, explores conditional strate-
gies to ultimately achieve a sustainable society, where true win-win situations for consumers,

society, companies and the environment are created.
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Discussion

Contribution to Marketing Research

This doctoral thesis contributes to ongoing scientific debates in marketing research on the
grand societal and environmental challenges of climate change. By acknowledging the need
to offer consumers substantial self-related benefits to encourage them to consume sustainably
(Feinberg 2007; White et al. 2019; Mai et al. 2021), this research focuses on a promising lever
to fight climate change (Essay 1, 2, 3 & 4). It focuses on emerging and growing sustainable
business models, deriving implications for future research in access-based consumption (Es-
say 1), second-hand markets (Essay 3) and the hotel industry (Essay 2). This doctoral thesis
further delves deeper into the underlying processes to explain the examined effects, such as
self-enhancement (Essay 1), and it explores contingency variables, such as cross-cultural dif-
ferences (Essay 2) and the role of self-identity (Essay 3). Nevertheless, it also questions
whether the associated product and service innovations as well as transitions in consumer be-
havior actually fit within the de-growth hypothesis, which advocates for transformation to-
ward a society that reduces its throughput while improving quality of life (Kallis et al. 2012;
Kallis 2011) (Essay 1 & 4). The theory of ambivalent consumption (Essay 4) incorporates the
imperative to maximize profit by pursuing better, not more, lifestyles within a constrained re-
source budget (Varey 2012). Especially this theory contributes to the discussion whether
many product innovations and business models that promise such win-win situations can truly
be considered responsible innovations when anticipating the unforeseen negative conse-
guences of a sustainable or social innovation (Stilgoe et al. 2013; VVoegtlin and Scherer 2017).
In the end, this doctoral thesis shall inspire further marketing research to exploit the power of
combining self-related and society-related benefits, but also to take different perspectives into

account to prevent pseudo-sustainable consumption.

Managerial Implications

This doctoral thesis also addresses marketing managers, policy-makers and non-govern-
mental organizations and shall help to pave the path for individuals to easily behave sustaina-
bly. First, to overcome barriers of sustainable consumption and foster initial participation, de-
cision makers should lever self-related benefits such as financial (Essay 1) or hedonic (Essay
2) incentives along with society-related ones. Companies in second-hand markets could fur-
ther lever the desired self of individuals using claims such as “Join our platform and get closer

to who you want to be.” (Essay 3). By also investigating the “dark side” of consumption alter-

11



natives providing self-related and society-related benefits, namely crowding—out effects (Es-
say 1 & 4), companies gain a better understanding of how to implement effective strategies to
encourage consumers to participate without overusing such products and services. For exam-
ple, car sharing providers might use claims like “drive responsibly,” noting that responsibly in
this context also means that consumers do not use car sharing to an environmentally damag-
ing extent (Essay 1). Decision makers already use a variety of intervention strategies and in-
struments, such as information campaigns, informational nudging and labeling, in various cir-
cumstances. These activities should be carried over to consumption situations offering self-
related and society-related benefits. Policy-makers and nongovernment organizations should
adapt those means to the characteristics of those situations in order to help raise awareness of
the self-society trade-off across consumption choices and to inform individuals about the neg-
ative environmental impact of pseud-sustainable consumption. For example, policymakers
may inform consumers that driving cars (even with car sharing) is less healthy than walking
or biking (Essay 4).

Extended Abstracts

To offer a succinct overview of the studies included in this doctoral thesis, an extended ab-
stract is provided for each essay, summarizing the contents and highlighting the key findings
of each study.

Essay 1:

Smells Like Green Spirit: When Promoting Access-Based Consumption Provokes

Overuse

Research Questions and Contribution. This paper explores an upcoming ethical conflict
that has become increasingly prevalent: The phenomenon that many “good” decisions can ag-
gregate to “bad” outcomes. Access-based consumption provides individuals with seemingly
eco-friendly means of consumption that also offer notable self-related benefits. This win-win
situation appears to be silver bullet to counteract climate change. Nevertheless, the benefits
associated with access-based consumption can bring new challenges regarding its ethical
evaluation if consumers intensify their consumption to an unnecessarily harmful extent; we
entitle this overuse. Whenever the aggregated intensity and amount of consumption of prod-

ucts and services labeled as sustainable exceeds a certain level (overuse), the initial society-
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related benefits diminish and the consumption becomes pseudo-sustainable. Regarding mobil-
ity, for example, consumers may use car sharing for routes normally covered by lower-emis-
sion alternatives like public transportation. This paper is the first to demonstrate that the acti-
vation of consumers’ beliefs about simultaneously achieving self-related and society-related
benefits through access-based consumption can help and hurt. Furthermore, we identify self-
enhancement as the central mechanism to explain these effects. And explore the crucial role
of consumers' environmental identity as a contingency variable.

Method and Data. Synthesizing two laboratory experiments and a field study in different
mobility contexts (ride-hailing, car sharing), this research suggests that communication acti-
vating consumers' beliefs about self-related and society-related benefits is a double-edged
sword. More details are provided in Table 1.

Summary of Findings. While a joint activation can be an effective approach for marketing
managers to encourage consumers to engage in access-based consumption, this may also trig-
ger the unwanted tendency to overuse them, resulting in higher emissions. Study 1 shows that
the activation of joint beliefs is opposed to the activation of single benefits increases the will-
ingness of consumers to participate in access-based consumption. Study 2 shifts the focus on
the long-term cumulative implications of individual (apparently sustainable) behaviors. and
shows a positive effect of the joint activation of benefits on overuse. The Study also show-
cases that only the isolated activation of society-related benefits may hamper the intention to
overuse. Self-enhancement is introduced as a mediator, which positively influences both the
participation and overuse in access-based consumption. This ambivalent influence can only be
levered out by consumers’ environmental identity. For consumers with high environmental
identity, self-enhancement has a positive influence on the intention to participate and no effect
on overuse. For consumers with a low level of environmental identity the opposite is true. Our
predictions are validated in a realistic setting, as we conducted a field experiment in collabo-
ration with a ride-hailing provider.

Implications for Researchers, Marketers, Nonprofit Organizations and Policy Makers. This
research shows that the activation of consumers’ beliefs about simultaneously achieving self-
related and society-related benefits through access-based consumption can help and hurt. By
presenting different strategies, the findings help marketers, policy makers, and nonprofit organ-
izations to promote access-based consumption while avoiding increased resource exploitation.
The research also lays the ground for future research. A possible avenue for future researchers
is the integration of a macro level or investigating underlying processes such as rationalization

processes.
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Essay 2:

It's A Pleasure to Stay Sustainably: Leveraging Hedonic Appeals in Tourism and Hos-

pitality

Research Questions and Contribution. The tourism industry has played a substantial role in
exacerbating many environmental challenges, such as climate change. To minimize their neg-
ative environmental impact, many hotels have implemented various practical measures or in-
terventions to facilitate environmental friendly guest behavior. Implementing these practices
offers significant advantages to hotels. They can enhance their reputation and appeal to envi-
ronmentally conscious guests or generate substantial cost savings. Therefore, we investigate the
influence of hedonic appeals on the reduction of room cleaning requests, in combination with
the most effective (financial incentives) and common (sustainable information) interventions.
We focus on a setting where guests are required to request room cleaning, as studies have shown
that this sustainable default option, compared to daily room cleaning default, effectively pro-
motes pro-environmental guest behavior. We also address potential side effects that may arise
from different interventions, such as a decrease in guests' sustainability rating of the hotel. By
introducing an intervention profitability index, we demonstrate that hedonic appeals are the
most profitable strategy. By qualitatively demonstrating that guests are concerned about a po-
tential imbalance between the benefits received by hotels and the benefits they obtain them-
selves, we explain the effectiveness of interventions that emphasize personal advantages. Ad-
ditionally, we illustrate how cultural influences and personal traits can affect guests’ acceptance
of no cleaning default policies without compromising their satisfaction levels.

Method and Data. Through a field experiment involving 426 stays conducted in a European
hotel and an explanatory focus group, we show how the presence of hedonic appeals, in con-
junction with established approaches such as changing default options, increasing environmen-
tal awareness, and financial incentives, influences guests' room cleaning requests. Additionally,
we introduce a profitability index that considers room cleaning requests, monetary investments,
and side effects. More details are provided in Table 1.

Summary of Findings. Our findings reveal that the combination of hedonic and pro-envi-
ronmental appeals surpasses previously identified effective approaches, notably financial in-
centives, due to their effectiveness and cost efficiency. This approach positively influences
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the reduction in guests’ room cleaning requests by not reducing guests’ satisfaction. The ad-
vantage of the combination of sustainable information and hedonic appeals over the other in-
terventions even increases when taking the guest satisfaction and guests’ rating of the hotel’s
pro-environmental actions into account. Finally, we delve deeper - through a qualitative ap-
proach - into the guest motives behind accepting our tested interventions. We find that guests
are, in principle, in favor of the policy, provided they can understand the real sustainability
impact. Interestingly, the new dimensions that emerged are the ones of culture and personality
traits, in that some customers don't dare to ask for room service even if they feel it is needed.
Implications for Researchers, Marketers, Nonprofit Organizations and Policy Makers. He-
donic appeals reveal as actionable levers for hoteliers that decrease room cleaning requests
without the need to share financial savings. Furthermore, communicating hedonic benefits of
sustainable guest behavior does not affect overall guest satisfaction. Future research should
examine the underlying mechanisms, such as guests' motives, and potential boundary condi-
tions, such as culture or personal boundaries identified in our qualitative study, in the realm of

sustainable guest behavior.
Essay 3:

Being Part of Something: The Influence of the Activity-Self Link On Consumers’ Pur-
chases And Sales Intentions In Second-hand Markets

Research Questions and Contribution. Second-hand markets play a crucial role in address-
ing environmental challenges. They are regenerative and restorative models that aim to create
economic, social, and environmental benefits. On second-hand markets individuals can buy
second-hand products and sell pre-owned items. Since the participation of consumers on sec-
ond-hand markets is still limited, I introduce the circular-self link as a powerful lever to pro-
mote second-hand consumption. This circular-self link represents the aspects of the self that
are expressed and constructed through buying and selling in second-hand markets. This paper
investigates the influence of the circular-self link on the shift from conventional to second-
hand consumption. Consumers may also attach their identity to the acquisition of first-hand
products from conventional retailers (conventional-self link), which positively influences par-
ticipation in linear-consumption models but can have detrimental effects on the intention to
buy second-hand. | show that an intimate bond to an activity increases the intention to main-
tain participation in a consumption mode that is in line with the (desired) self and decreases

the intention to buy in the manner that is linked to the undesired self. Furthermore, | address a
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research stream that has been barely investigated: The selling-side of second-hand markets.
The phenomenon of integrating participation within second-hand markets into the self,
namely the circular-self link, also exerts an influence on the intention to sell pre-owned items
on second-hand platforms. Hereby, the circular-self link does not only ensure a sustainable
acquisition of products but also guarantee a pro-environmental disposal by leading the pur-
chased products back into the cycle of consumption.

Method and Data. In a laboratory experiment with 496 subjects | investigate the role of the
circular-self link in promoting purchases and sales intention on second-hand markets and de-
creasing sales of first-hand products. Furthermore, I investigate the hampering role of the con-
ventional-self link on participation on second-hand markets and its driving force for purchases
of first-hand products. More details are provided in Table 1.

Summary of Findings. Incorporating second-hand activities into the self (circular-self link)
increases both, purchases and sales within second-hand markets while reducing participation
in conventional consumption. On the other hand, incorporating conventional consumption ac-
tivities into the self (conventional-self link) decreases consumers’ intention to buy from sec-
ond-hand vendors and positively influences purchases from conventional retailers. Results re-
veal, that the respective activity-self link shifts preferences from one consumption mode to
another which aligns with the desired self. Furthermore, this research underlines, that the cir-
cular-self link can contribute to sustainable consumption patterns by reducing the general
amount of purchases since individuals in second-hand markets buy less than those who buy
first-hand.

Implications for Researchers, Marketers, Nonprofit Organizations and Policy Makers. By
understanding how the incorporation of consumption activities in individuals' identities influ-
ences their consumption behavior, stakeholders can develop effective strategies to promote
second-hand markets, decrease conventional consumption and encourage sustainable life-
styles. For example, decision makers can lever the desired green self of individuals by high-
lighting the possibility of self-extension via the second-hand activity itself. Second-hand plat-
forms could use claims such as “Join our platform and get closer to who you want to be.” to
lever the identity formation power of consuming sustainably by participating in second-hand
markets. Additionally, further research should investigate how other motives interact with the
activity-self links to identify potential reinforcement and inhibition effects.
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Essay 4:

Ambivalent Consumption: The Silent Transition of Sustainable Decisions into Pseudo-

Sustainable Consumption

Research Questions and Contribution. In recent years, there has been a transition away
from the prevalent paradigm of sustainable consumption, in which consumers struggle to bal-
ance their personal interests (e.g., saving money) with those of society (e.g., saving emis-
sions), toward new consumption forms where consumers consume sustainably without aban-
doning their personal interests. However, these novel win-win scenarios pave the way for det-
rimental consumption patterns, such as overconsumption. Based on the ambivalence of conse-
quences brought about by the difference between sustainable consumption events and unsus-
tainable consumption patterns, we propose a multi-perspective theory of ambivalent con-
sumption. The theory combines a consumption event perspective with a consumption lifetime
perspective to capture that single, seemingly sustainable consumption events may be pseudo-
sustainable when considering the aggregated impact of consumption across numerous con-
sumption events. The paper discusses the societal opportunities and crowding-out effects of
ambivalent consumption in order to create a mindset of better, not more, consumption. We
develop an agenda and implications to inspire scholars and practitioners to develop a market-
ing discipline that promotes long-term profitability for consumers, businesses, and society at
large.

Summary of Findings. We define ambivalent consumption as forms of consumption that
offer consumers both self-related and society-related benefits within a single consumption
event, but which ultimately induce unnoticed harmful effects when considered across several
consumption events (crowding-out effects). The present paper outlines five main directions
for future research validating and applying this new consumption theory. The first proposition
focuses on the self-society trade-off which consumers are less likely to infer in consumption
events but exists across events from a consumption lifetime perspective. Second, we propose
how consumers can become aware of the self-society trade-off throughout the consumption
lifetime and propose an examination of implications for their consumption Third, we explain
the gap between consumers' perceived and actual contributions to society when they are una-
ware of the self-society trade-off throughout the consumption lifetime. Fourth, we elucidate
how the social context shapes the perceptions and results of ambivalent consumption and,

fifth, how consumers may (strategically) consume ambivalently to enhance their self-image.
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Implications for Researchers, Marketers, Nonprofit Organizations and Policy Makers. We
anticipate that the derived research agenda and implications will be helpful in guiding re-
searchers and practitioners who are interested in creating a marketing discipline that encour-
ages a mindset of actual sustainability. We seek to inspire researchers to change from a
within-event evaluation to an across-event consideration to account for the interconnectedness
of (pseudo-)sustainable consumption decisions. Future studies should test, validate and if nec-
essary, refine our five propositions of ambivalent consumption to fully address potential chal-
lenges of this new consumption form. This research further provides techniques, such as in-
formation campaigns, social media campaigns and foot-in-the door policies that do not imme-
diately prevent crowding-out effects, but attract attention to the looming trade-off within am-

bivalent consumption.
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SMELLS LIKE GREEN SPIRIT: WHEN PROMOTING AC-
CESS-BASED CONSUMPTION PROVOKES OVERUSE

ABSTRACT

This paper explores an upcoming ethical conflict that has become increasingly prevalent:
The phenomenon that many “good” decisions can aggregate to “bad” outcomes. Access-based
consumption provides individuals with eco-friendlier means of consumption that also offer no-
table self-related benefits. While this win-win situation helps foster sustainable consumption in
the first place, it can bring new challenges regarding its ethical evaluation if consumers intensify
their consumption to an unnecessarily harmful extent; we call this overuse. Regarding mobility,
for example, consumers may use car sharing for routes normally covered by lower-emission
alternatives like public transportation. Synthesizing two laboratory experiments and a field
study in different mobility contexts (ride-hailing, car sharing), this research suggests that com-
munication activating consumers' beliefs about self-related and society-related benefits is a dou-
ble-edged sword. While a joint activation can be an effective approach for marketing managers
to encourage consumers to engage in access-based consumption, this can likewise motivate
them to overuse such services, resulting in higher emissions. This research identifies self-en-
hancement as the underlying mechanism, and environmental identity as a contingency variable.
The paper discusses how to market access-based consumption such that overuse is prevented.
By presenting different strategies, the findings help marketers, policy makers, and nonprofit
organizations to promote access-based consumption while avoiding increased resource exploi-

tation.

Keywords: overconsumption; self-society trade-off; access-based consumption
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INTRODUCTION

In times of climate change, overpopulation, and overconsumption, ethical and sustainable
consumption is more important than ever before although still not enough people participate
in such consumption lifestyles (Gore 2021; Worldometer 2022).2 One of the most important
challenges is that individuals often have to pay higher prices or suffer other nonmonetary
costs when consuming sustainably (Luchs and Kumar, 2017; White et al. 2019). However, re-
cent sustainable and digital innovations offer consumers eco-friendlier means of consumption
that are also priced lower than their conventional alternatives. As an archetype of such inno-
vations, access-based consumption has gained a lot of attention in marketing research (Cos-
tello and Reczek, 2020; Eckhardt et al. 2019; Fritze et al. 2020; Hazée et al. 2017; Schaefers
et al. 2018). Widespread examples of such services include car sharing (e.g., Zipcar), ride-
hailing (e.g., Uber), and e-scooter sharing (e.g., Lime). Recent research shows that consumer
can participate in access-based and collaborative consumption due to ethical considerations
(Mdller et al. 2023).

Access-based consumption offers notable self-related benefits, such as cost savings (Lam-
berton and Rose, 2012) and time savings (Hamari et al. 2016). Simultaneously, these services
also provide society-related advantages, such as reduced use of resources (Bardhi and Eck-
hardt, 2012; Hartl et al. 2018; Lamberton and Rose, 2012) and access for people in the lowest
income group (Schaefers et al. 2018). This new manner of consuming sustainably may even
steer consumer preferences away from classical ownership toward sharing (Fritze et al. 2020).
Since the transportation sector generates 29% of the greenhouse gas emissions in the U.S.
(EPA 2021), mobility sharing as a form of access-based services appears to be a prime exam-
ple of a silver bullet to counteract climate change. The benefits associated with access-based
consumption and the ostensibly positive win-win situation might, however, motivate consum-
ers to intensify their usage to an environmentally harming extent and/or even replace other
means of transportation (e.g., public transportations). Therefore, the initially positive effects
on the environment and society at large can reverse. We name these drawbacks for society
"overuse." Whenever the aggregated intensity and amount of consumption of products and
services labeled as sustainable exceeds a certain level (overuse), the initial society-related

benefits diminish and the consumption becomes pseudo-sustainable. This raises the questions

3 To achieve the goal of limiting global warming to 1.5°C above pre-industrial levels, every person on earth
would need to maximally emit an average of 2.3 tons of CO2 per year by 2030. This is roughly half the average
footprint of every person on earth today. The richest countries are even set to exceed the level of 2.3 tons by
multiple times (e.g., USA: 15.5t; Germany: 9.4t, etc.).
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of why and when consumers' approach toward access-based consumption undermine the in-
tentionally pro-environmental goals of such services. Overuse is behavioral response which
can evoke so called rebound-effects and even backfire-effects. On an individual level, re-
bound effects occur when consumers’ actual savings in energy use, emissions, or other envi-
ronmental impacts are lower than the potential savings, because they are partially or fully off-
set by adverse behavioral responses (Reimers et al. 2021; Santarius and Soland, 2018). Back-
fire effects occur when the emissions of the actual consumer behavior overcompensate the po-
tential savings (Santarius et al. 2016). Observations of access-based consumption suggest that
many consumers abandon public transport for car sharing (Kearney 2019). Likewise, consum-
ers use e-scooters for distances that they would have otherwise traveled by foot (substitution),
or even to merely amuse themselves (creation of new demand) (Hollingsworth et al. 2019;
Statista 2020) (Table 1). That is why we include those two options, substitution of more sus-
tainable alternatives and creation of new demand, in the construct overuse. Although we ex-
pect overuse to be more prevalent in access-based consumption than in ownership-based con-
sumption because resource use is not directly visible and disposal is not the users' responsibil-
ity, no research has thus far explored how access-based services can be marketed to prevent
consumers from (over)using these services to an environmentally harmful extent.

Table 1. Substitution of mobility alternatives by access-based consumption

Car Taxi E-scooter Public Bike Foot No mobility
transport
Car sharing is 18.25% 31.75% 0.32% 40.48% 5.56% 3.17%
substituting...
Ride-hailing is o o 0 0
substituting... 24% 21% 1% 3%
E-scooter sharing
is 5.5% 19% 2.1% 37.1% 30%
substituting...
Sustainable substitution Unsustainable substitution

tUmweltbundesamt (2021), 2Union of Concerned Scientists (2020), *Tarnovetckaia and Mostofi (2022)

Calls are getting louder for increased research on access-based consumption (Donthu et al.
2020), our contribution to marketing research is threefold (Table 2). First, to the best of our
knowledge this paper is the first to demonstrate that the activation of consumers’ beliefs about
simultaneously achieving self-related and society-related benefits through access-based con-
sumption can help and hurt. While the communication of both benefits helps increase inten-
tions to use such services, this may also trigger the unwanted tendency to overuse them. Mar-
keters have to be aware of this relationships to environmentally-responsibly advertise their

products and services and therefore decrease carbon emissions and environmental pollution.
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Second, we identify self-enhancement as the central mechanism to explain these effects. More
specifically, the prospect of self-enhancement may, on the one hand, encourage consumers to
participate access-based consumption but can, on the other hand, also make consumers feel
licensed to overuse these services. Third, we explore the crucial role of consumers' environ-
mental identity as a contingency variable. With a series of studies involving a field study and
four laboratory experiments, we contribute to the literature by empirically exploring the dark

side of access-based consumption on an individual level.

29



Table 2. Overview of exemplary studies

Study Main findings Research type  Benefits mea-  Self-related  Society-rela-  Joint be- Self enhan-  Environmental Participation Overuse
sured by benefits ted benefits nefits in cement identity
comparison

Bardhi and To differentiate between the models of access- Qualitative Motives . d d .
Eckhardt, 2012 based consumption, six dimensions are identified.

In the context of car sharing, four outcomes of

these aspects could be shown.
Cherry and Aside from personal interests (such as price, con-  Deliberative Perceptions . . .

Pidgeon, 2018

Fritze et al.,
2020

Hamari et al.,
2016

Hellwig et al.,
2015

Lamberton and
Rose, 2012

Laukkanen and
Tura, 2020
Méhlmann,
2015

Roos and
Hahn, 2017

This Study

venience, and hygiene), public acceptance of the
sharing economy was dependent on it upholding a
number of broader social norms.

Achieved psychological ownership may lead con-
sumers to increase their participation in access-
based consumption.

Consumers' participation is motivated by various
variables such as sustainability, enjoyment and
monetary benefits.

A set of traits, as well as motivational and per-
ceived socioeconomic characteristics are identified
that can be used to classify individuals into four
probable clusters.

Monetary benefits and the perceived risk of scar-
city are key determinants of attraction of access-
based consumption.

A categorization of 13 different business models,
as well as a conceptual framework is provided.
Satisfaction and the likelihood of choosing a shar-
ing option are primarily influenced by self-related
benefits, such as costs savings.

Access-based consumption has statistically signifi-
cant positive effects on future altruistic values, at-
titudes, subjective norms, and personal norms.
Activating consumers' beliefs about self-related
and society-related benefits is a double-edged
sword. Joint activation can be an effective ap-
proach encourage consumers to engage in access-
based consumption, it can also motivate them to
overuse such services. This research identifies
self-enhancement as the underlying mechanism,
and environmental identity as a contingency varia-
ble.

research me-
thods
Quantitative

Quantitative

Quantitative
and qualitative

Quantitative

Literature re-
view
Quantitative

Quantitative

Quantitative

Motives and
feelings

Motives

Motives

Motives

Values

Motives

Values

Motives and
advertising
appeals
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CONCEPTUAL BACKGROUND AND HYPOTHESES DEVELOPMENT

Following the call to “advance our understanding of the complex, descriptive and norma-
tive ethical issues that the sharing economy is likely to be associated with for years to come”
(Etter et al. 2019, p. 940), we focus on the potential negative societal and environmental con-
sequences of access-based consumption. Researchers have already discussed the unintended
consequences of these services and defined them as "unforeseen outcomes of intended efforts
to create positive change™ (Blocker et al. 2022, p.3). Access-based consumption provides cus-
tomers temporary access to a material good in return for a monetary fee while the legal own-
ership remains with the company (Bardhi and Eckhardt, 2012; Lamberton and Rose, 2012).
Access-based consumption potentially carries the danger of adverse long-term consequences
and therefore transform from a pathway to sustainability into a driver of climate change and
environmental pollution (Martin 2016). We conceptualize these unintended consequences as
"overuse™ and distinguish between two types here: substituting more sustainable options and
creating demand. Substitution of more sustainable options means that consumers intensify
their usage of access-based services by replacing more sustainable transportation options. For
example, they use car sharing instead of public transport, biking, or walking. Research has al-
ready acknowledged this phenomenon in the sharing economy (Laukkanen and Tura, 2020)
and the circular economy (Zink and Geyer, 2017). Creating demand captures behaviors that
only become possible with the advent of certain access-based services, as many different mo-
bility options are more broadly available and at lower prices, thus becoming accessible to a
wider audience (Schaefers et al. 2018). In this case, consumers use car sharing to cover routes
that they would not have taken otherwise. For example, access to car sharing allows them to
spontaneously reach the nearest shopping center, triggering impulse purchases. These unin-
tended consequences are caused by the consumers' perceptions of the anticipated benefits of
access-based services that translate into their motivations to use such services. We will dis-

cuss these processes and our conceptual model (Figure 1) in the following sections.
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Figure 2. Conceptual Model

Self-related
Benefits
Intention to Participate
p| in Access-based
:
_ Hz, Self- H2 Q> Consimptlon
Enhancement QT ®  Overusewithin
< » Access-based
H1 Consumption
Society-related
Benefits H3b H3a

Environmental
Identity

The Impact of Self-Related and Society-Related Benefits on the Participation in Access-
Based Consumption

Benefits of access-based consumption for the self and society. Research on sustainable con-
sumption often differentiates between three types of orientation: self-related, other-related,
and environment-related orientation. First, the self-related orientation covers the human ten-
dency to optimize individual gains, which are therefore attributed to the self. Second, the
other-related orientation reflects the consumers’ concerns about other people in current and
future generations. Third, the environment-related orientation refers to the well-being of the
biosphere and non-human beings (Schultz 2001; Stern et al. 1993). For our theory develop-
ment and in line with prior research (van Doorn and Verhoef, 2015; Mai et al. 2021), we
merge the other-related and the environmental-related orientation and label them "society-re-
lated benefits." Since these benefits are outside of the self, they are polar opposites to self-re-
lated benefits.

The marketing literature on consumer motivations to engage in access-based consumption
can also be easily categorized into these two segments (e.g., Bardhi and Eckhardt, 2012;
Cherry and Pidgeon, 2018; Costello and Reczek, 2020; Fritze et al. 2020; Hamari et al. 2016;
Hellwig et al. 2015; Lamberton and Rose, 2012; Roos and Hahn, 2017). Self-related benefits
as a solid motivation to participate in access-based consumption help consumers optimize
their individual gains, such as saving money (Lamberton and Rose, 2012) and time (Hamari et
al. 2016), identity formation (Fritze et al. 2020), flexibility (Lamberton and Rose, 2012), com-
munity belonging (M6hlmann 2015), as well as joy and fun (Hellwig et al. 2015). Society-re-
lated benefits offer individuals the opportunity to consume in a sustainable manner, such as

following normative ideals and saving scarce resources (Hellwig et al. 2015), meeting the
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needs of current and future generations (Hamari et al. 2016), and increasing the environmental
well-being (Laukkanen and Tura, 2020). Further society-related benefits in marketing re-
search are the reduction of pollutants, emissions, and carbon footprint (Mi and Coffman,
2019); paving a pathway to a decentralized, equitable, and sustainable economy (Martin
2016); and saving the environment by using resources efficient services (Fritze et al. 2020;
Laukkanen and Tura, 2020). These observations lead to the notion that sustainability is per-
ceived as a “nice bonus” but not the initial motivation (Hartl et al. 2018). While the aforemen-
tioned research has constantly demonstrated a significant positive impact of self-related bene-
fits on the participation in access-based consumption, the impact of society-related influences
often remains fuzzy. Several studies report a nonsignificant influence (e.g., Lamberton and
Rose, 2012), while others identify sustainability as relevant for certain groups (e.g., Hellwig
et al. 2015). Furthermore, to the best of our knowledge none of the studies in access-based
consumption research has tested the joint activation of both benefits in comparison to solely
communicating one.

The opposing effects on participation. For many products, the attribution of sustainability
is often less than a nice bonus and carries a liability instead. This is so, because consumers as-
sociate sustainability with lower product quality (Luchs et al. 2010) and lower strength (Mai
et al. 2019) due to zero-sum heuristics (e.g., Luchs et al. 2010). Consequently, society-related
benefits include positive (nice bonus) as well as negative (liability) aspects, which can either
foster or hamper the participation in access-based consumption. In contrast to most sustaina-
ble consumption situations, access-based consumption is inherently based on saving re-
sources, which gives these resources the plausibility that they can circumvent the trade-offs
between self and society. Following research in sustainable consumption (e.g., Luchs et al.
2010; Mai et al. 2019), healthy eating (Mai et al. 2015), marketing communication (Mukher-
jee and Dubg, 2012), and behavioral psychology (Fazio 1990), an additional (self-related) ar-
gument must be communicated to support the positive influence of sustainability as a nice bo-
nus and to eliminate the perception of sustainability as a liability. We therefore propose a dual
path model that integrates self-related and society-related benefits of participating in access-
based consumption. We assume, if marketers jointly activate consumers' beliefs about self-
related and society-related benefits (vs. either self-related or society-related benefits only),
consumers will intend to increase (vs. decrease) their participation in access-based consump-
tion. For a better understanding, we provide a real-world example for our hypothesis in Ap-

pendix A.
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Overuse in Access-Based Consumption

Consistent with the proposed opposing effects model, recent research has put forward a
multistage theory of differential effects (Mai et al. 2021). The theory differentiates the mecha-
nisms that involve consumers' decision to participate in the purchase of sustainable products
or not (the participation stage), and the stage in which consumers decide how much of their
budget to spend on sustainable products across purchases (the expenditure stage) (Mai et al.
2021). In this vein, society-related benefits support participation but are rather ineffective in
maintaining sustainable expenditures over several purchases, with even adverse conse-
quences. Motives that entail self-related benefits proved to foster both participation and sus-
tained expenditures (Mai et al. 2021). Integrating our proposed opposing effects model, we
extend the findings of Mai et al. (2021): Consumption is characterized by a multitude of ap-
parently isolated decisions which—together—define an individual's consumption impact on
sustainability. While in many consumption situations it is beneficial to keep consumers moti-
vated (expenditure stage) to make sustainable purchases by activating self-related benefits,
when it comes to access-based consumption this approach can have opposing effects on the
aggregated impact on the environment. Adding a further benefit for the consumer (self-related
benefit) does not automatically lead to adding a benefit for the society and the environment
once the usage of access-based services surpasses a certain consumption level. Put differently,
several isolated sustainable consumption decisions (participation in of access-based consump-
tion) can amount to an aggregated negative impact on society and environment (overuse in ac-
cess-based consumption). Taking this novel perspective into account, we conceptualize this
overuse in access-based consumption as an intensification of consumption to an unnecessarily
harmful extent by either substituting more sustainable alternatives (e.g., using car sharing in-
stead of walking) or by creating new demand (e.g., covering routes with car sharing that
would otherwise not have been covered). We expect that if companies highlight only self-re-
lated benefits of access-based services, or self-related benefits in combination with society-
related benefits, consumers would, for example, be tempted to favor access-based services
that cause higher emissions over using their bike. The mechanism may only be circumvented
by solely activating consumers’ beliefs about the society-related benefits of access-based con-

sumption.
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H1. If marketers activate consumers' beliefs about self-related benefits, consumers will
be more willing to overuse in access-based consumption. The intention to overuse in ac-
cess-based consumption is curbed if only consumers' beliefs about society-related bene-

fits (but not self-related benefits) are activated.

The Mediation through Self-Enhancement

The notion that the consumption of sustainable products and services helps consumers ex-
press and enhance their self-identity (Legere and Kang, 2020) or helps make a good impres-
sion on others (Peloza et al. 2013) has been broadly acknowledged. Self-enhancement repre-
sents a process whereby individuals “strive systematically to promote the perception that oth-
ers think well of them” (Swann et al. 1989, p. 782). Furthermore, research on meta-perception
describes the tendency of consumers to suggest that others evaluate their actions in the same
manner as they do themselves (e.g., Preuss and Alicke, 2009). As a consequence, this percep-
tion enhances the consumers' self (Griskevicius et al. 2010).

H2a. If marketers activate consumers' beliefs about society-related benefits (vs. only self-

related or joint benefits), consumers show increased levels of self-enhancement.

Past research has identified social recognition, self-image, reputation, and other social as-
pects (Griskevicius et al. 2010;), and specifically self-enhancement as essential drivers of sus-
tainable consumption (Johar and Sirgy, 1991; Legere and Kang, 2020). In the context of ac-
cess-based consumption, these impacts on the intention to participate have been barely exam-
ined. Lamberton and Rose (2012) suspect that the utility a shared resource conveys is re-
flected by a certain kind of social utility in the fashion of gaining approval through reference
groups. Other conceptual research indicates that reputation building and social connections
have a considerable positive impact on the participation in access-based consumption (Bucher
et al. 2016; Tussyadiah and Pesonen, 2016). Furthermore, research shows a strong positive
influence of community building (Ozanne and Ballantine, 2010) and community belonging
(Mohlmann 2015) on participation. Building on this notion, we expect that access-based con-
sumption opportunities enable individuals to appear prosocial in a visible and easily identifia-

ble manner and that this, therefore, increases their participation.

H2b. Anticipation of self-enhancement has a positive influence on the consumer ’ inten-

tion to participate in access-based consumption.
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Self-enhancement can be a double-edged sword, as the individual expectation of self-en-
hancement through participating in access-based consumption can also backfire on the envi-
ronment and society at large. Literature on moral licensing suggests that moral actions can
provide individuals with a moral license to act less ethically in other situations (Effron and
Monin, 2010). The concept of social moral licensing adds a social perspective and suggests
that individuals might feel morally licensed when others evaluate their actions as morally
good (Lasarov and Hoffmann, 2020). Self-enhancement can likewise license consumers to
overuse access-based services and motivate them to engage in impression management (Leary
and Kowalski, 1990). The sustainable connotation of access-based consumption even enables
individuals to strategically pretend to consume such services for society-related reasons while
actually being driven by self-related reasons. Based on these findings, we expect that gains in

self-enhancement may increase the overuse in access-based consumption.

H2c. Anticipation of self-enhancement has a positive influence on the consumer ’ inten-

tion to overuse access-based consumption.

The Moderating Role of Environmental Identity

Environmental identity may be understood as a factor that affects the consistency between
our attitudes and actions (Whitmarsh and O'Neill, 2010). Various socio-psychological theories
report that environmental identity translates into pro-environmental actions (e.g., Bem 1967;
Stets and Biga, 2003). Research has shown in various consumption contexts (e.g., recycling,
Mannetti et al. 2004; carbon offsetting, Whitmarsh and O'Neill, 2010) that consumers who
consider themselves as pro-environmental are more likely to behave sustainably than those
who do not. Consumers with high levels of environmental identity do not only act differently
than consumers with a low environmental identity; the underlying processes also differ (e.g.,
goal theories, Fishbach et al. 2009). We therefore expect that the environmental identity
shapes the relationship between self-enhancement and the intention to participate and overuse.

Consistent with self-perception theories, consumers act in accordance with their own ex-
pectations (identity) and in accordance with the expectations of others (self-enhancement)
(Bem 1967). For consumers with high levels of environmental identity, a boost in their self-
enhancement induced by the activation of society-related benefits translates into higher partic-
ipation in access-based consumption. For consumers with a low environmental identity, the
approval of others is not congruent with their own identity and thus a boosted self does not

lead to a higher participation.
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H3a. Environmental identity moderates the relationship between self-enhancement and
the intention to participate in access-based consumption. For consumers with high levels
of environmental identity, there is a positive influence of self-enhancement on the inten-
tion to participate in access-based consumption. For those with low levels of environmen-

tal identity, this influence is mitigated.

Vallacher and Wegener (1989) categorize consumers into low-level and high-level agents.
While low-level agents focus on single decisions and behaviors, high-level agents consider
contexts and therefore evaluate their consumption with regard to abstract impacts. Fishbach
and colleagues’ (2009) research on goal systems and commitment supports this segmentation
by distinguishing between environmentally committed consumers who act congruently, and
less committed consumers who tend to act incongruently. In this line, consumers with low
levels of environmental identity may fail to connect single (apparently sustainable) decisions
to use access-based services. In this line, consumers with low levels of environmental identity
may miss the big picture and fail to connect single (apparently sustainable) decisions to use
access-based services. These consumers may be prone to overlooking the overall environmen-
tal impact of their actions and, as a result, are more likely to uncover the potential higher
emissions of their aggregated behavior. These patterns ultimately facilitate overuse. Consum-
ers with high levels of environmental identity may consider the potentially harmful environ-
mental impact when aggregating multiple (apparently sustainable) decisions. High levels of
environmental identity thus hamper the positive influence of self-enhancement on overuse be-

cause these consumers are well aware of the environmentally harmful consequences.

H3b. Environmental identity moderates the relationship between self-enhancement and
the intention to overuse in access-based consumption. For consumers with low levels of
environmental identity, there is a positive influence of self-enhancement on the intention
to overuse. For consumers with high levels of environmental identity, this influence is

mitigated.

Overview of Studies

This paper reports two laboratory experiments and one field experiment that jointly explore
our hypotheses (Table 3). Study 1 explores in a laboratory experiment how self-related and
society-related benefits impact participation in car sharing to lay the ground for our basic no-
tion that the joint activation of self-related and society-related benefits can be a double-edged

sword. Study 2 showcases how self-related and society-related benefits influence the tendency
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to overuse. It also examines the mediation through self-enhancement and the moderating in-
fluence of environmental identity, which we further analyze in a follow-up study. To test the

expected effects under realistic conditions, Study 3 employs observations in a field setting.
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Table 3. Overview of studies

Independent Mediator Dependent Moderator Design
variables variable
Manipulation Experimental conditions Setting Method N Service Tested -
context hypothesis
Study 1
Main Study Advertising Self-related benefits, Car sharing Online Lab 715 Car sharing
appeals society-related benefits, voucher experiment
joint benefits,
control group
Study 2
Main Study Advertising Self-related benefits, Self- Car sharing Environmen- Online Lab 322 Car sharing H1-H3
appeals, society-related benefits, enhancement intention, tal identity experiment
consumers joint benefits overuse
motives intention
Follow-up Self- Positive Online Lab 84 Car sharing H2
Study enhancement self-enhancement, experiment
negative
self-enhancement
Study 3
Main Study Advertising Self-related benefits, Overuse Car Field Field 167 Ride-hailing H1
appeals society-related benefits, intention ownership experiment

joint benefits,
control group
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STUDY 1

The purpose of Study 1 was to gain insights into how the activation of consumers' beliefs
about self-related and society-related benefits (joint vs. single activation) affects their partici-
pation in access-based consumption. Through this investigation, we create a foundation for
how companies can encourage consumers to use their services best with regard to overusing

potential.

Sample, Method, and Measures

Sample. A total of 713 respondents (Mage = 29.73, SDage= 12.46), acquired in Germany,
participated in a controlled online experiment. Trained students recruited the participants for
course credits. All participants gave written informed consent, participated voluntarily, and
were completely informed about the procedures of the study. Participants could abort at any
time and we ensured full anonymity of the data provided.

Manipulation. For the 2 (self-related appeal: activated vs. not activated) x 2 (society-re-
lated appeal: activated vs. not activated) between-subjects experiment, the participants were
randomly assigned to one of four conditions. We manipulated the self-related and society-re-
lated appeals by first instructing the participants to read an online advertisement of a car shar-
ing provider. In the self-related condition, the company stated that car sharing helps consum-
ers save money and listed different self-related benefits, for example, the use of car sharing
does not incur any purchase costs, costs for insurances and taxes, etc. In the society-related
condition, the car sharing provider stated that car sharing helps consumers protect the envi-
ronment and displayed different reasons, for example, each shared car replaces 11 privately
owned cars, and car sharing fleets are more modern and energy-efficient than privately owned
cars (on average). In the joint condition (self-related and society-related appeals), the car shar-
ing provider stated that consumers can save money while protecting the environment. In this
condition, the advertisement contained both self-related and society-related benefits. In the
control condition, the advertisement informed participants that car sharing is the organized
joint use of one or more vehicles by multiple users. After presenting the manipulated advertis-
ing appeals and to conceal the actual purpose of the study, we asked the participants to rate
the advertisements on two seven-point Likert scales ("The advertisement is appealing to me,"
M = 4.05, SD = 1.55; "The advertisement is adequate,” M =4.21, SD = 1.43; r =.70). The

manipulated advertisements appear in Web Appendix A.
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Measures. To measure our dependent variable, respondents participated in a raffle among
the survey participants. The lucky participant stood a chance to win a voucher issued by a real
car sharing provider (they could choose among different companies). We asked the partici-
pants to enter a sum ranging from €0 to €100 (M = €10.69, SD = 23.23) that they would pay
for the voucher. The participants were informed that we would double this amount in case of
a win. For example, if the winner pays €50, s/he receives a voucher for €100. We employed
this measure to enhance the validity of our dependent variable, as we measured the partici-
pants’ willingness to pay but also included an incentive (by doubling the amount) to ensure
enough participants pay more than €0. Finally, participants submitted personal information

(age, education).

Results

An analysis of variance (ANOVA), with the self-related and society-related appeals as in-
dependent variables and the willingness to pay for the car sharing voucher as the dependent
measure, revealed a nonsignificant effect of the self-related benefits (F(1, 709) = .01, p =
.943) and a nonsignificant effect of the society-related benefits (F(1, 709) =.74, p = .391). Im-
portantly, the interaction between self-related and society-related benefits is significant (F(1,
709) = 4.62, p =.032). Figure 2 shows the pattern of the willingness to pay for the car sharing
voucher for the different conditions. The results demonstrate that participants in the joint con-
dition (Mjoint = 13.33, SDjoint = 27.14) had a higher willingness to pay for the voucher than
participants in the self-related condition (Mseif = 8.10, SDseir = 19.01, p = .033). Although the
same pattern applies to the difference concerning participants in the society-related condition,
chance cannot be ruled out (Msociety = 9.72, SDsociety = 21.53, p = .142).

Figure 3 Willingness to pay for car sharing voucher
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Discussion

The findings of Study 1 support our theoretical framework that the activation of joint rea-
sons as opposed to the activation of single benefits increases the willingness of consumers to
participate in access-based consumption. Offering the participants a real car sharing voucher
increases the validity of our results.

STUDY 2

While an isolated view on individual participation would imply that the activation of both
benefits is most effective, in this study we shift the focus on the long-term cumulative impli-
cations of individual (apparently sustainable) behaviors. Specifically, we examined how dif-
ferent combinations of self-related and society-related benefits stimulate overuse in access-
based consumption (H1). Study 2 also aimed at testing the mediating influence of self-en-
hancement (H2a-c). In this study we manipulated the salient individual consumer reasons for
participating (self-related or society-related) and combined them with advertising appeals
claiming either self-related or society-related benefits. We did so to show, that results do not
differ between, for example, participants solely been confronted by joint advertising appeals
and consumers having self-related motives salient looking at a society-related advertising ap-

peal.

Sample, Method, and Measures

Sample. A total of 351 undergraduates at a German university participated for course cred-
its in a controlled online experiment. All participants gave written informed consent, partici-
pated voluntarily, and were completely informed about the procedures of the study. Partici-
pants could abort at any time and we ensured full anonymity of the data provided. We ex-
cluded three participants who spent less than five minutes on the questionnaire (full sample
analyses in Web Appendix B), because short response times are likely to indicate careless and
inattentive responding (Geuens and De Pelsmacker, 2017; Wood et al. 2017). This resulted in
a final sample of 348 participants (55% female, Mage = 29.34, SDage= 10.80).

Manipulation. We employed a 2x2 factorial design in which we manipulated consumers’
motives to use car sharing (self-related motives vs. society-related motives), and advertising
appeals that emphasize benefits of car sharing (self-related appeals vs. society-related ap-
peals). After starting the experiment, the participants read a text in which we introduced a fic-
titious car sharing company to them. In the next step, we experimentally manipulated con-

sumers’ motives by priming (Sherman et al. 1990). The participants were therefore randomly
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assigned to one of two experimental conditions in which they were asked to write down either
three self-related motives or three society-related motives to use car sharing. We then again
randomly assigned the participants to one of two groups. For this purpose, we showed the
subjects a visual stimulus in which the introduced car sharing company presented either self-
related appeals ("Flexible mobility for little money") or society-related appeals (""Helping the
environment and doing good") (Web Appendix C). Overall, these randomized assignments
result in a total of four experimental groups: a condition that contained self-related motives
and appeals (n = 84), a condition with only society-related motives and appeals (n = 95), an-
other condition that contained the combination of self-related motives and society-related ap-
peals (n = 97), and a condition with the combination of society-related motives and self-re-
lated appeals (n = 72).

Measures. After presenting the manipulated stimuli, we asked the participants to report
their intention to use car sharing with items from Hamari and colleagues (2016): “It is likely
that I will use car sharing in the future,” “I will increase my activity in car sharing in the fu-
ture,” “It is likely I will use car sharing the next time I need a car” (M = 4.48, SD = 1.35, a. =
.80). Following first indications of overuse in access-based consumption regarding increased
travel and decreased use of public transport (Martin and Shaheen, 2016; Pouri and Hilty,
2018), we presented two items to measure participants’ tendency to overuse car sharing: “It is
likely that in future I will use car sharing for local routes that | would otherwise not travel at
all, for example, for spontaneous purchases at a distant supermarket,” “It is likely that in fu-
ture 1 will use car sharing for local routes, which | would otherwise cover by public
transport,” M =4.08, SD = 1.53, r = .41 (p <. 001). We then measured self-enhancement with
items from Lamberton and Rose (2012) and from Hamari and colleagues (2016), adapting
them to our context: “Through the use of car sharing, my reputation with others increases,”
“Others would support me using car sharing,” “It is important for me that people close to me
(friends, family, etc.) like it that | use car sharing,” M = 3.59, SD = 1.27, a. =.79. To measure
the participants’ environmental identity, we adapt previous scales of green consumption val-
ues (Haws et al. 2014) and identity (Ferraro et al. 2011) and ascertained three items: “I con-
sider myself a green consumer,” “Consuming environmentally consciously is an essential part
of my personality,” “I am a person who acts in an environmentally friendly manner,” M =
451, SD =1.35, a = .89. All items were measured on seven-point Likert scales. Finally, the

respondents provided demographic information: gender, age, education, and income.
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Results

Effects on Intention to Participate. We conducted a one-tailed ANOVA (Cho and Abe,
2013) with the intention to participate in access-based consumption as the dependent measure.
The results reveal neither a main effect of consumer motives (F(1, 344) = .74, p = .393) nor an
effect of advertising appeals (F(1, 344) = .06, p = .403), whereas the consumer motives x ad-
vertising appeals interaction is significant (F(1, 344) = 6.80, p =.005). One-tailed preplanned
contrasts confirm that for the group with the combination of society-related motives and self-
related appeals (Msocseif = 4.72) the intention to participate in access-based consumption is sig-
nificantly higher than for the group that was confronted with the self-related motives and ap-
peals (Mserifseir = 4.30, p = .027) and for the group with society-related appeals and motives
(Msocjsoc = 4.31, p = .025). For the group with the combination of self-related motives and so-
ciety-related appeals (Mseifisoc = 4.64), the intention to participate in access-based consumption
is significantly higher than for the group that was confronted with the self-related motives and
appeals (Mserfseif = 4.30, p = .044) and for the group with society-related appeals and motives
(Msocjsoc = 4.31, p = .041). Figure 3 shows the same pattern that we found in Study 1 and
therefore confirms our notion that the combination of both self-related motives and society-
related appeals as well as the combination of self-related appeals and society-related motives
lead to a higher intention to participate than the activation of either self-related or society-re-

lated benefits.

Figure 4. Analysis of variance results

Intention to participate in Intention to overuse within Self-enhancement Consumer Motives
access-based consumption access-based consumption o Self-related
= Society-related
Participation OverUse Self-enhancement
5.0 4.5 4.0
Self- Society- Self- Society- Self- Society-
related related related related related related

Advertising Appeals

Effects on Intention to Overuse. A one-tailed ANOVA with the tendency to overuse prod-
ucts and services in access-based consumption as the dependent measure reveals a significant
main effect of consumer motives (F(1, 344) = 4.87, p = .014), and a non-significant effect of

advertising appeals (F(1, 344) = .29, p = .296). The estimated consumer motives x advertising
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appeals interaction is significant (F(1, 344) = 2.75, p = .049). One-tailed preplanned contrasts
confirm that overuse is significantly lower for the group with society-related appeals and soci-
ety-related motives. Figure 3 shows the same pattern of overuse for different combinations of
consumer motives and advertising appeals like in Study 1, especially the sharp drop for the
group of consumers that are confronted with no other information than information on the so-
ciety-related benefits of car sharing. Furthermore, ordinary least square regression (OLS)
analysis reveals a positive influence of intention to participate in access-based consumption
on the intention to overuse (p =.449; p <.001).

Effects on Self-Enhancement. As a first step to analyze the mediation through self-enhance-
ment, we conducted a one-tailed ANOVA that reveals no main effects of consumer motives
(F(1, 344) = 1.18, p = .139) and no effect of advertising appeals (F(1, 344) = .16, p = .344),
whereas the estimated consumer motives x advertising appeals interaction is significant (F(1,
344) = 3.93, p =.024). One-tailed planned contrasts confirm the proposed hypothesis. Figure
3 shows a similar pattern for self-enhancement as for intention to participate in access-based
consumption.

The Moderating Influence of Environmental Identity. OLS regression analysis reveals that
self-enhancement has a positive and significant influence not only on the intention to partici-
pate in access-based consumption (B = .35; p <.001) but also on overuse (B = .22; p <.001).*
Furthermore, regression results on consumer intention indicate a significant effect of self-en-
hancement (B = .27, t=4.60, p <.001), a significant effect of the consumers’ environmental
identity (B =.18, t = 3.02, p =.003), and a significant self-enhancement x environmental iden-
tity interaction effect (B = .07, t = 1.99, p = .048) in support of H3a. To gain a deeper under-
standing of this moderation effect, we conducted floodlight analyses (the Johnson-Neyman
technique; see Spiller et al. 2013). The analyses reveals that the lower the consumer’s envi-
ronmental identity is, the smaller is the coefficient of the self-enhancement effect on the inten-
tion to participate. More specifically, for high levels of environmental identity the self-en-
hancement's effect on the intention to participate is significantly positive. The effect becomes
insignificant for lower levels of environmental identity. The floodlight analyses (Spiller et al.
2013) also shows that the effect of self-enhancement is insignificant if environmental identity
is lower than a value of 2.89 (11.78% of the sample). In the second analysis, we estimated
these conditional impacts of self-enhancement on overuse. The analysis reveals that overuse

driven by self-enhancements becomes weaker with stronger environmental identity. More

4 In a follow-up study we manipulated self-enhancement to provide further causal support for the influence of
self-enhancement on participation (see Web Appendix D).
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specifically, for low levels of environmental identity the self-enhancement'’s effect on overuse
Is significantly positive but turns insignificant for higher levels of environmental identity. The
floodlight analyses (Spiller et al. 2013) also shows that the effect of self-enhancement is sig-
nificant if environmental identity is higher than a value of 5.6 (22.13% of the sample). The
Johnson-Neyman outputs for the interaction effects on the consumer intention to participate in
access-based consumption (left) and on overuse (right) are displayed in Figure 4.

Figure 5. Johnson-Neyman outputs for the interaction effects (self-enhancement x environmen-

tal identity) on the intention to participate (left) and to overuse (right)
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Finally, we estimate the conditional indirect effects of the experimental factors operating
through self-enhancements with the help of Model 29 in PROCESS. We specify 1) advertis-
ing appeals (coding: self-related = 0; society-related = 1) as independent variable, 2) con-
sumer motives as moderating variable (coding: self-related = 0; society-related = 1) that influ-
ences the impact of advertising appeals on 3) self-enhancement, i.e., the mediator variable,
and also on 4) environmental identity as second moderator that, in turn, influences the effect
of self-enhancement on the dependent variables, namely 5) intention to participate and 6) in-
tention to overuse.

Starting with the analysis on the intentions to participate in access-based consumption, an
analysis of the conditional moderated mediation via the consumer motives shows significant
indices for moderate and high levels of environmental identity (+1SDigent: -.19, SE = .11;
Clgsy = [-.431, -.002]; (MWigent: -.14, SE = .08; Clgsy, = [-.314, -.002]), while there is no sig-
nificant indirect effect for low levels of environmental identity (-1SDigent: -.09, SE = .07;
Closy = [-.244, .010]). With regard to the analysis on the intention to overuse, an analysis of
the conditional moderated mediation via the advertising appeals variable shows significant in-

dices for moderate and low levels of environmental identity (-1SDigdent: -.21, SE = .12; Clgsy, =
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[-.468, -.004]; MWigent: -.14, SE = .09; Closy = [-.341, -.002]), while there is no significant in-
dex for high levels of environmental identity (+1SDigent: -.08, SE = .08; Closy = [-.265, .029]).
Detailed results are displayed in Web Appendix E and F.

Discussion

Study 2 replicates the positive influence of the activation of self-related and society-related
benefits on the intention to participate in access-based consumption. Marketing managers
therefore achieve the most positive effect by highlighting self-related and society-related ben-
efits at the same time. We also find this positive effect of the joint activation of both benefits
on overuse. While the effect on the intention to participate in access-based consumption has
positive implication for environment and society, since these services are labeled as green, the
positive influence of the joint activation on overuse has not. This positive relationship implies
an increase in carbon emissions and harms the environment more than it was the case in the
status quo since consumers substitute more sustainable alternatives or cover routes they had
not taken if access-based consumption has not existed. Study 2 also showcases that only the
isolated activation of society-related benefits may hamper the intention to overuse (H1) and
boost self-enhancement the most (H2a). Hence, for decision makers aiming to reduce their
negative impact on overall consumption by also considering overuse effects, the sole activa-
tion of society-related benefits could be effective. Furthermore, we intended to understand
how self-enhancement among consumers influences the intention to participate (H2b) and
overuse (H2c). The results support the assumption that self-enhancement positively influences
both the participation and overuse in access-based consumption and therefore turns out to be a
double-edged sword. This ambivalent influence can only be levered out by consumers’ envi-
ronmental identity. Study 2 illustrated that for consumers with high environmental identity,
self-enhancement has a positive influence on the intention to participate and no effect on
overuse. For consumers with a low level of environmental identity the opposite is true. Hence,
the boost in self-enhancement has a positive impact on the sustainability of access-based con-
sumption for consumers with high levels of environmental identity, and a negative impact for

those with low levels of environmental identity.

STUDY 3

To validate our predictions in a realistic setting, we conducted a field experiment in collab-

oration with a ride-hailing provider. Asking real consumers, we focus on a sub-group of indi-
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viduals who already participate in access-based consumption. Our analysis therefore only in-
volves the overuse of such services. A modern approach of companies is to integrate their
customers into their service process (Trischler et al. 2018). This helps not only tailor the ser-
vices to the customers' needs but also increases the ecological efficiency of such services. In a
ride-hailing context, providers may offer fixed meeting points where the drivers can pick up
groups of passengers (instead of individually picking them up), also causing significant emis-
sion savings. These savings are, however, only possible if the passengers themselves also con-
tribute by walking to these points. We incorporate the ride-hailing users’ willingness to walk
to the meeting points as an operationalization of overuse, as customers had to disclose if they
would even use the ride-hailing service when knowing that this kind of usage has damaging

consequences for the environment.

Sample, Method, and Measures

Sample. We instructed the drivers of our partner company to place the advertisements in
their vehicles and to install electronic tablets to survey customers. More specifically, after the
customers (n = 167, Mage = 31.13, SDage = 10.35) entered the vehicle, drivers alerted them to
the company's new advertising flyers and asked them to (anonymously) evaluate them.

Manipulation. In accordance with the manipulated appeals employed in Study 1, the exper-
iment followed a 2 (self-related appeal vs. no self-related appeal) x 2 (society-related appeal
vs. no society-related appeal) between-subjects design. The advertising appeals with the self-
related benefits indicated that customers can save money when using ride-hailing instead of
other mobility alternatives. The flyers displaying the society-related benefits stated that the
ride-hailing company's fleet consists of emission-free vehicles. The joint advertising appeals
displayed the combination of self-related and society-related benefits. In the control condi-
tion, the participants viewed an advertisement simply stating that the ride-hailing company
provides its services in several cities.®> Furthermore, the drivers informed their passengers that
the company considered implementing a new mobility concept aimed at improving the ride-
hailing service's environmental impact, and the drivers asked their passengers for their opin-

ion on these concepts. The customers then used the installed electronic tablets to conveniently

5 To rule out biasing results due to primacy effects, we switched the appearance of self-related and society-re-
lated appeals in the condition with combined appeals. Since we found no significant difference in the acceptance
of the meeting point concept between both versions (¥?(1) = .03, p = .859), we continued our analyses with a
merged group that contained participants in both conditions.
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and anonymously evaluate the flyer and answer the questions related to the innovative con-
cept. We also allowed the customers to scan a QR code that was printed on the flyer and to
answer these questions on their own smartphone instead of using the tablet.

When launching the survey on the electronic tablet, the customers were asked to evaluate
the advertisements. They then read a text in which the company introduces a new mobility
concept. The text indicates that the company plans to launch purported meeting points in the
city. These meeting points will be located in central and crowded areas, such as the main train
station, to ensure that the customers and the drivers can more effectively find each other. The
ride-hailing app calculates and displays the walking distance from the customer’s current lo-
cation when searching for a ride-hailing opportunity to the meeting point. The text concludes
that implementing the concept of meeting points has twofold consequences: While the cus-
tomers would have to walk to the meeting points instead of just being picked up by the drivers
at their current location, the customers would significantly help reduce traffic in the city and,
therefore, doing good for the environment.

Measure. We asked the customers if they were willing to walk to meeting points instead of
being picked up from their front door (yes/no). We used this as a measure to operationalize
overuse. If the customers indicated “no,” they would disclose that they would even use the
ride-hailing service when knowing that this kind of usage would have harmful consequences
for the environment because of emitting more carbon emissions than going by foot to the
meeting points to have a central point of picking-up. The different flyers and the description

of the meeting point concept are presented in Web Appendix G and H.

Results

We first analyzed whether the customer acceptance of the meeting point concept varies
among the different experimental conditions. Notably, while being environmentally benefi-
cial, this concept comprises more effort for the customers. Consumers who are less willing to
accept this concept therefore demonstrate that they are more willing to overuse ride-hailing
services. Our results show that the willingness to walk to the meeting points was highest for
the customers who viewed the flyer with the society-related appeal only (yes: 71.9%; no:
28.7%). Our results also show a sharp drop for the customers who viewed the advertisement
appeals displaying the single self-related benefit (yes: 36.7%). Acceptance of the meeting
point concept was nearly equal among the customers who viewed the advertisements present-
ing a combination of self-related and society-related appeals (yes: 57.5%) and in the control
condition (yes: 55.9%; Figure 5, left). A Chi? test with the four experimental conditions and
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the acceptance of the meeting points concept indicated a significant relationship between both
variables (¥*(3) = 7.90, p =.048).

Furthermore, we controlled for the crucial impact of car ownership because this was per-
haps a key catalyst in the field with which to elicit the effects we observed in the previous
studies. When including car ownership as a third factor, we can observe a significant effect.
Customers who own a car already show a pattern that is in accordance with our previous re-
sults; the tendency to overuse is less likely in the single society-related appeals condition for
car owners (yes: 84.6%, Figure 5, middle; ¥*(3) = 8.25, p =.041), whereas this condition leads
to no difference for consumers who do not own a car (yes: 53.8%, Figure 5, right; ¥*(3) =
2.54, p = 47).

Figure 6. Analysis of the acceptance of the meeting points concept
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Discussion

Overall, Study 3 corroborates our expectation that the sole activation of society-related
benefits can prevent consumers from overusing sustainable innovations and services, such as
ride-pooling. However, when society-related appeals are jointly communicated with self-re-
lated appeals this leads to a notable change. In this field study, customers were much less
willing to accept an extra walk to the meeting point. Our post hoc analysis further demon-
strates that customer characteristics can shed further light on this issue. Accounting for

whether customers actually own a car reveals that the backfire effect of pairing a society-re-
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lated appeal with a self-related appeal is particularly prominent for car owners. These obser-
vations thus replicate the patterns obtained in our previous studies. We did not observe the

same backfire effect, though, for those who do not possess their own car.

GENERAL DISCUSSION

Real-world observations elicited discussion among academics about the sharing economy's
sustainability connotation (Fremstad et al. 2018; Geissinger et al. 2019; Jin et al. 2022). When
promoting such services, providers may target consumers' belief about the socially shared
need for eco-friendlier means of consumption (society-related benefits) while simultaneously
benefitting from reduced costs compared to the conventional paradigm of use and possession
of a product (self-related benefits) (Geissinger et al. 2019).

The primary objectives of this research were to examine experimentally (1) the positive and
negative impact of the (joint) activation of self-related and society-related benefits, (2) how
self-enhancement explains these effects, and (3) what companies can do to prevent such ef-
fects by exploring the crucial role of consumers' environmental identity as a contingency vari-
able. Study 1 illustrates that the joint activation of self-related and society-related benefits has
a positive influence on the participation in access-based consumption, which seems to be pos-
itive for the self and the environment regarding to seemingly reduced carbon emissions. How-
ever, study 2 showcases that this joint activation of self-related and society related benefits
has also a positive influence on overuse which in turn has negative implications for the soci-
ety at large because of higher carbon emissions due to an increase of aggregated consumption
or substitution effects. Only the isolated activation of society-related benefits may avoid this
overuse (H1). Study 2 also shows that if marketing managers activate consumers’ beliefs
about the society-related benefits of access-based consumption, the level of self-enhancement
increases (H2a). Furthermore, self-enhancement has a positive influence on the intention to
participate (H2b) and overuse (H2c). According to the moderating role of environmental iden-
tity, Study 2 illustrates that for consumers with high levels of environmental identity self-en-
hancement has a positive influence on the intention to participate and no effect on the inten-
tion to overuse in access-based consumption. For consumers with low levels of environmental
identity the effect works vice versa. Finally, Study 3 tests the activation of society-related
benefits' expected effect on the overuse under realistic conditions and employs observations in

a field setting.
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Theoretical Contribution

This research contributes to several literature streams related to business ethics. First, cor-
roborating a large body of research on access-based consumption (e.g., Hamari et al. 2016;
Lamberton and Rose, 2012; Martin 2016; Schaefers et al. 2018), we confirmed a positive im-
pact on participation when providers simultaneously communicate self-related and society-
related benefits. Second, our research builds a bridge to the literature on the dark side of shar-
ing (e.g., Buhalis et al. 2020; Kearney 2019), providing scientific evidence for the anecdotal
evidence in practice for certain negative consequences of access-based consumption (e.g.
Kearney 2019), especially with regard to more intense travel and decreased use of public
transport (Martin and Shaheen, 2016; Pouri and Hilty, 2018) that we label as overuse. As our
series of experiments has shown, highlighting both self-related and society-related benefits
increases consumers' willingness to participate in access-based consumption but likewise in-
duces unintended harmful consequences, such as substituting more sustainable alternatives or
creating new demand. Ultimately, this undermines the positive ethical and environmental im-
pact of access-based consumption. Our research also contributed to the literature on prevent-
ing unintended consequences of transformative services (Blocker et al. 2022). Our findings
imply that the overuse can be prevented by solely activating consumers’ beliefs about the so-
ciety-related benefits of such services; however, decision makers have to be careful when
communicating self-related beliefs. Third, this research also adds to the large body of litera-
ture on the importance of social influences and self-enhancement in sustainable consumption
(Griskevicius et al. 2010; Peloza et al. 2013). Our studies empirically confirm the positive ef-
fect of self-enhancement on the participation in access-based consumption as a new digital
consumption area of joint benefits. While previous research on access-based consumption
only examines a kind of social utility related to community building and belonging (M&h-
Imann 2015; Ozanne and Ballantine, 2010), this research sheds light on boosting self-en-
hancement as the underlying mechanism of (over)using such products and services. Last but
not least, we identify environmental identity as a key moderator to eliminate self-enhance-
ment's detrimental influence on overuse. The boost in self-enhancement has a positive impact
on the sustainability of access-based consumption for consumers with high levels of environ-
mental identity (high participation in access-based consumption) and a negative impact for

those with low levels of environmental identity (high overuse).
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Managerial Implications

On a practical level, our findings showcase a potential backfire effect of the activation of
self-related and society-related beliefs, and reveal an important challenge for marketing man-
agers, non-government organizations (NGOs), and policy makers: Reasons that encourage
consumers to participate in access-based consumption can simultaneously motivate them to
overuse these services. Furthermore, practitioners should account for the mechanism of self-
enhancement. To achieve a win-win-win situation for companies, consumers, and society at
large, access-based consumption needs to be marketed in a phase-specific manner (Figure 6).
Our results illustrate four strategies that decision makers can pursue with regard to consum-
ers’ response to the activation of their beliefs about access-based consumption. First, the acti-
vation of both benefits leads to the harmful approach that stimulated intensive participation
but also provokes overuse. This might cause negative drawbacks for companies promoting the
sustainability of their products and services if their acceptance of a negative impact for the en-
vironment and society leaks out. The ineffective approach (activation of self-related beliefs)
not only harms the environment, but it also harms providers because it is an ineffective meas-
ure to encourage consumers to participate. Furthermore, the few consumers who actually par-
ticipate substitute even more sustainable alternatives, thus engaging in overuse. By solely ac-
tivating society-related benefits, the company pursues the somehow green approach. Indeed,
this approach neither leads to an extraordinary negative impact for the environment nor bene-
fits the provider by making the consumers use their services. Consequently, the most effective
communication strategy for marketing managers, especially for those with a strong focus on
their sustainable responsibility, is the sustainable approach. By pursuing a dynamic commu-
nication, this strategy not only creates a win-win situation for the consumer and the environ-
ment but also for the company. This implies that for new companies that have only recently
entered the market and for previously untapped target groups, it is reasonable to address both
self-related and society-related benefits with their communication. The objective is to initially
motivate consumers to participate, thereby eliciting the highest level of participation, which is
just not yet unnecessarily harmful. For existing customers and already accepted companies
with many customers, only the society-related benefits of access-based consumption should
be addressed to avoid overuse and as a consequence inhibit negative consequences for the en-
vironment and society at large. Companies could implement the sustainable approach, for ex-
ample, by broadly advertising their service by highlighting both self-related and society-re-
lated benefits via offline and online channels where users and non-users are addressed. When

consumers then decide to use the app or visit the website of the company (for several times),
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thereby signaling a relatively high participation intention, the communication strategy should
focus on the society-related beliefs to avoid overuse. Our results suggest that this approach
should increase the participation by addressing the broad mass, and simultaneously decrease

overuse by addressing their users.

Figure 6. Managerial Implications

Participation in Overuse within
access-based access-based
consumption consumption

Activation of both hih The harmful hih
benefits 9 approach 9
Activation of self- The ineffective
low

related benefits approach high

Activation of society- low The somehow

related benefits green approach low

Dynamic Activation The sustainable

of benefits @ high approach Lot @
]

Our results gain additional relevance with regard to the diverging influence of self-en-
hancement. Companies may find it difficult to decide whether to strategically exploit the posi-
tive impact of a boosted self on the participation because of the harmful environmental conse-
quences. Our findings suggest monitoring the consumers’ level of environmental identity. For
those with a low level of environmental identity, self-enhancement should not be fostered by
the company due to the unnecessarily damaging implications for society at large. In contrast,
companies should explicitly highlight the boost in self-enhancement for those with a stronger
environmental identity. In this case, self-enhancement has a positive influence only on the
willingness to participate but not on overuse. By following this approach, providers can tailor
and fine-tune their strategies for increasing more sustainable consumption decisions while de-

creasing reckless overuse.

Limitations and Research Opportunities

This research also has a few limitations, opening avenues for future research. First, the pre-

sent research examines the backfire effects at the consumer level. Access-based consumption
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can have further unexpected side effects that can only be captured on a macro level. For ex-
ample, registration numbers of cars in cities did not decrease since car sharing companies en-
tered the market, whereas the parking situation has deteriorated (Kearney 2019). Future re-
search should, therefore, use the present study as a starting point to investigate these draw-
backs from different perspectives. Second, although we show similar patterns of results across
three different studies (including a field experiment and a follow-up study), future research
should replicate the results for other business models, products, and services in which self-re-
lated and society-related benefits are combined and overuse can occur. For example, our re-
sults could widen the scope of the case of e-scooters in the sharing economy. Furthermore,
stepping into the circular economy and investigating overuse within second-hand usage could
be fruitful. Despite the focus on access-based consumption, our results should also apply to
other innovative sustainable business models that provide consumers with win-win situations
(or that are communicated of doing so). For example, smart home systems (e.g., smart heat-
ing) have positive environmental impacts by letting consumers save energy and money (Schill
et al. 2019). Moreover, the sustainable connotation of access-based consumption may enable
certain strategic behaviors. Certain individuals may pretend to consume such services for so-
ciety-related reasons, while they are actually driven by self-related reasons, boosting their self
and social identity. For example, consumers can raise the sustainable benefits of access-based
consumption in public but privately participate due to financial reasons. In this vein, we dis-
cussed the potential occurrence of (social) moral licensing effects (e.g., Blanken et al. 2015;
Lasarov and Hoffmann, 2020). In particular, environmental-friendly behavior like car sharing
licenses an environmental-harming consumption behavior and thus again induces negative
drawbacks for the environment and current and future generations. Researchers should exam-
ine in depth these and other rationalization processes as a relevant mechanism regarding over-
use for finding means to inhibit these effects.

Overall, we believe that while our research addresses several key questions, a multitude of
relevant questions regarding participation but most importantly the overuse within access-
based consumption have not been asked yet. Hence, there remains the potential to expand
knowledge in this domain, with the ultimate goal to enable a sufficient and efficient pathway

to a sustainable society.

55



APPENDIX

Appendix A. Real-world example for the hypothesis

Hypothesis

Real-world example (car sharing provider)

Assumption

If marketers jointly activate consumers' beliefs
about self-related and society-related benefits (vs.
either self-related or society-related benefits only),
consumers will intend to increase (vs. decrease)
their participation in access-based consumption.

If a car sharing provider advertises its car sharing
service as low-priced (self-related benefit) and
good for the environment (society-related benefit),
consumers will be more likely to participate
compared to when the provider only
communicates one of these benefits.

Hypothesis 1

If marketers activate consumers' beliefs about self-
related benefits, consumers will be more willing to
overuse in access-based consumption. The
intention to overuse in access-based consumption
is curbed if only consumers' beliefs about society-
related benefits (but not self-related benefits) are
activated.

The car sharing provider recognizes that after
deploying its strategy of activating both benefits
jointly (self-related and society-related benefits),
consumers also use its car sharing service for
routes they walked before. If the provider wants to
eliminate this overuse effect, it should adapt its
communication strategy. The car sharing provider
should only advertise its service as good for the
environment (society-related benefit) to those who
overuse.

Hypothesis 2
2a

2b

2c

If marketers activate consumers' beliefs about
society-related benefits (vs. only self-related or
joint benefits), consumers show increased levels
of self-enhancement.

Anticipation of self-enhancement has a positive
influence on the consumer’ intention to participate
in access-based consumption.

Anticipation of self-enhancement has a positive
influence on the consumer’ intention to overuse in
access-based consumption.

The car sharing users may be excited by the
service provider’s strategy to advertise its car
sharing service as good for the environment
(society-related benefit) because they think that
their friends and family approve their car sharing
use, thereby boosting their self-image.

If consumers gain respect and approval from
others by participating in car sharing, they would
participate in car sharing to enhance themselves.
The boosted self motivates them to increase their
use of car sharing (intention).

If consumers think that their friends and family
support them anyway when using car sharing, they
see no hampering reason for using it instead of
walking (overuse).

Hypothesis 3
3a

3b

Environmental identity moderates the relationship
between self-enhancement and the intention to
participate  access-based consumption.  For
consumers with high levels of environ-mental
identity, there is a positive influence of self-
enhancement on the intention to participate in
access-based consumption. For those with low
levels of environmental identity, this influence is
mitigated.

Environmental identity moderates the relationship
between self-enhancement and the intention to
overuse in access-based consumption.  For
consumers with low levels of environmental
identity, there is a positive influence of self-
enhancement on the intention to overuse. For
consumers with high levels of environmental
identity, this influence is mitigated.

Consumers who consider themselves as green
consumers  (high  environmental identity)
participate in car sharing if they gain respect from
others (self-enhancement). Consumers who do not
consider themselves as green (low environmental
identity) do not feel influenced by the respect of
others (self-enhancement) in their decision to
participate in car sharing.

Consumers who do not consider themselves green
consumers (low environmental identity) would
only replace walking (overuse) with car sharing to
join these services if others value their use of car
sharing  (self-enhancement). Consumers who
consider themselves as green consumers (high
environmental identity) would be less willing to
replace walking with carsharing (no overuse) even
if they perceive to gain respect from others (self-
enhancement).
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WEB APPENDIX

Web Appendix A
Manipulation of Study 1

Part 1 (standardized across conditions)

We would like to raffle off a voucher for a car sharing provider of your choice among the par-
ticipants of this survey. You can determine the amount of the voucher yourself by making a
personal financial contribution, as we will double the amount you specify. Please read the fol-
lowing online advertisement of a car sharing provider, who wishes to remain anonymous, and
rate it briefly.

Part 2 (manipulated conditions)

Self-Related Condition (Financial Benefit)

Use car sharing and save money

Since car sharing does not incur any costs for the purchase of the car, running costs, searching
for storage, and insurance options, car drivers can save up to 2,400 euros per year or up to 50%
of their expenses for mobility through car sharing without having to give up flexibility and
comfort.

Society-Related Condition (Environmental Benefit)

Use car sharing and protect the environment

Car sharing users do something good for the environment, because each shared car replaces 11

private cars and saves up to 14t of greenhouse gases per year. This is especially due to car shar-
ing fleets being more modern and energy-efficient than the national average cars and thus emit-
ting less CO2.

Joint Condition (Financial and Environmental Benefit)

Use car sharing and save money and protect the environment

By using car sharing, consumers can save up to 2,400 euros per year or up to 50% of their mo-
bility expenses without giving up flexibility and comfort. They also do something good for the
environment, as each shared car replaces 11 private cars and thus saves up to 14t of greenhouse
gases per year.

Control Condition

What is car sharing?
Car sharing is the organized joint use of one or more vehicles. Unlike conventional car rental,
car sharing allows you to rent a vehicle for a short period of time, even by the minute.
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Web Appendix B
Study 2 analyses with full sample

ANOVA, DV: Intention to Use Appeals
Self- Society-
Variable dfl  df2 F np2 P related related
Motives 1 347 .084 .000 .772 Motives M sSD M sSD
Appeals 1 347 070 .000 .792 Self-related 430 139 463 1.21
Society-re-
Motives x Appeals 1 347 6.635 .019 .010 lated 471 126 431 1.46
ANOVA, DV: Intention to Overuse Appeals
Self- Society-
Variable dfl  df2 F np2 P related related
Motives 1 347 5.070 .014 0.025 Motives M SD M SD
Appeals 1 347 264 .001 0.607 Self-related 4.17 161 436 1.44
Society-re-
Motives x Appeals 1 347 23861 .008 0.092 lated 408 150 3.72 152
ANOVA, DV: Self-enhancement Appeals
Self- Society-
Variable dfl  df2 F np2 P related related
Motives 1 347 1180 .003 0.278 Motives M SD M SD
Appeals 1 347 162 .000 0.687 Self-related 3.36 1.25 3.67 1.27
Society-re-
Motives x Appeals 1 347 3.621 .010 0.058 lated 3.77 126 356 1.32
OLS regression, DV: Intention to Use
Constant B SE t p

Self-enhancement .32

.053 6.312 <.001

OLS regression, DV: Intention to Overuse

Constant B SE t
Self-enhancement .17

p

.063 3.276 <.001
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Web Appendix C
Manipulated Advertising Appeals and Priming of Motives

Self-Related Motives Condition

Please write down which personal advantages you consider applicable to yourself when using
car sharing. You can refer to different benefits, for example, saving money, easier access to
rental cars, etc. Please focus on three benefits and write down one to two sentences each to
justify your choice.

Society-Related Motives Condition

Please write down what benefits, in your opinion, there are for society and the environment
when you use car sharing. You can focus on different benefits, for example, sharing of re-
sources, less carbon emissions in city traffic, more efficient use of cars, etc. Please focus on
three benefits and write down one to two sentences each to justify your choice.

Appeals

Self-related Society-related
Appeal Appeal

-

P (- ® -
FLEXIBLE MOBILITAT FUR DER UMWELT HELFEN
WENIG GELD UND ETWAS GUTES TUN

Py 5

WWW.YOUR-NOW.COM WWW.YOUR-NOW.COM
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Web Appendix D.
Follow-up study for study 2

The purpose of this study was to provide further causal support for the influence of self-
enhancement. This time, we experimentally manipulated self-enhancement in our study.

Sample, Method, and Measures. In total, 78 undergraduate students (41% female, Mage =
22.71, SDage = 2.77) participated in an online experiment. The participants read a text about
car sharing and were randomly assigned to one of two experimental conditions. In these ex-
perimental conditions we presented an advertisement of a car sharing company, in combina-
tion with either positive comments on social media about car sharing (positive self-enhance-
ment, e.g., “Car sharing is a good thing. Everybody should participate!” or negative ones
(negative self-enhancement, e.g., "Car sharing is total botch! I am not convinced that this is so
great!"). Immediately after the manipulation was displayed, the participants reported their in-
tention to participate in access-based consumption with the same items as those that we em-
ployed in Study 2 (“It is likely that I will use car sharing in the future,” “I will increase my ac-
tivity in car sharing in the future,” M = 4.20, SD = 1.49, r =.76, p <.001) on seven-point Lik-
ert scales. Again, we presented the same two seven-point Likert scales to measure partici-
pants’ tendency to overuse car sharing (“It is likely that in future I will use car sharing for lo-
cal routes that I would otherwise cover on foot or by bicycle,” “It is likely that in future I will
use car sharing for local routes, which | would otherwise cover by public transport,” M =
2.92,SD =1.34,r=.42, p <.001).

Results. A one-way ANOVA shows a positive significant effect of self-enhancement on
the intention to participate (F (1,82) = 5.46, p = .022). For participants confronted with posi-
tive comments, the intention to participate is higher (Mpositive = 4.53, SDpositive = 1.36) than for
subjects who read negative comments (Mnegative = 3.79, SDnegative = 1.56). However, an
ANOVA with the tendency to overuse as the dependent measure reveals no significant effect
of self-enhancement (F(1, 82) = .21, p = .884). Regression analysis reveals that the intention
to use increases the tendency to overuse (f =.227; p =.038).

Discussion. In contrast to Study 2 in which the measured self-enhancement had a positive
influence on both dependent variables (intention to participate and overuse), the manipulation
of self-enhancement only affected the consumers’ intention to participate in access-based con-
sumption. This is important for managers, as it hints that pointing at others who have a favor-

able opinion toward access-based consumption (e.g., via social networks) may be an effective
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lever for managers to stimulate consumers’ participation; however, it is a less effective meas-
ure for preventing consumers from overusing and, therefore, impacting the environment in an

environmentally harmful sense.
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Web Appendix E

Full Models
Model 1 (IV: Motives. MOD: Appeals. DV: Intention to use car sharing) Model 2 (1V: Motives. MOD: Appeals. DV: Intention to overuse car sharing)
Self-enhancement Intention to use car sharing Self-enhancement Intention to use car sharing
Effects (SE) p t Cl (95%) Effect (SE) p t Cl (95%) Effects (SE) p t Cl (95%) Effect (SE) p t Cl (95%)

Motives 96 .45 .03 2.16 .08 to 1.84 .83 .45 .06 1.87 -04 to 1.71 96 45 .03 2.16 .08 to 1.84 27 53 62 .50 -78 to 131
Appeals 87 43 .04 204 .03 to 1.71 .83 .43 .05 1.95 -01 to 1.67 87 43 .04 204 .03 to 1.71 54 51 .29 1.06 -46 to 1.53
Self-enhancement .26 .06 .00 4.38 15 to .38 .26 .07 .00 3.65 12 to .40
Env. Identity -05 .20 .80 -.25 -43 to .34
Motives x Appeals -54 27 .05-1.98 -1.08 to .00 -57 .27 .04 -209 -1.11 to -.03 -54 .27 .05-198 -1.08 to .00 -44 32 .18 -1.34  -1.07 to .20
Motives x Env. Identity .08 .10 .45 .76 -12 to .28 -06 .12 .64 -47 -29 to .18

Self-enhancement x Env.
Identity

.06 .03 .07 184 .00 to .13

-09 .04 .03 -2.12 -17 to -01

R? .014 .146 .014 .076
Model 3 (1V: Appeals. MOD: Motives. DV: Intention to use car sharing) Model 4 (1V: Appeals. MOD: Motives. DV: Intention to overuse car sharing)
Self-enhancement Intention to use car sharing Self-enhancement Intention to use car sharing
Effects (SE) p t Cl (95%) Effect (SE) p t Cl (95%) Effects (SE) p t Cl (95%) Effect (SE) p t Cl (95%)

Appeals .87 43 .04 2.04 .03 to 1.71 85 .43 .05 1.99 .01 to 1.69 .87 43 .04 2.04 .03 to 1.71 53 51 .29 1.06 -46 to 153
Motives .96 45 .03 2.16 .08 to 1.84 85 .45 .06 191 -.03 to 1.73 .96 45 .03 2.16 .08 to 1.84 26 .53 .62 .49 -78 to 1.31
Self-enhancement 26 .06 .00 4.34 14 to .38 26 .07 .00 3.68 12 to .40
Env. Identity 19 17 .26 112 -15 to .53 -20 .20 .34 -.96 -60 to .21
Appeals x Motives -54 .27 .05-1.98 -1.08 to .00 -58 .27 .03-213 -1.12 to -.05 -54 .27 .05-198 -1.08 to .00 -43 .32 .18 -1.33 -1.07 to .21
Appeals x Env. Identity -01 .10 .95 -.07 -21 to .19 04 12 75 31 -20 to .28

Self-enhancement x Env.
Identity

R2

.07 .03 .05 194 .00 to .14

014 .145

-09 .04 .03 -2.21 -17 to -.01

.014 .075

Note: Coding for appeals and motives: self-related=0, society-related=1
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Web Appendix F

Conditional indirect effects

Conditional indirect effects of motives on intention to ...

...use ...overuse

car sharing car sharing
Appeals Env. Identity Effect Cl (95%) Effect Cl (95%)
Self-related -1sb .07 -01 to .20 .16 01 to .35
Self-related MW 11 01 to .23 A1 01 to .25
Self-related +1sb .15 01 to 31 .06 -02 to .19
Society-related -1sb -02 -11 to .04 -05 -20 to .09
Society-related MW -03 -14 to .06 -03 -15 to .06
Society-related +1SD -04 -19 to .08 -02 -11 to .04

Conditional indirect effects of appeals on intention to ...
...use ...overuse

car sharing car sharing
Appeals Env. Identity Effect CI (95%) Effect CI (95%)
Self-related -1SD 06 -01 to .16 13 -01 to .30
Self-related MW .09 -01 to .21 09 -01 to .21
Self-related +1SD 11 -01 to .29 .05 -02 to .16
Society-related -1sb -04 -13 to .03 -08 -26 to .06
Society-related MW  -06 -17 to .05 -06 -18 to .04
Society-related +1SD -08 -23 to .06 -03 -14 to .03
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Web Appendix G
Flyers with Manipulated Advertising Appeals

Society-related
Appeal

Self-related
Appeal

(&} CleverShuttle ©> CleverShuttle

The cheap ) The green )
driving service in[city] driving service in[city]
Cheap Green
@ Our trips are up to 50% cheaper @ Our fleet exclusively consists of
than going by taxi. emission-free e-vehides.

jO}; EI Scan me!
Givefeedback now and
W maybe win.

jAk Give feedback now and
k maybe win.

Control
Appeal

©> CleverShuttle ©> CleverShuttle

Pay Less. Move Green.

The )
driving service in[city]

The greenand cheap
driving service in [city]

Fleet

Green
@ Oux:ﬂ@et excluswely' consists of @ You can find us in Kiel, Dresden,
emission-free e-vehicles. Grenoble, Paris and London.

Cheap
@ Our trips areup to 50% cheaper

Hhi

than going by taxi. ~

ERPAE Scan me!
ERPRE Scan me! #  Givefeedback now and
it o} x  maybe win.

Joint
Appeal

©) CleverShuttle

Pay Less. Move Green.

The cheap and green
driving service in [city]
Cheap
@ Our trips are up to 50% cheaper
than going by taxi.
Green

@ Our fleet exclusively consists of

emission-free e-vehicles.
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Web Appendix H

Operationalization of overuse in the field study

Meeting Points

We plan to introduce more meeting points in the city. Meeting points are currently set up at
central and unclear areas, such as the main station, to guarantee that our drivers and you can
find each other more quickly. If the selected start or destination address is within such an un-
clear area, the CleverShuttle app will show you the start or destination address at the prede-
fined meeting point. The possible footpath from the current location to the meeting point is
shown in the app. Although you have to walk to the meeting points in these areas, this reduces
traffic in the city even further, which is good for the environment.

Are you willing to walk to the meeting points instead of being picked up from your front
door?

[ ]Yes [ 1No
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IT'S APLEASURE TO STAY SUSTAINABLY: LEVERAGING
HEDONIC APPEALS IN TOURISM AND HOSPITALITY

ABSTRACT

The tourism sector has been actively seeking ways to minimize its negative environmental
impact. Through a field experiment involving 426 stays conducted in a European hotel and an
explanatory focus group, we examine how the presence of hedonic appeals, in conjunction with
established approaches such as changing default options, increasing environmental awareness,
and financial incentives, influences guests' room cleaning requests. Additionally, we introduce
a profitability index that considers room cleaning requests, monetary investments, and side ef-
fects. Our findings reveal that the combination of hedonic and pro-environmental appeals sur-
passes previously identified effective approaches, notably financial incentives, due to their ef-
fectiveness and cost efficiency. Finally, we delve deeper - through a qualitative approach - into
the guest motives behind accepting our tested interventions.

We offer hoteliers actionable levers that decrease room cleaning requests without affecting

overall satisfaction.

Keywords: sustainable tourism, field experiment, room cleaning practices, hedonic appeals,

financial incentives, pro-environmental information, guest behavior
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INTRODUCTION

In light of climate change, overpopulation, and overconsumption, the calls for socially and
environmentally sustainable economic growth are growing louder (United Nations 2021). The
tourism industry has played a substantial role in exacerbating these challenges, as it is respon-
sible for approximately 8-10% of global greenhouse gas emissions (Cevik 2023; Géssling and
Peeters 2015). Hotel managers also recognize that running their business harms the environ-
ment (Bohdanowicz 2006). To minimize their negative environmental impact, many hotels
have implemented various practical measures or interventions to facilitate environmental
friendly guest behavior. Examples in this context include reducing room cleaning frequency,
promoting towel and linen reuse, promoting low-emission food consumption, etc. (Dolnicar et
al. 2019; Knezevic et al. 2021; Gossling et al. 2019; Ledn & Arafia 2020). Additionally, imple-
menting these practices offers significant advantages to hotels. They can enhance the hotels'
reputation and appeal to environmentally conscious guests (Sharma et al. 2018) or generate
substantial cost savings by reducing water and energy consumption and minimizing waste (Kim
et al. 2020; Becken and Dolnicar 2016; Dolnicar et al. 2020).

Past research has primarily focused on a limited range of guest behaviors, such as towel
reuse, food waste reduction, and water consumption, overlooking the significant environmental
impact of room cleaning (Demeter et al. 2023). Moreover, it becomes evident that a significant
number of studies have examined normative or informational interventions, such as communi-
cating the environmental impact of sustainable practices to guests (Dolnicar et al. 2018; Warren
et al., 2017; Joo et al. 2018). However, reducing room cleaning requests represents a win-win
situation as it has the potential to provide benefits for the environment as well as reducing
cleaning costs for the hotel (Dolnicar 2020). These benefits can be extended to hotel guests,
who could not only enjoy monetary savings offered by the hotels but also experience enhanced
flexibility, freedom, and comfort. To date, incentive-based approaches that emphasize such
guest benefits have been explored in only a limited number of studies in the tourism context,
primarily focusing on financial incentives (Dolnicar et al. 2017; Chang 2021; Morgan and
Chompreeda 2015; Chan et al. 2022; Dolnicar et al. 2019). However, in a context where indi-
viduals primarily seek pleasure, the adaption of hedonic appeals, such as emphasizing guests'
freedom and comfort during their vacation, can be very effective in promoting pro-environmen-
tal behaviors (Dolnicar 2020; Dolnicar et al. 2020). Therefore, we introduce a novel incentive-

based intervention approach centered around the hedonic benefits for hotel guests.
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Our paper makes four contributions to the existing literature. First, we investigate the influ-
ence of hedonic appeals on the reduction of room cleaning requests, also in combination with
the most effective (financial incentives) and common (sustainable information) interventions.
We focus on a setting where guests are required to request room cleaning, as studies have shown
that this sustainable default option, compared to daily room cleaning default, effectively pro-
motes pro-environmental guest behavior. Second, we address potential side effects that may
arise from different interventions, such as a decrease in guests' sustainability rating of the hotel.
These effects have often been overlooked in previous studies, despite their relevance, particu-
larly in terms of guest retention and hotel image (Rodriguez & Cruz 2007). Third, we introduce
an intervention profitability index. This index takes into account not only the percentage of
room cleaning requests but also the costs incurred by the hotel (e.g., when providing monetary
incentives) and potential side effects, such as sustainability assessment and guest satisfaction.
By considering these factors, we demonstrate that hedonic appeals are the most profitable strat-
egy. Finally, we examine the guest's motives at a fine-grained level. By demonstrating that
guests are concerned about a potential imbalance between the benefits received by hotels and
the benefits they obtain themselves, we explain the effectiveness of interventions that empha-
size personal advantages. Additionally, we illustrate how cultural influences and personal traits
can affect guests’ acceptance of no cleaning default policies without compromising their satis-
faction levels.

CONCEPTUAL BACKGROUND

The effectiveness of no-room-cleaning defaults

Only a few studies have explored strategies employed by hotels to encourage guests to waive
daily room cleaning (Dolnicar et al. 2019; Knezevic et al. 2021). Among these strategies, im-
plementing “no room cleaning" as the default option has been demonstrated to be highly effec-
tive (Knezevic et al. 2021), offering the potential for reducing the demand for room cleaning
while maintaining guest satisfaction. In practice, many large hotel chains have already started
to implement such opt-in practices in their room cleaning policies but seldom mention sustain-
ability-related reasons for it. For example, at Hilton’s brands, guests need to contact the front
desk if they want someone cleaning their room (Forbes 2021; The New York Times 2023).
While Walt Disney World reduced their room cleaning service to light housekeeping, Marriott's
policies vary among hotels, but room cleaning is usually provided upon request (CBS News
2022). Building upon these research findings and real-world observations, we have adopted this

condition as the basis for our work. In response to a recent call for investigating the combination
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of multiple interventions (Demeter et al. 2023), our paper is the first to examine the synergy
between this default option and various intervention approaches (hedonic, financial, and pro-

environmental).

The effectiveness of pro-environmental vs. financial appeals

Sustainable appeals are crafted with the aim of stimulating social norms, values, and attitudes
or inducing attitude change. (Knezevic Cvelbar et al. 2021). By providing information about
the societal benefits of pro-environmental behaviors or the negative environmental conse-
quences of alternative actions, these appeals allow individuals to perceive themselves as mor-
ally good, ultimately evoking positive affect (Dunning 2007). In the tourism context, normative
and informational interventions, green nudges, or pro-environmental appeals, such as informing
guests about the environmental impact of their behaviors, have been identified as the most com-
mon intervention mechanisms (Demeter et al. 2023). Using these interventions, studies explore
how to incentive sustainable tourist behaviors, such as reducing gas and electricity usage (War-
ren et al. 2017), reducing water consumption (Joo et al. 2018), and eating low-emission food
(Cozzio et al., 2021; Dolnicar et al., 2020). However, while most hotels still rely on providing
sustainable information, these approaches have been proven less effective in the tourism context
(Demeter et al. 2023; Dolnicar 2020; Dolnicar et al. 2019). One reason for this can be that the
tourism context, in contrast to the home context, is inherently hedonic (Dolnicar and Grin
2009). Therefore, the impact of such appeals, actually considered a key driver of sustainable
behavior in the home context, may be overestimated in the tourism context.

There is empirical evidence that other incentive-based approaches are mostly more effective
in promoting sustainable practices (Chan et al. 2020; Dolnicar et al. 2017). Adapting research
in the field of sustainable consumption (e.g., Mai et al., 2021), recent studies have demonstrated
that in particular financial incentives can effectively promote sustainable guest behaviors (Chan
et al. 2020; Dolnicar et al. 2019). To date, only a few studies have tested the impact of financial
incentives, such as for reusing towels (Morgan & Chompreeda 2015). In the room cleaning
context, Dolnicar and colleagues. (2019) have demonstrated the advantage of financial appeals
over pro-environmental appeals. Their results showed that, providing additional information
about the environmental impact of waived room cleaning had no effect on guest behavior, when
hotels already share their financial benefits, resulting out of a sustainable room cleaning policy,

with their guests (Dolnicar et al. 2019).
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Other incentive-based approaches: leveraging guest’s freedom as a hedonic appeal

When investigating interventions that directly target consumer benefits, the existing tourism
literature primarily focuses on financial incentives, neglecting the potential of other self-related
interventions, such as hedonic appeals (Demeter et al. 2023). However, drawing from research
on sustainable consumption (e.g., White et al. 2019; Green and Peloza 2014) and tourism (De-
meter et al. 2023), it is evident that incorporating non-financial benefits for guests when engag-
ing in sustainable behaviors can be at least as effective as financial incentives.

Our discussion has shown that the tourism context, where relaxation and enjoyment are par-
amount, appears to be less conducive to pro-environmental appeals (Dolnicar 2020; Juvan and
Dolnicar 2014). During vacations, individuals tend to abandon their sustainable habits due to
the lack of necessary infrastructure and the primary focus on maximizing pleasure rather than
prioritizing environmental concerns (Dolnicar et al. 2018). Since the pursuit of hedonic goals
often conflicts with less enjoyable pro-environmental behaviors (Bolderdijk et al. 2012), previ-
ous scholars may have yet to focus on hedonic appeals to encourage sustainable consumption.
Only a limited number of studies have explored the impact of interventions based on hedonic
motivation in the tourism domain (Gossling and Peeters 2015; Dolnicar et al. 2020). For exam-
ple, a study conducted by Dolnicar and colleagues (2020) provided evidence that implementing
a stamp collection game for children at hotel buffet resulted in a 34% reduction in plate waste
generated by families. while enhancing children's enjoyment of their stay.

However, the hedonic nature of tourism presents an opportunity to harness hedonic motiva-
tions for sustainable purposes. By aligning sustainable behavior with enhanced enjoyment of
the stay, we can tap into this powerful mechanism of non-monetary appeals. We believe that in
the context of hotel room cleaning, adjusting the frequency of cleaning activities can offer
guests enhanced hedonic benefits. By reducing the number of room cleanings, not only the hotel
can save money that can be shared with the guests, but it also provides the guests with greater
freedom and flexibility during their stay. Guests can enjoy uninterrupted privacy and personal-
ize their experience according to their preferences, free from concerns about interruptions by
housekeeping staff. Moreover, this approach allows guests to maintain a sense of independence
by giving them the option to request room cleaning whenever they desire.

In addition to the immediate effects of hedonic appeals on room-cleaning requests, we an-
ticipate potential side effects related to guests' assessment of the hotel's overall sustainability.
Considering these effects is of utmost importance, as they have a positive correlation with the

hotel's performance (Gonzalez-Rodriguez et al. 2019; Rodriguez and Cruz 2007) and guests’
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willingness to pay (Su and Li 2022; Han et al. 2010; Holmes et al. 2021). Traditional interven-
tions employed in the context of hotels' room-cleaning practices, such as providing sustainable
information or financial incentives, may have unintended consequences and lower the hotel’s
sustainability in the guest’s views. Research implies that guests who are exposed to financial
incentives or sustainable appeals are likely to perceive the hotel as less sustainable. There are
two underlying mechanisms at play. First, when hotels introduce a new sustainable initiative
solely by emphasizing its positive environmental impact, guests may question the hotel's intrin-
sic motivation, resulting in a decreased perception of sustainability (Parguel et al. 2011). This
negative effect can be mitigated if hotels employ an additional appeal in their communication
strategy, such as providing guests with hedonic benefits. Second, hotels that solely highlight
the financial savings for the hotel and the financial benefits for guests may reinforce the egoistic
aspects of guest behavior, potentially undermining their perception of themselves as altruistic
and morally good (Bolderdijk et al. 2013). Adding hedonic benefits can activate two congruent
benefits - both hedonic and financial - which do not evoke conflicting motivational orientations
for sustainable behavior (Maio et al. 2009). By incorporating hedonic appeals alongside finan-
cial benefits, the altruistic reasons for sustainability can fade into the background, allowing for
a more balanced perception of sustainable behavior. Therefore, the negative impact of present-
ing financial incentives can be mitigated by incorporating hedonic appeals into the communi-

cation strategy.

H1. The presence of hedonic appeals leads to (a) a decrease in guests' room cleaning

requests and (b) an increase in the guest's sustainability assessment of the hotel.

Previous research has established financial incentives as a highly impactful intervention in
promoting guest-sustainable behaviors (Dolnicar 2020; Dolnicar et al. 2020). In line with hy-
pothesis 1, which proposes that the presence of hedonic appeals reduces room cleaning requests,
we maintain our belief that financial incentives, which also provide self-related benefits, are
more effective than appeals solely focused on sustainability. Consequently, when hedonic ap-
peals are absent, we anticipate that other personal benefits, such as financial incentives, will
continue to be more effective compared to approaches that solely emphasize pro-environmental
factors. Notable, financial incentives involve costs for the hotel, while hedonic benefits gener-
ally have minimal impact on daily hotel operations, making the comparable effectiveness of
hedonic benefits superior in terms of profitability. Moreover, based on hypothesis 1, we expect
that if hedonic appeals are absent, only financial incentives lead to an increase in the sustaina-

bility assessment. Some research already supports this counterintuitive assumption, as guests
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seem to mistrust companies that solely emphasize altruistic motivations, such as a pro-environ-
ment orientation, for their sustainable behavior (Parguel et al. 2011). Providing an economic,
extrinsic explanation for the hotel's sustainable efforts may enhance guests' trust in the hotel's
motivation and sustainable strategy, resulting in a higher sustainability rating. Based on these

considerations, we propose the following conceptual model (Figure 1) and hypothesis.

H2. When hedonic appeals are absent, only the presence of financial (vs. sustaina-
ble) appeals leads to (a) a decrease in guests’ room cleaning requests and (b) an

increase in the guest's sustainability assessment of the hotel.

Overview of studies

This paper reports a field experiment and a focus group study that jointly explore our hy-

potheses (Figure 1).

Figure 1. Conceptual model

Investigate _the influence of hgdon_lc_ appe_als on Explore at fine-grained level the motives behind
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L. . the effects and possible cultural issues.
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The combination of hedonic and sustainable guests perceive it as unfair if hotels do not share
appeals is the most effective intervention when the benefits.
taking room requests, intervention costs,
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into account (= profitability index). influenced by cultural factors and personal traits.

Study 1 focuses on a field experiment that examines the influence of hedonic appeals on

room cleaning requests, as well as their potential impact on sustainability assessment and sat-
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isfaction. Additionally, it investigates how hedonic appeals interact with established interven-
tions, such as financial incentives and sustainable appeals. Building on this, Study 2 employs
qualitative observations in a focus group to explore at a fine-grained level the motives behind
these effects as well as possible cultural issues and to provide robustness to the quantitative

results.

STUDY 1

The purpose of this field study is to investigate the influence of hedonic appeals on room
cleaning requests and potential side effects, as well as the interaction with other interventions

(financial vs. sustainable).

Sample and procedure

We run the study in a European midscale hotel in May 2023 for five consecutive weeks. We
assigned 426 stays of a hotel to one of five different conditions (four manipulated conditions
and a control condition). Specifically, 357 room stays were randomly assigned to four experi-
mental conditions (i.e., hedonic-financial; no hedonic-financial; hedonic-sustainability; no he-
donic-sustainability) and 68 to the control condition (counterfactual). To mitigate any system-
atic effects related to room types, we also employed randomization by assigning our treatment
and control groups across the rooms on each floor. This approach ensured that the results were
not influenced by the specific type of room. We looked at the stays of at least four days to be
able to measure the actual cleaning room requests.

At the end of the check-in process, a trained hotel employee presented guests with infor-
mation letters and cards regarding a test of a new room-cleaning program. The guests were
randomly assigned to one of four experimental conditions. For the letters we used a wording
which was already successfully tested by Knezevic Cvelbar and colleagues (2021) and adopted
it to our context. Depending on the condition, guests received different information letters and
cards with varying information. In each letter, a standardized message was included to introduce
the new room-cleaning concept to the guests. The message clarified that the hotel would adopt
an on-request cleaning approach, meaning that the rooms would not be automatically cleaned
on a daily basis, which included the changing of towels and bed linen. However, it was men-
tioned in the text that room cleaning would be possible upon request by placing a "Please clean
my room today" sign on the outside handle of the door before 10 am.

Right below the text that introduced the new concept, guests either read a paragraph stating
that they gain more freedom, flexibility, and privacy due to the new program (present hedonic

appeal), or these benefits were not mentioned at all (absent hedonic appeal). The text in the
80



present hedonic conditions stated that the newly introduced room cleaning concept enhanced
the guest’s hedonic experience by providing them with more freedom, flexibility, privacy, in-
dependence, etc. For example, guests would not need to worry about being interrupted by
housekeeping. Privacy and independence were also stressed, as guests could request room
cleaning whenever they wanted. Guests that were allocated to conditions with absent hedonic
conditions did not read such a paragraph.

Subsequently, guests read either a text with pro-environmental appeals (sustainable appeal)
or financial appeals (financial appeal). In the sustainable conditions, a paragraph informed the
guests about the environmental impact of room cleaning. This approach aligns with previous
research that has tested the influence of environmental information on promoting behaviors
such as bed linen reuse (Gossling et al. 2019; Leon & Arana 2020), and low-emission food
consumption (Cozzio et al. 2021), reduced water use (Gunther et al. 2020). The message pre-
sented to the guests stated that each room cleaning would consume 100 ml of chemicals, 35
liters of water, and 1.5 kWh of electricity. Guests were encouraged to make a difference and
reduce the environmental burden of their stay by opting for room cleaning upon request. The
message concluded with an appeal: "Please help us make a difference in the environment.” In
the financial conditions, a paragraph informed the guests that room cleaning also saves the hotel
money, and the hotel intends to share the savings with the guests. This manipulation is con-
sistent with previous research on financial incentives to towel reuse (Morgan and Chompreeda,
2015) and waiving room cleaning (Dolnicar et al. 2019). The message displayed to the guests
emphasized that saving water benefits not only the environment but also the hotel's finances. It
further stressed that the hotel wants to share the financial savings with the guests by providing
a 5 € voucher for a drink in the hotel restaurant for each skipped room cleaning.

The manipulated flyers are provided in the Appendix (Appendix 1). One trained admin was
blind to the hypotheses and conditions and took the information on the cleaning requests. A
pilot test was conducted to test for the manipulations used. Forty-two participants took part in
the study (Mage=32; 64% males). We randomly assigned the participants to one of four experi-
mental conditions (i.e., hedonic-financial; no hedonic-financial; hedonic-sustainability; no he-
donic-sustainability). Then, they were asked to rate to what extent the message shown was con-
veying hedonic benefits or not, as well as financial incentives or sustainability goals. The results
demonstrate the intended impact of our manipulations for the hedonic-framed message and the
financial vs. sustainability appeal. Participants in the hedonic condition significantly indicated
a higher level of agreement regarding the appeal’s emphasis on gaining additional free time

(Mfree = 6.03, Mno free = 2.31, p<0.01). Similarly, participants in the financial incentive condition
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significantly indicated a stronger belief that the message presented a monetary gain compared
to those in the sustainability condition ( Mfinancial = 5.40, Msustain = 1.39, p < 0.01).

Data analysis

Our dependent variable was guests' requests for room cleaning, which corresponded to the
number of days (calculated in percentage) when guests asked their room to be cleaned. Specif-
ically, we measured the proportion of cleaning requests with respect to the total possible re-
quests (service every day). For instance, if out of four nights, guests were requesting a service
for two days, the index for that room would have been 0.5 (1 would have corresponded to a
request every single day). We also collected data on the satisfaction and sustainability percep-
tions of customers at check-out. Sustainability perceptions were ascertained by asking guests:
“On a scale of 1 to 10, how would you rate our hotel's sustainability efforts?" on a bi-polar
scale ranging from 1 (extremely unsustainable) to 10 (extremely sustainable). Guest satisfaction
was measured by asking guests: "On a scale of 1 to 10, how satisfied are you with your stay at
our hotel?" ranging from 1 (extremely dissatisfied) to 10 (extremely satisfied).

Table 1 presents the main descriptive statistics from the field experiment, divided into our
four conditions (i.e., hedonic-financial; no hedonic-financial; hedonic-sustainability; no he-
donic-sustainability) and the control group. 33% of guests were female, while almost half of
the customers were leisure guests (47%). The mean age of the sample was 42.32 years; 40% of
guests traveled in groups (families, friends), and 48% were Italian (vs. Non-Italian). There were
no significant differences regarding these variables between all groups.

Table 1. Descriptive Statistics for each experimental group

Variable Statistic TOTAL  NO HEDO NO HEDO/ CON ANOVA
HEDO /SUST HEDO FIN TROL
/ SUST /FIN
Room cleaning mean .53 .554 409 378 409 F(4, 421)=32.870,
index (SD) (.44) (422)  (426)  (.404) (.439) p<0.001
Sustainability mean 7.23 6.91 7.37 6.86 7.64 7.42 F(4, 421)=4.203,
rating (SD) (156)  (1.839)  (1.142) (1.798)  (1.297)  (1.489) p=0.002
Guest mean 7.43 7.32 7.29 7.44 7.59 7.57
satisfaction (SD) (1.28) (991)  (1.232) (1.614)  (1.200)  (1.356) ns

First, we checked if any intervention was more effective in terms of room cleaning requests
than no intervention at all. ANOVA results contrasting the four treatment groups with the con-

trol group reveal a significant effect (F(1.424) = 117.529, p < .001). Compared to the room
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cleaning index value of “1” in the control group, meaning that rooms were cleaned every day,
the mean value across all treatment conditions was .44 (SD=.43).

Table 2 presents the results of an OLS regression analysis, with guests’ requests for room
cleaning, sustainability rating, and overall satisfaction as dependent variables. For these anal-
yses, we included only those guests who were exposed to one of the four treatment conditions
(n = 357). The explanatory variables in the full regression model include all the variables in
Table 1. We included the interaction between absent hedonic appeals and sustainable infor-
mation in the model to test for the moderation effects between these two factors. First, we ex-
amine the influence of the different appeals on the guests’ requests for room cleaning. Results
suggest that the absence of any incentive for the self (hedonic or financial) negatively influences
guests’ sustainable behavior. In line with H2a, we found a significant interaction effect (Table
2, Model 2, B =.196, p = .039), while, contrary to H1la, there was neither a significant main
effect of the presence of hedonic appeals (Table2, Model 2, = .044, p = .572), nor the finan-
cial-sustainable appeal factor (Table2, Model 2,  =.001, p =.993). Results (Table 1) show that
the requests for room cleaning were the highest if no benefit for the self was communicated
(MnoHedonic/sus = .554; F(4, 421)=32.870, p<0.001). Results suggest that the absence of hedonic
and financial appeals has a detrimental effect on the guests’ requests for room cleaning. The
highest room cleaning index was achieved if guests were solely presented with sustainable ap-
peals (MnoHedonic/sus = .554). Guests in this condition requested room cleaning more frequently
than guests in the financial-no hedonic condition (MnoHedonic/rin = .378; t(176) = 2.813, p =.005),
guests in the sustainability-hedonic condition (MHedonic/sus = -409; t(187) = 2.337, p =.020), and
guests that were exposed to flyers with financial and hedonic appeals (Mnedonic/Fin = .409; t(184)
= 2.282, p =.023). There was no significant difference between these three groups in terms of
room cleaning requests. This pattern is in line with our hypotheses.

Next, we examined the influence of our interventions on guests' overall guest satisfaction
and their rating of the hotel's sustainability. Regression analysis results reveal a significant main
effect of the hedonic appeals on the sustainability rating (Table 2, Model 4, B = .241, p =.002),
supporting H1b. Notably, the sustainability assessment of guests was significantly higher for
the conditions with hedonic appeals (Mredonicisus = 7.37; Muedonicirin = 7.64) than for the condi-
tions without hedonic appeals (MnoHedonic/sus = 6.91; MnoHedonic/rin = 6.86; F(4, 421)=4.203,
p=0.002). However, the mean values of these groups did not significantly differ from the sus-
tainability assessment in the control group (Mcontrol = 6.91; F(2, 245) = 1.013, p = .365) (Table
1). The results, therefore, indicate a backfire effect when guests were presented with sustainable

or financial appeals in the absence of hedonic appeals. In these cases, guests rated the hotel to
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be less sustainable than in the control condition or the conditions where hedonic appeals were
present. Contrary to hypothesis 2b, there was no significant interaction effect on the sustaina-
bility rating of the hotel.

Furthermore, we did not find any significant difference in the guest’s satisfaction assessment
(F(4,421) =1.026, p = .393, Table 1). This is good news as the introduction of the new concept
(no room cleaning default) did not decrease guest satisfaction. By including control variables
in the regression analysis, we aimed to examine additional factors that might influence guests'
requests for room cleaning. Among these variables, only gender had a significant influence,

with females displaying a higher tendency to request room cleaning services (p = .02, Table 2).
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Table 2. OLS regression analysis results

Room Cleaning

Sustainability assessment

Guest satisfaction

Dependent variable

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6
B t p B t p B t p B t p B t p B t p
Independent variables
Present vs. absent 0.044 0.565 0.572 0.241 3.129 0.002 0.052 0.661 0.509
hedonic appeals
Financial vs. 0.001 0.008 0.993 0.081 1.097 0.273 0.114 1.522 0.129
sustainable appeals
Interaction effect 0.196 2.067 0.039 0.079 0.837 0.403 0.045 0.471 0.638
Control variables
Age 0.023 0.434 0665 0019 0356 0722 0.021 0394 0.693 0010 0.197 0.844 0038 0708 0480 0.033 0.611 0.542
Gender? 0.117 2.181 0030 0125 2343 0.020 -0.016 -0.289 0.773 -0.017 -0.322 0.748 -0.062 -1.149 0.251 -0.063 -1.168 0.243
Guest type? -0.002 -0.042 0.967 -0.006 -0.105 0.917 -0.007 -0.136 0.892 -0.014 -0.259 0.796 -0.023 -0.417 0.677 -0.021 -0.380 0.704
Group? 0.008 0.145 0.885 0.010 0.185 0.854 -0.001 -0.019 0985 0.008 0.161 0.872  0.064 1.202 0230 0063 1.177 0.240
Nationality* -0.007 -0.133 0.895 -0.026 -0.490 0.625  0.042 0.774 0.439 0039 0738 0461 0.079 1.474 0141 0083 1551 0.122
R? 0.014 0.043 0.002 0.044 0.015 0.024

Notes. Ordinary least squares regression. *dummy-coded: 0 = male; 1 = female; 2dummy-coded: 0 = leisure; 1 = business; 3dummy-coded: 0 = travelers; 1 = single. * dummy-coded: 0 = non-Italiens; 1 =

Italiens
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Introducing the profitability index as a case example

To evaluate the effectiveness and profitability of the tested interventions, it is important to
consider various factors that go beyond the change of room cleaning requests. Following our
results, we propose an evaluation based on three factors: the decrease in room cleaning requests,
the incurred costs for incentivization, and the sustainability assessment provided by the guests.
Guest satisfaction can be ignored as it is seemingly not affected by the interventions. Therefore,
we introduce a profitability index to demonstrate the advantages of hedonic interventions over
sustainable and/or financial interventions to reduce room cleaning.

The calculation of this index involves multiple steps. Firstly, we calculated the financial
savings per room as a percentage for each intervention. In this study, the hotel provided guests
with a 5 EUR incentive for waiving room cleaning, which represents 50% of the estimated room
cleaning cost (10 EUR/day/room). Thus, for each skipped room cleaning, the hotel saved 10
EUR when guests were not financially incentivized and 5 EUR when they were incentivized.
To determine the room cleaning profitability index for each condition, we multiplied the sav-
ings per room cleaning with the corresponding room cleaning index. The equation for this cal-

culation is as follows:

EQ1 Average savings (AS) = (1 - Indexrc) X Savingsrc

Notes. Savingsrc = 100% for NoFinancial and 50% for Financial. RC = Room cleaning requests

Figure 2 (upper panel) illustrates the average savings in the sustainability+hedonic condition,
which are the highest at 59%. On the other hand, both conditions involving financial appeals
show the lowest savings. Despite the interventions being equally effective compared to the sus-
tainability+hedonic condition, the hotel was only able to save half of the costs in the conditions
where guests were presented with financial appeals. In the subsequent step, we incorporated the
guest's sustainability assessment and satisfaction into the calculation. Thus, we utilized the fol-

lowing equation:

EQ2 Room cleaning profitability index = AS x SUST x SAT

Notes. AS = average savings, SUST = average sustainability assessment, ranging from 0 (not at all) to 1 (ex-
tremely). SAT = average guest satisfaction, ranging from 0 (not at all) to 1 (extremely).

To calculate the room cleaning profitability index, we multiplied the financial savings (in
%) by the sustainability rating (on a scale of 1-10) and guest satisfaction scores (on a scale of
1-10). As an example, for the sustainability+hedonic condition, we obtained an index score of

32 =.0591 (savings) x 7.37 (sustainability rating) x 7.29 (guest satisfaction). As can be seen in
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figure 2 (lower panel), the advantage of the sustainability+hedonic appeals over the other inter-
ventions even increases when taking the guest satisfaction and their rating of the hotel’s pro-
environmental actions into account.

Figure 2. Average financial savings and room cleaning profitability index per intervention
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The aim of Study 2 is to explore at a fine-grained level the motives behind the effects and
possible cultural issues. The goal is to offer robustness in describing the phenomenon from a
different lens, drawing meta-inferences. We adopted a qualitative approach drawing on the fo-
cus group method (Fern and Fern 2001) as an effective means of interpretation of the survey
outcome (Creswell 2013). The focus group allowed us to witness and analyze the dynamic in-

teractions within the group, which is a defining factor of this method. (Belzile and Oberg 2012).

Data collection, design, and procedure

Ten participants participated in a focus group in the UK in June 2023 with a common dis-
cussion protocol (see Cyr 2019). First, we developed overarching research questions aligned
with the primary objective of the study, for example determining the types of appeals that ef-
fectively reduce room cleaning requests. The moderator facilitated the focus group discussion
by employing a topic guide that aimed to explore enhanced freedom, sustainability, and finan-
cial appeals in depth. Second, relevant subjects (i.e., people who have stayed in a hotel in the
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last six months) were recruited through referrals (Aiello et al. 2020) with a screening question.
Lastly, the participants in the study encompassed a diverse range of adults who were referred
to participate, representing various backgrounds, educational levels, occupations, and age
groups.

The focus group lasted 2 hours. We began by exploring the main dimensions emerged from
the as emerged from the field experiment, moving then into the norms in different countries and
potential hiccups and drawbacks. Before the focus group began, the moderator explained the
procedure and the purpose of the session, making sure that all the participants had been guests
of a hotel in the last six months. The interview was transcribed into a word processing package
to facilitate content analysis using NVivo (Bazeley and Jackson 2013). The transcripts were
independently reviewed, analyzed, and compared to ensure consistency, resulting in the calcu-
lation of interrater reliability using Cohen's kappa coefficient (0.82). Following the categoriza-
tion process recommended by Brocato, Voorhees, and Baker (2012), we identified recurring
themes in the data by compiling items that exhibited similar characteristics. Initially, we con-
ducted open coding on all the data, which served as the foundation for constructing the coding
framework. As the analysis of the data progressed, our codes evolved to become more refined

and specific.

Results

Overall, the qualitative findings reveal that consumers need to see the real sustainability

motives behind the hotel's decision not to offer room cleaning as a default option.
Customers are concerned about a possible unbalance between the benefits for the hotels and the
benefits they get: “/ want to make sure that the hotel proposes this as part of a solid sustaina-
bility strategy. If not, they are just finding a way to save their own money” (MP). Indeed, as
reported by one of the participants, “l am all in if this can drive change. However, | want to see
the measurable benefits in terms of sustainability or at least to get some real discounts for the
unused room service" (FV).

Concerning the specific appeals, the participants see some important cultural and personal
boundary conditions: "In some hotels, the default is becoming not providing any cleaning ser-
vice. | find it irritating because, given my culture of origin, I am shy, and | won't ask for room
cleaning unless strictly necessary"” (YW); additionally, "On the one hand, | am free to stay in
my room without the risk of somebody coming over to clean it. On the other, | wonder how this

will improve the environment” (FP). Thus, consumers feel some social pressure not to request
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the cleaning; however, at the same time, they want to understand the real benefits for the envi-
ronment.

Interestingly, and consistent with the quantitative findings, in the case of non-having them-
selves financial benefits, guests want a higher level of reassurance: "Staying without interrup-
tion in my hotel room means recharging batteries. If I am free to spend some time in my room
without being bothered by the room service, and on top of it, | can contribute to reducing waste,
I am fine. If not, | want a share of their financial savings™ (SC); "I need tangible evidence to
understand what the hotel is doing to protect the environment” (AB). While participants are not
concerned about their overall hotel satisfaction, they did perceive these actions as positive for
the environment: “I can always ask for the cleaning service at no additional cost when needed”
(GK). Similarly, “Doing this for a room won’t make any sizable difference. However, if this is
a hotel policy for the entire building, the environmental impact can be significant and drive
change” (CZ).

Discussion

Study 2 offers fine-grained detail on the guests’ feelings toward no cleaning default policies.
By offering an effective means of interpretation of the experimental outcome, we find that
guests are, in principle, in favor of the policy, provided they can understand the real sustaina-
bility impact. It is confirmed that financial incentives can be beneficial, especially because
guests find it unfair that this approach lets hotels save money without sharing the benefits. In-
terestingly, the new dimensions that emerged are the ones of culture and personality traits, in
that some customers don't dare to ask for room service even if they feel it is needed. In general,
if the above hiccups are addressed, guests do not feel that their overall satisfaction with the

hotel experience will change because of the introduction of this policy.

GENERAL DISCUSSION

Extensive research has been conducted on interventions aimed at promoting sustainable ac-
tions in the tourism and hospitality industry. Studies have explored various areas such as pref-
erences for sustainable accommodations (Lee et al., 2010; Firth & Hing, 1999), sustainable
transportation (Hergesell & Dickinger, 2013), sustainable tourism activities (McKenna et al.,
2011; Karlsson & Dolnicar, 2016), and sustainable behaviors during the stay (Ballantyne et al.,
2009). Interventions to reduce room cleaning requests can have a significant environmental and
financial impact. For instance, implementing a towel and linen reuse program in a hotel with

150 rooms can save approximately 210,000 gallons of water (Dimara et al., 2017).
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Most interventions in the existing literature focus on changing beliefs, particularly by high-
lighting the environmental impact of guests' actions. Nevertheless, interventions that emphasize
the benefits to guests are more effective than normative appeals or information feedback (De-
meter et al., 2023). Previous research has focused mainly on financial incentives, neglecting
other potential benefits such as freedom, comfort, and autonomy. In the hedonic tourism con-
text, there are inherent synergies between guests' desire for comfort and relaxation and the pro-
motion of sustainable behaviors regarding room cleaning practices. These synergies present an
opportunity to develop interventions that effectively engage guests in sustainable practices
while enhancing their overall experience.

In light of this, and in response to Demeter's (2023) call for investigating the combination of
multiple interventions, we assess the impact of hedonic appeals in combination with established
pro-environmental and financial appeals. Our approach eliminates the need to share the cost
savings generated by guests who opt for room cleaning waivers, as is the case with financial
incentives. By providing this efficient intervention, we also acknowledge the significance of
guest satisfaction and sustainability assessment in the realm of sustainable tourism, which have
unfortunately been largely overlooked in previous research (Kandampully and Suhartanto
2000; Kang et al. 2012; Demeter et al. 2023). To overcome the gap between self-reported and
actual behaviors, we investigate our variables of interest with a field experiment. Therefore, we
can draw valid causal conclusions about the effectiveness of different interventions (Viglia and
Dolnicar 2020). In contrast to many other studies in the field of sustainable tourism, our re-
search methodology includes a control group, which greatly enhances the validity of our find-
ings (Dolnicar 2020; Viglia and Dolnicar 2020). Since the underlying motives and contextual
factors are crucial to provide a comprehensive understanding of the observed effects, we im-
plement a focus group study. By combining these data types with a multi-method approach, we
offer robustness to the findings and explain at a fine-grained level that leveraging synergies and
considering a broader range of guest benefits can foster sustainable behaviors in a more acces-
sible and appealing manner. In conclusion, our paper presents hotels with an effective strategy
that combines hedonic and sustainable appeals and leads to noteworthy cost savings while up-

holding high sustainability ratings and guest satisfaction levels.

MANAGERIAL IMPLICATIONS AND FUTURE RESEARCH

For practitioners, our newly introduced approach, namely including hedonic appeals in ho-

tels’ communication to promote sustainable guest behavior, is a promising strategy. First, when
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hotels emphasize hedonic benefits to encourage guests to waive room cleaning, instead of of-
fering financial incentives, they are not obligated to share the cost savings with their guests.
Nevertheless, communicating the hedonic benefits of sustainable guest behavior turns out to be
equally effective. Second, to be as profitable as possible, hoteliers should not only use hedonic
appeals but combine them with sustainable information. By doing so, they conduct the most
profitable strategy not only regarding achieved financial savings for the hotel but also when the
sustainability rating and guests’ satisfaction are included. Furthermore, setting the opt-in room
cleaning as default is getting more and more popular in practice (i.e., The New York Times
2023; CBS 2022). Our research provides hotels with valuable insights into the implications of
modifying their room cleaning policies and strategies. These insights aim to enhance the posi-
tive impact on room cleaning requests, sustainability ratings, guest satisfaction, and, ultimately,
profitability. Furthermore, we offer guidance on mitigating any potential negative side effects.
Third, our focus group study presents first insights that the hotels' location and guests' culture
may play a role in the effectiveness of different interventions to foster sustainable guest behav-
ior. Hoteliers should take this into account when deciding on an intervention strategy. Hence,
our work offers hotels an effective strategy to fight environmental challenges by influencing
guests’ behavior and simultaneously saving money without reducing sustainability ratings or
guests’ satisfaction.

As with any research, our paper has limitations that open up opportunities for future inves-
tigation. Our work suggests that strategies such as nudging and enhancing pleasure show par-
ticular potential and merit further investigation in this context. For instance, our focus group
study delves into the underlying motives and contextual factors that influence sustainable guest
behavior. In light of this, future research should examine the underlying mechanisms (media-
tors), such as guests' motives, and potential boundary conditions (moderators), such as culture
or personal boundaries, in the realm of sustainable guest behavior. Furthermore, our work pri-
marily focused on hedonic appeals related to comfort, freedom, and flexibility. In future re-
search, it would be beneficial to consider other forms of hedonic appeals, such as including
gamification elements. By exploring the potential of gamification as a hedonic appeal, research-
ers can tap into the intrinsic motivation and enjoyment that games provide, potentially incen-
tivizing guests to participate in sustainable behaviors.

In addition to contextual and individual factors, the duration of the stay can also have a
crucial impact on the effectiveness of interventions. In our paper, we focus primarily on stays

of at least 4 nights and did not specifically examine long stays lasting 10 days or more. How-
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ever, previous research has indicated that the willingness of guests to participate in reuse pro-
grams tends to decline as the length of stay increases (Gossling et al. 2019). These findings
align with studies suggesting that behavioral nudges, such as sustainable messages, may have
limited long-term effects, with guests potentially becoming less responsive after 5 days (van
der Linden 2015). It would be valuable to examine how different interventions influence guest
behavior over an extended period, considering the potential decline in responsiveness and the
sustainability of the desired behaviors. Furthermore, research suggests that the integration of
financial incentives may be necessary to sustain guests' sustainable behaviors over time (Mai et
al. 2021).

Unexpectedly, our quantitative study did not fully substantiate our hypotheses. The non-
significant main effect of hedonic appeals on room cleaning requests may be attributed to the
study's design, specifically the inclusion of financial incentives as a separate factor that also
emphasized self-related benefits. Future research could investigate these effects separately, fo-
cusing solely on manipulating hedonic appeals without other personal benefits. Concerning hy-
pothesis 2b, we assume that the observed main effect was sufficiently robust to overshadow
any potential interaction effect. Further investigation should delve deeper into this aspect. Fur-
thermore, our experiments were conducted in a mid-sized hotel, and given that tourist behavior
may vary across different types of hotels, it is crucial to conduct field experiments in various
hotel settings to ensure the generalizability of conclusions drawn from previous work (Rasoo-
limanesh et al. 2020).

Further research may also explore potential indirect psychological rebound effects. For ex-
ample, guests may interpret skipped room cleaning as fulfilling their sustainability obligations,
resulting in decreased awareness of other behaviors during their stays, such as water or food
consumption (Reimers et al. 2021).

By exploring these avenues for future research, we can further enhance our understanding
of the effects of interventions on sustainable behaviors in the hotel industry and promote more
widespread adoption of sustainable practices by being profitable for the environment, the ho-

tels, and the guests.
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APPENDIX

Appendix 1. Treatments used in Study 1 (wording adopted from Knezevic Cvelbar et al.

2021)

Experimental Group 1:
Hedonic + Sustainability

Experimental Group 2:
Freedom: Hedonic + Financial

Try our new room-cleaning concept to
get more freedom and to protect the environment!

We are testing a new room-cleaning concept and will be
cleaning the rooms upon request. This means that we will
not automatically clean your room every day (including
changing towels). But if you would like us to clean your
room, we would be happy to do so. All you need to do is to
place the “Please clean my room today” sign on the outside
handle of your door before 10 am.

With this concept we will enhance your experience while
staying in our hotel and provide you with more freedom
and flexibility. As you have your room for yourself, you do
not need to worry about being interrupted by housekeeping
knocking on your door. You can customize your stay while
we keep your privacy. At the same time, you maintain as
much independence as possible by requesting room
cleaning whenever you want.

Please note that every time we clean a room we use 100 ml
of chemicals, 35 I of water and 1.5 kWh of electricity,
which is not good for the environment. You can make a
difference and reduce the environmental burden of your
stay by having your room cleaned upon request. Please
help us make a difference to the environment.

Enjoy your freedom and protect the environment

during your stay!

Message (handed over during the check-in and placed
in the rooms)

—_— @/MW E—

Every day, in a hotel all over the world, tons of
towels are washed, liters of chemicals are used,
which contaminates the water. Millions of kWh of
electricity are consumed and our scare resource,

water, is wasted.

Is it really necessary to harm the environment to just have a
clean room, new towels and new bed linen every day?

Please decide..

U & &

..10 PROTECT THE ENVIRONMENT.
Z%”ﬂ'//(’// .

Try our new room-cleaning concept to
get more freedom and a restaurant voucher for free!

We are testing a new room-cleaning concept and will be
cleaning the rooms upon request. This means that we will
not automatically clean your room every day (including
changing towels). But if you would like us to clean your
room, we would be happy to do so. All you need to do is to
place the “Please clean my room today” sign on the outside
handle of your door before 10 am.

With this concept we will enhance your experience while
staying in our hotel and provide you with more freedom
and flexibility. As you have your room for yourself, you do
not need to worry about being interrupted by housekeeping
knocking on your door. You can customize your stay while
we keep your privacy. At the same time, you maintain as
much independence as possible by requesting room
cleaning whenever you want.

Saving water not only benefits the environment but also
saves us money as room cleaning includes 30 minutes for
room attendants plus the cost of cleaning supplies and
laundering linens and towels. We want to share our savings
benefits with you. For each skipped room cleaning, we
will give you a 5 € voucher for a drink in our restaurant.

Enjoy your freedom and get a free drink for 5 € during

your stay!

Message (handed over during the check-in and placed
in the rooms)

— @&//// gz/zzéy E—

Every day, in a hotel all over the world, tons of
towels are washed, liters of chemicals are used,
which contaminates the water. Millions of kWh of
electricity are consumed and our scare resource,

water, is wasted.

Is it really necessary to harm the environment to just have a
clean room, new towels and new bed linen every day?

Please decide...

U & &

..TO GAIN A VOUCHER FOR OUR BAR.

i%/f( paw
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Experimental Group 3:
No Hedonic + Sustainability

Experimental Group 4:
No Hedonic + Financial

Try our new room-cleaning concept to
protect the environment!

We are testing a new room-cleaning concept and will be
cleaning the rooms upon request. This means that we will
not automatically clean your room every day (including
changing towels). But if you would like us to clean your
room, we would be happy to do so. All you need to do is to
place the “Please clean my room today” sign on the outside
handle of your door before 10 am.

Please note that every time we clean a room we use 100 ml
of chemicals, 35 | of water and 1.5 kWh of electricity,
which is not good for the environment. You can make a
difference and reduce the environmental burden of your
stay by having your room cleaned upon request. Please
help us make a difference to the environment.

Help us protect the environment during your stay!

Message (handed over during the check-in and placed
in the rooms)

E— @/MW E—

Every day, in a hotel all over the world, tons of
towels are washed, liters of chemicals are used,
which contaminates the water. Millions of kWh of
electricity are consumed and our scare resource,

water, is wasted.

Is it really necessary to harm the environment to just have a
clean room, new towels and new bed linen every day?

Please decide..

I &2 &

..TO PROTECT THE ENVIRONMENT.

g Lpew

Try our new room-cleaning concept and
get a restaurant voucher for free!

We are testing a new room-cleaning concept and will be
cleaning the rooms upon request. This means that we will
not automatically clean your room every day (including
changing towels). But if you would like us to clean your
room, we would be happy to do so. All you need to do is to
place the “Please clean my room today” sign on the outside
handle of your door before 10 am.

Saving water not only benefits the environment but also
saves us money as room cleaning includes 30 minutes for
room attendants plus the cost of cleaning supplies and
laundering linens and towels. We want to share our savings
benefits with you. For each skipped room cleaning, we
will give you a 5 € voucher for a drink in our restaurant.

Enjoy your free drinks during your stay!

Message (handed over during the check-in and placed
in the rooms)

-/ Eﬂd///,z gm/@zy _—

Every day, in a hotel all over the world, tons of
towels are washed, liters of chemicals are used,
which contaminates the water. Millions of kWh of
electricity are consumed and our scare resource,

water, is wasted.

Is it really necessary to harm the environment to just have a
clean room, new towels and new bed linen every day?

Please decide..

U & &

..TO GAIN A VOUCHER FOR OUR BAR.

Hrnd f i
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BEING PART OF SOMETHING: THE INFLUENCE OF THE
ACTIVITY-SELF LINK ON CONSUMERS’ PURCHASES AND
SALES INTENTIONS IN SECOND-HAND MARKETS

ABSTRACT

Although second-hand markets potentially play a crucial role in addressing environmental
challenges, many consumers are still not involved in second-hand markets, neither as buyers,
nor as sellers. Therefore, I introduce the circular-self link as a powerful lever. The circular-
self link encompasses the aspects of the self that are expressed and constructed through buy-
ing and selling in second-hand markets. An experiment with 496 subjects demonstrates that
incorporating second-hand activities into the self (circular-self link) increases participation in
second-hand markets, that is purchases and sales, while it reduces participation in conven-
tional consumption. The results also showcase the detrimental effects of the conventional-self
link, where consumers attach their identity to the acquisition of first-hand products from con-
ventional retailers. The conventional-self link decreases consumers’ intention to buy second-
hand and positively influences purchases from conventional retailers. By understanding how
the incorporation of consumption activities in individuals' identities influences their consump-
tion behavior, stakeholders can develop effective strategies to promote second-hand markets,

decrease conventional consumption and encourage sustainable lifestyles.

Keywords: second-hand markets, circular-self link, conventional-self link, conventional con-

sumption, sustainable consumption
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INTRODUCTION

Many reasons for the environmental problems humanity faces nowadays (Gore 2021; IPCC
2023; Worldometer 2022) lay in the linear economic resourcing model, which relies on the
extraction of raw materials, production, consumption, and disposal (Cerqueira et al. 2021; Mag-
azzino et al., 2021; Namlis and Komilis 2019). As a consequence, this model promotes the
depletion of natural resources, the generation of waste, and therefore significantly contributes
to climate change (Neves & Marques 2022; Unal & Shao 2019). The circular economy, on the
other hand, is a regenerative and restorative model. It aims to create economic, social, and en-
vironmental benefits, therefore representing one key lever for mitigating environmental chal-
lenges (Neves & Marques 2022). In the circular economy, goods are produced with the goal of
being reused or recycled, rather than disposed after use (Korhonen, et al. 2018). According to
the Ellen MacArthur Foundation report (2021), the circular economy has the potential to effec-
tively reduce greenhouse gas (GHG) emissions, as a main contributor to climate change. The
report estimates that by promoting the reuse of materials, eliminating waste, and regenerating
farmland, the circular economy could lead to a remarkable reduction of 9.3 billion tons of GHG
emissions (Ellen MacArthur Foundation 2021).

One of the key strategies of the circular economy is the promotion of second-hand use. Sec-
ond-hand use involves extending the lifespan of products through reuse, repair, and refurbish-
ment. By extending the lifespan of products, second-hand use can reduce the demand for new
products and the associated emissions from production and transportation (Bocken and Short
2016; Fanning et al. 2022; Shirvanimoghaddam et al. 2020). There are several successful prac-
tical examples of second-hand use in the circular economy. The online marketplace, Vinted, for
example, enables individuals to buy and sell pre-owned products. It lists over 80 million regis-
tered members and spanning 18 markets. This substantial user base makes a significant contri-
bution to sustainability by preventing 453 kilotons of emissions in 2021 (Vaayu and Vinted
2021). Second-hand markets emphasis on promoting the reuse of products, necessitating a shift
for consumers from the conventional “take-make-use-dispose” model to a more sustainable
"circular" model of product utilization (Kirchherr et al. 2023). Despite the growing recognition
of the benefits associated with second-hand markets and its continuous growth rate®, consumer
acceptance and adoption still remains relatively limited (ThredUp 2023). Studies have shown
that consumers have a negative perception of second-hand products, which often relies to con-

cerns about hygiene (Hur 2020), quality and reliability (Guiot and Roux 2010), the desire for

® The global market for second-hand products is projected to experience an exceptional annual growth rate rang-
ing between 10.4% and 18% from 2019 to 2024 (Thredup 2020; Research and Markets 2018).
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new, first-hand products (Edbring et al. 2016) as well as a social stigma often associated with
poverty and low socio-economic status (Hur 2020). Given these barriers that hinder the neces-
sary rise of the circular economy, it is crucial to identify a strong lever that counterbalance these
inhibitors to ensure its success.

The self and its role in second-hand markets. Since second-hand markets offers unique fea-
tures of consuming sustainably they offer a unique attraction for those who want to consume
sustainably and show their environmental friendly identity. Second-hand markets offer the pos-
sibility to construct the self by possession of sustainable products (Belk 1988, 2013) or the act
of consuming sustainably itself (Ahuvia 2005). The self can be defined as "the totality of an
individual's thoughts and feelings having reference to himself as an object” (Rosenberg 1979
p.7). Especially in the digital era, where individuals actively shape their online identities, the
extension and expression of consumers’ identity (Belk 2013) may serve as a driving force of
the development towards a sustainable economy. For instance, when individuals sell a book
that holds personal significance on platforms like Vinted, they provide an opportunity for a
previous part of their identity to find new purpose and appreciation in the hands of others. This
process not only allows consumers to declutter and let go of possessions but also contributes to
their desired sense of self (Vinted 2023).

Circular-self link. In this line, an activity itself, in this case buying and selling second-hand
products, may contribute to individuals’ identities and help them to communicate who they are.
Therefore, | introduce the circular-self link, which represents the aspects of the self that are
constructed through consumption behaviors on second-hand markets, symbolizing the broader
meaning and values associated with these behaviors. It encapsulates the essence of what these
behaviors represent in relation to consumers’ identities. Leveraging these aspects can serve as
a compelling tool for driving behavioral change and inspiring individuals to embrace the prin-
ciples of the circular economy to develop a sustainable society.

Conventional-self link. To fully understand the power of the identity forming process of a
consumption behavior itself, I also introduce the conventional-self link, which has a hampering
influence on second-hand consumption. The conventional-self link refers to the construction
and expression of consumers’ identity through consuming conventionally. Consumers may at-
tach their self-identity and values to the acquisition of new and branded products, leading to
preferences for conventional consumption (Kessous and Valette-Florence 2019) and a reluc-
tance to engage in second-hand markets.

My contribution to consumer research is twofold. First, building on qualitative studies on

the self-extension via consumption behaviors (e.g. Hogg and Banister 2001) and quantitative
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research regarding the incorporation of possessions in the self (e.g. Ericksen and Sirgy 1992;
Ferraro et al. 2011) this paper introduces the circular-self link. It quantitatively demonstrates
that the circular-self link partly shifts consumer preferences for buying first-hand products to
consuming in second-hand markets Furthermore, | show detrimental effects of the conven-
tional-self link, which is a shift from second-hand markets participation towards consumption
in linear-consumption models. Second, prior research barely investigated the motivations of
consumers to sell in second-hand markets (e.g. Arman and Mark-Herbert 2022; Joung and
Park-Poaps 2013) although it represents an important part of these markets. The circular-self
link exerts a positive influence on the intention to sell pre-owned items on second-hand plat-
forms. Therefore, the circular-self link does not only encourage a sustainable acquisition of
products but also promotes a pro-environmental disposal by leading the purchased products
back into the cycle of consumption. Through this investigation, | create a foundation for how
companies, NGO’s and politicians can encourage individuals to consume more sustainably by

stressing the bond between themselves and the consumption process.

THEORETICAL BACKGROUND

Participation in Second-Hand Markets: Individual Drivers and Inhibitors

An approach for a sustainable economy. In the recent years, environmental issues such as
climate change, have become urgent global challenges that require immediate attention and
behavioral change (Gore 2021; Worldometer 2022). To mitigate the effects of climate change,
it is necessary to reduce GHG emissions drastically. The circular economy, especially second-
hand markets, is a concept that proposes a new model of production and consumption that
aims to maximize the use of resources and minimize waste, thus contributing to sustainable
development (Ellen MacArthur Foundation 2021). Second-hand consumption can be defined
as the process of acquiring and disposing pre-owned products (Guiot and Roux 2010). This
process significantly differs from the conventional approach associated with first-hand prod-

ucts.

Second-hand markets can contribute to reducing GHG emissions in several ways. For ex-
ample, they can decrease the demand for new products, reducing the emissions and energy
consumption associated with the production of new goods. Since consumer behavior on sec-
ond-hand markets include both, buying used products - a purchase dimension -, and selling
pre-owned items - a sale dimension (Machado et al. 2019), not only purchases within second-

hand markets reduce those emissions, but also sales of pre-owned products. Consumers are
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both, buyers and sellers and contribute as key participants and suppliers to the reducing of re-
source use (Gopalakrishnan and Matthews 2018). According to the Ellen MacArthur Founda-
tion (2021), the production of goods accounts for 45% of global GHG emissions. The reuse or
recycling of second-hand products requires only 1.8% till 2.6% of the energy needed for man-
ufacturing the same quantity of products from primary raw materials (Woolridge et al. 2006).
Furthermore, second-hand use can avoid the emissions associated with the disposal of prod-
ucts (Farrant, Olsen and Wangel 2010). When products are disposed of, they can release
GHGs, such as methane, during the decomposition process in landfills (IPCC 2022). By ex-
tending the life of products, second-hand use can reduce the need for disposal and, therefore,
decrease GHG emissions (Gopalakrishnan and Matthews 2018).

Drivers of Participation. A considerable number of people already participate in second-
hand markets. For instance, a study commissioned by ThredUp (2023) found that while 52%
of consumers purchased second-hand clothes in 2022 in the United States, 75% of consumers
have shopped or are open to shopping secondhand clothes. There are several reasons why
consumers engage in buying and selling second-hand products (Table 1). Financial savings
motivate second-hand purchases since they are often lower priced as first-hand products
(Guiot and Roux 2010). Consumers have therefore the opportunity to get branded products,
even with limited financial resources (Bardhi and Arnould 2005; Machado et al. 2019). Envi-
ronmental consciousness (Cervellon, Carey, and Harms 2012; Roux 2006), concerns regard-
ing the negative environmental impact of linear consumption (Edbring et al. 2016), or a gen-
eral attitude against consumerism (Roux 2006) also motivate consumers to buy and sell
(Joung and Park-Poaps 2013). Also hedonic motives, such as a feeling of pleasure when con-
sumers find products that are not available in first-hand markets (Edbring et al. 2016) as well
as a pursuit of uniqueness (Guiot and Roux 2010) and fashionability (Ferraro et al. 2016)
drive their participation.

Inhibitors of Participation. However, there are various factors that hamper participation.
These challenges are supported by scientific research, and understanding them is crucial in
devising effective solutions for promoting participation in second-hand markets (Table 1).
Perceived risks, such as concerns about product quality, hygiene, and warranties, may hinder
some individuals from engaging in second-hand markets (Belk 2013). Consumers have con-
cerns about the condition, durability, or functionality of second-hand items, which impact
their perceived value or desirability of second-hand consumption (Guiot and Roux 2010). A
lack of trust in sellers and products can also decrease the participation in second-hand mar-

kets, particularly for new or inexperienced consumers (Armstrong et al. 2015). In this vein,
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limited awareness or insufficient knowledge about the benefits of second-hand consumption
and perceived barriers like accessibility can deter consumers (Armstrong et al. 2015). Since
consumption activities are embedded in a web of social relationships, status concerns and so-
cial norms, such as stigma associated with buying used items or fear of being judged by oth-
ers, may also deter participation in second-hand markets (Hur 2020; Rulikova 2020) particu-
larly in certain cultural or social contexts (Arman and Mark-Herbert 2022; Laitala et al.
2021).
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Table 1. Overview of exemplary studies regarding drivers and barriers of purchases and sales on second-hand markets

Study Research type  Main findings relevant for this study Participation Focal Outcomes Self-Extension
Drivers Inhibitors Purchases Sales ...via Possession ...via Behavior

Guiotand Roux  Qualitative and An eight-factor scale that includes motivations related to products and distribu- . . . .
2010 quantitative tion channels is developed and findings support the tripartite nature (critical, eco-

nomic, and recreational) of this form of consumption.
Edbring et al. Qualitative and  Consumer attitudes vary greatly to the consumption models (second-hand mar- . .
2016 quantitative kets, access-based and collaborative consumption) and depend on the product

group. Attitudes towards buying second-hand furniture are largely positive.
Roux 2006 Qualitative When second-hand products are not too closely associated with their pre-owner, . . . .

they can be appraised for their own values. Four types of symbolic representa-
tions were extracted from the interviews. One of them was that second-hand
products allow consumers to differentiate themselves and express their personal-

ity.
Armstrong, etal. Qualitative and Environmental benefits as well as emotional aspects, such as experiential or so- . . .
2015 quantitative cial features, the ability to meet fashion needs, and increased product satisfaction

contribute most to the positive perception of second-hand markets. Negative con-
tributors are lack of trust and perceived use barriers, such as lack of accessibility.

Hur 2020 Qualitative and  Economic, self-expressive, hedonic, environmental, and social benefits drive par- . . . .
quantitative ticipation within second-hand markets the most. Concerns about poor product
quality and cleanliness, restrictions on the extent of self-enhancement and self-
expression, and a low social image turn out to be inhibitors.
Cervellon, Carey, Quantitative Fashion involvement, nostalgia proneness and need for uniqueness through the . .
and Harms 2012 mediation of treasure hunting are drivers of vintage consumption. In contrast, fru-
gality, eco-consciousness and bargain hunting drive participation within second-
hand markets. While vintage consumers shop for a unique piece with history, sec-
ond-hand consumers shop for a unique piece at a good price.

Ferraro et al. Quantitative Four distinct segments of second-hand consumers are identified. While there is a . .
2016 polarized trend of fashionability motivations, fashion drives the participation of
the majority (83%) of second-hand consumers.
Arman and Qualitative Second-hand markets provide product availability at a lower prizes and thereby . . . .
Mark-Herbert helps to make products accessible for low-income people. Social media promo-
2022 tion is important for participation in second-hand markets because of the creation

of social identity. This social identity is established by pro-environmental behav-
ior in changing negative behavior,

Joung and Park-  Quantitative Environmental and economic concerns positively influence sales on second-hand . .
Poaps 2013 markets. Environmentally motivated sales on these platforms were also driven
by family subjective norms.
This Study Quantitative Incorporating second-hand activities into the self (circular-self link) increases . . . . .

both purchases and sales within second-hand markets while reducing participa-
tion in conventional consumption. On the other hand, incorporating conventional
consumption activities into the self (conventional-self link) decreases consumers’
intention to buy from second-hand vendors and positively influences purchases
from conventional retailers.
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The power of self-formation and self-expression

Identifying a strong factor established in other consumption domains will be helpful to
overcome those barriers and close the gap between consumers’ openness to buy second-hand
products and their actual behavior (ThredUp 2023) to ultimately facilitate a development to-
wards a sustainable society. Research has shown that the extended self (Belk 1989; 2013), the
link individuals have to possessions (Ferraro et al. 2011) as well as to behaviors (Arman and
Mark-Herbet 2022), significantly influences their behaviors. Therefore, | suggest these factors
can play a crucial role in motivating individuals to participate in second-hand platforms (Ta-
ble 1). The self can be defined as "the totality of an individual's thoughts and feelings having
reference to himself as an object” (Rosenberg 1979 p.7). In addition to individuals' present
self-identities, their future potential selves play a defining role in shaping their current con-
sumption behavior. These possible selves encompass both the desired self, representing who
individuals aspire to become, and the undesired self, representing who they strive to avoid be-
coming (Banister and Hogg 2007; Hogg and Banister, 2001; Cantor et al. 1986). Consumers'
desired selves differ based on their aspirations or fears of who they want to become (Vignoles
et al. 2006). The different desired selves are driven by important life tasks individuals want to
accomplish and agendas they follow, whereby they approach some responses whilst avoiding
others (Cantor et al. 1986; Vignoles et al. 2008). Therefore, the desired and undesired selves
as well as the opportunity to construct and express identity through participation in second-
hand markets reflect both, positive and negative incentives for consumption behavior (Markus
and Nurius 1986).

Extended self and possession-self link. Research has shown that the value of owning con-
sumption items goes beyond its functional attributes. Possessions may symbolize valuable
components of consumers’ identity and likewise enable individuals to express their sense of
self (Belk 1988; Csikszentmihalyi and Rochberg-Halton 1981). Possessions may be used as a
contributor to the own identity and further become a manifestation of the proprietor’s person-
ality and comprise the self to a greater degree (Csikszentmihalyi and Rochberg-Halton 1981,
Sivadas and Venkatesh 1995).

Belk (1987; 1988; 1992; 2013) shows that possession can be the manifestation of some
parts of consumers’ identity and thus become a part the extended self. The extended self com-
prises the self plus possessions and reflects the part of the identity which is defined by what

consumers own (Belk 1988). Ferraro and colleagues (2011) dig deeper into this, establish the
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possession-self link and argue that the extent to which possessions can symbolize the signifi-
cant domains that form the basis of an individual's self-worth influences the connection be-
tween possessions and the self. The most meaningful possessions are those that help individu-
als obtain and/or reinforce their self-identity and thus construct and symbolize the self (Fer-
raro et al. 2011). The possession-self link, therefore, focusses on the relationship between
possessions or belongings and individuals’ selves (Ferraro et al. 2011). It suggests that pos-
sessions can become an integral part of an individual's sense of self, leading to the influence
of possessions on consumption behavior (Piacentini and Mailer 2004).

The influence of the possession-self link on consumer behavior. Over the years, several
studies provided evidence for the substantial impact of the possession-self link on consump-
tion decisions (e.g., Mittal 2006). Individuals can communicate their identity, values, and per-
sonality to others through their consumption choices and the possession of consumed artifacts
(Belk 1988). For example, a study by Sirgy, Johar, and Samli (1991) found that consumers
use possessions to express their self-concept and enhance their self-identity, leading to con-
sumption choices that align with their desired image. In this vein, consumers can utilize pur-
chased products to signal social status and gain social approval, which further influences con-
sumption behavior (Piacentini and Mailer 2004; Dittmar and colleagues 2019).

Introducing the activity-self link. Whereas the argumentation of self-extension via posses-
sions is rather sound, little is known about the incorporation of behaviors in the self. Since the
concept of the so-called extended self was proposed (Belk 1988), further research was con-
ducted of what shapes individuals’ identity (e.g., Ferraro et al. 2011; Ahuvia 2005). Ferraro
and colleagues (2011) argue, that those possessions which are central to the self, often sym-
bolize specific activities or achievements in individuals’ lives. Therefore, the assumption, that
the activity itself - which is represented by such possessions - can construct individuals’ iden-
tities is not very far-fetched. Already in 1981, Csikszentmihalyi and Rochberg-Halton found
out that activities such as sports, hobbies, or cultural practices can become part of individuals’
self-identities and shaping their sense of self. Ahuvia (2005) shows that activities like hobbies
may play a significant role in the individuals’ understanding of who they are. This paper re-
lates to this phenomenon as activity-self link. The activity-self link refers to the integration of
a behavior into the self or the expression of significant aspects of individuals’ identities
through a specific activity, which aligns with their desired self-image. For example, making
fashion choices, embracing a certain lifestyle, or following a specific diet can reflect individu-

als’ self-concepts and become integral parts of their extended selves. These decisions and
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practices can shape their behaviors in alignment with their self-perception and desired identity
(Thompson and Hirschman 1995).

Activity-self link in consumer behavior. Consumption can also serve as a reflection or
means to construct consumers' identities in a manner similar to possessions. Consumers en-
gage in behaviors that help them express their social identities, create personal narratives, and
communicate symbolic meanings (Elliott and Wattanasuwan 1998). For instance, participat-
ing in environmental conservation efforts, volunteering for a cause, and taking consumption
decisions can become part of individuals’ identity, signifying their values and beliefs and con-
structing the desired self (Hogg and Banister 2001). Consumers can derive elements of their
self through the act of consuming, especially when it aligns with valuable aspects of their self-
worth and, therefore, may incorporate these consumption behaviors into their self. If a behav-
ior is perceived as a part of individuals’ selves, individuals may engage in self-expressive
consumption, using their behaviors as a means to express their identity, values, and beliefs to
others (Escalas and Bettman 2005; Hogg and Banister 2001). For example, consumers may
display sustainable consumption behaviors to signal environmental concern or engage in so-

cially responsible behaviors to communicate prosocial values.

The influences of the circular-self link and the conventional-self link on participation in

second-hand markets

In this Study | investigate the influence of two different activity-self links on consumers’
buying intentions of second-hand (second-hand markets) and first-hand products (conven-
tional consumption) as well as their selling intentions in second-hand markets. I distinguish
between the circular-self link and the conventional-self link as significant contributors to con-
sumption behaviors. The circular-self link represents the aspects of the self that are con-
structed through behaviors in the circular economy, such as participation in second-hand mar-
kets. A bond between circular activities and the self can manifest in various domains of the
circular economy, but in this research, | focus on second-hand markets. The conventional-self
link refers to the construction of consumers’ identity through consuming conventionally,
which, in this research, involves buying first-hand products from conventional retailers within
linear production processes. Understanding how the circular-self link and the conventional-
self link influence consumption motivations and consumer behaviors can have significant im-
plications for promoting sustainable consumption and addressing environmental issues. | dis-

cuss these relationships and my conceptual model (Figure 1) in the following sections.
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Figure 1: Conceptual model
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The influence of the circular-self link on purchasing intentions. The consumption of sus-
tainable products and services helps consumers express and enhance their self-identity (Leg-
ere and Kang 2020). If consumer value an identity that displays pro-environmental belief, it
might become their desired self, what they want to be. This desired self can influence con-
sumers' motivations to engage in sustainable behaviors (Hogg & Banister 2001). For exam-
ples, Eastman and colleagues (2021) found that self-enhancement and self-expression may in-
fluence luxury consumers' sustainable behaviors if they perceive these actions as serving a so-
cial function, demonstrating their virtues to others and reflecting their values. These effects
can be also expected for the participation in second-hand markets, which are one possibility to
consume sustainably (Arman and Mark-Herbert 2022; Carrigan et al. 2013). Building on these
notions, | expect that buying from vendors within the second-hand markets enables individu-
als to appear prosocial and environmental friendly in a visible and easily identifiable manner
and in consistence with their (desired) self-identity (Hogg and Banister 2001). Therefore, the
circular-self link increases their second-hand purchase intention

Consistent with self-perception theories (Bem 1967) consumer do not only pursuit behav-
iors that align with the desired self, but also reject consumption that reflects parts of their un-
desired self (Banister and Hogg 2007). Not only the purchases consumers make may construct
their identities but also the behaviors they decide not to conduct. Consumers try to avoid neg-
ative conclusions being drawn from their consumption decisions and choose not to buy prod-
ucts which do not align with their desired self (Hogg and Banister 2001). If individuals con-
sider buying from sellers in second-hand markets as part of their identity (circular-self link),
they will not only increase their second-hand purchases, but also decrease their first-hand con-

sumption from conventional retailers to act in accordance to their (desired) self. Therefore, |
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expect that the circular-self link shifts participation away from linear consumption models to

second-hand consumption.

H1. The circular-self link (a) positively influences the intention to buy second-hand prod-

ucts and (b) negatively influences the intention to buy first-hand products.

The influence of conventional-self link on purchase intentions. Consumers also associate
their self and personal values with the purchase of first-hand and branded products. This con-
nection can stem from various factors, such as the desire for superior quality (Kessous and
Valette-Florence, 2019) or the intention to portray a specific brand image (Geegamage, Rana-
weera, and Halwatura, 2023). Apart from these aspects, their preference for new products may
be driven by a desire to showcase their identity, status, and social belonging through the pos-
session and consumption of these products, which they perceive as aligned with their self-
concept (Geegamage, Ranaweera, and Halwatura 2023). In this vein, the conventional-self
link refers to the incorporation of conventional buying behavior into individuals’ identities.
The conventional-self link will provide a powerful lever for individuals who strive for social
status to optimize their current self (Kessous and Valette-Florence 2019). Consequently, these
associations tend to influence their inclination towards conventional first-hand consumption
patterns (Kessous and Valette-Florence, 2019) and create a hesitancy to participate in the sec-
ond-hand market.

Again consistent with self-perception theories (Bem 1967), these consumers will also de-
crease their purchases within second-hand markets (Kessous and Valette-Florence 2019). For
these consumers being associated with the values of second-hand consumption does not align
with their desired selves and therefore symbolizes their undesired selves. To distant them-
selves from their undesired selves (Markus and Nurius 1986; Hogg and Banister 2001) and
thereby achieving a positive self-identity, they avoid buying second-hand products (Hogg and
Banister 2001). Hence, the conventional-self link not only increases consumer purchases from
conventional retailers, but also decreases their purchases from second hand markets. There-
fore, I expect that the conventional-self link shifts participation away from second-hand mar-

kets to first-hand consumption.

H2. The conventional-self link (a) negatively influences the intention to buy second-hand

products and (b) positively influences the intention to buy first-hand products.

The influence of the circular self-link on selling intention within second-hand markets.
Consumption processes include the acquisition of products but also their disposal. Within

Second-hand markets, individuals can not only buy second-hand products but also sell their
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pre-owned items. By selling pre-owned items, individuals again contribute to the prolonging
of a product's lifespan, which in turn signifies a commitment to a sustainable society by re-
ducing overconsumption and minimizing waste (Vaayu and Vinted 2021). When individuals
incorporate consumption within their selves in the context of second-hand markets, they have
also the opportunity to derive aspects of their identity through the product disposal process,
specifically by selling pre-owned products. Since the circular-self link positively influences
purchases within second-hand markets, it also increases sales (Arman and Mark-Herbert
2022). Sellers often attach sentimental value to their used products and employ storytelling or
descriptive language to effectively communicate the emotional significance and distinctive
attributes of the items. By crafting a compelling narrative that resonates with potential buyers,
sellers can tap into the emotional and self-expressive elements of the extended self-concept.
These strategies can significantly influence the selling strategies employed by consumers on
second-hand platforms.

The conventional consumption process primarily focuses on the act of purchasing and does
not encompass a selling component (Csikszentmihalyi 2000). While purchase behavior is a
component of the conventional-self link, the concept of selling is not inherently associated
with this aspect of identity. As a result, the conventional-self link does influence the intention

to sell within the circular economy.

H3. The circular-self link positively influences the selling intention in second-hand mar-

kets, while the conventional-self link has no influence on the selling intention.

EMPIRICAL STUDY

Design

Sample. A total of 496 respondents (57.3% female, Mage = 24.86, SDage= 8.24), acquired in
Germany between December 2022 and January 2023, participated in a controlled online
study. The sample for this study comprised of undergraduate students from a German univer-
sity who participated in exchange for course credits, alongside volunteers recruited through
convenience sampling methods. All participants gave written informed consent, participated
voluntarily, and were completely informed about the procedures of the study. Participants
could abort at any time and | ensured full anonymity of the data provided.

Manipulation. For the between-subjects experiment (circular consumption vs. conventional
consumption), the participants were randomly assigned to one of two conditions. | manipu-
lated the buying mode by first instructing the participants to read an online advertisement for

trousers. In the circular condition, the advertisement stated that two trousers were offered on a
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popular second-hand online platform from a trustworthy user. In the conventional condition,
the advertisement stated that the trousers, which were the same as in the circular condition,
were offered from a conventional retailer, so first-hand. After presenting the manipulated ad-
vertising appeals, to conceal the actual purpose of the study and simulate a real buying pro-
cess | asked the participants which trousers they would buy (Appendix A).

Measures. Afterwards, | asked the participants to report their intention to buy within the
respective consumption mode (circular consumption vs. conventional consumption) with
adapted items from Hamari, Sjoklint, and Ukkonen (2016): “How likely is it that you will buy
products from conventional retailers/ vendors in the circular economy?”, “How likely is it that
you will buy clothes from conventional retailers/ vendors in the circular economy the next
time you need something to wear?”, “It is possible that I will buy products from conventional
retailers/ vendors in the circular economy.” (M = 4.85, SD = 1.73, a = .94). Later on I asked
the participants about their intention to sell the specific trousers they had chosen during the
manipulation on second-hand platforms (“It is possible that I will sell these trousers, which |
bought from circular economy platforms, via circular economy platforms if I no longer want
them” (M = 5.04, SD = 1.67). To measure my two independent variables, respondents were
asked to indicate their link to buying from conventional retailers (conventional-self link) and
buying/and selling on second-hand platforms (circular-self link). I measure the conventional-
self link and the circular-self link, with items from Ferraro et al. (2011) to measure the posses-
sion-self link, adapted them to my context and ascertained the following items “Buying from
conventional retailers/Buying from vendors or selling within the circular economy and I have
a lot in common.”, “Buying from conventional retailers/Buying from vendors or selling
within the circular economy helps me achieve the identity I wished to have.”,” Buying from
conventional retailers/Buying from vendors or selling within the circular economy helps me
narrow the gap between what I am and what I try to be.”, “Buying from conventional retail-
ers/Buying from vendors or selling within the circular economy is central to my identity.”,
“Buying from conventional retailers/Buying from vendors or selling within the circular econ-
omy is part of who [ am.”, ““ I derive some of my identity from buying from conventional re-
tailers/buying from vendors or selling within the circular economy.” (Mcon = 2.91, SDcon =
1.31, dcon = .92; Mcirc = 3.26, SDcirc = 1.44, acirc = .94). Finally, the respondents provided de-
mographic information regarding gender and age. The bivariate correlations between all con-

structs are presented in Table 2.
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Table 2. Correlations

Variable 1 2 3 4 5

1 Purchase intention

2 Sale intention 234

3 Circular-self link 230 350

4 Conventional-self link 238 .080 331

5 Age -.037 -.028 138 ¢ .000

6 Gender* -196 7 =242 7 -106 © -163 ™ -102 ¢

Notes: Pearson-correlation. Two-tailed tests of significance. Level of significance: *p <.05; **p < .01, '0=female, 1=male.

Common method bias poses a potential threat to the validity of survey-based studies (Pod-
sakoff et al., 2003). To examine the presence of common method bias in my study, I followed
the approach of Premkumar and Bhattacherjee (2008) and conducted Harman's one-factor
test. This test evaluates whether a single factor dominates the factor analysis, indicating the
existence of substantial common method variance (CMV) (Podsakoff et al. 2003). | per-
formed a single-factor analysis using all the items included in the analyses. The analysis re-
vealed that the first factor accounted for just 40.62% of the variance. These findings indicate
that the first factor does not explain a majority of the covariance, thereby suggesting that com-
mon method bias is not a significant concern in the dataset.

The AVE criterion, as proposed by Fornell and Larcker (1981) (see Appendix B), confirms
the presence of discriminant validity. The average variance extracted for each construct sur-
passed the shared variance with any other construct, supporting the distinction between con-
structs. The measurement model exhibited a clear factor structure and remained consistent

with previous research findings.

Results

To test my hypotheses, | conducted separate OLS regression analyses (for circular and con-
ventional modes) with the activity-self links (conventional-self link and circular-self link) as
independent variables, the intention to buy from conventional buyers and from vendors in the
circular economy as dependent variables (Model 1 and 2) as well as the selling intention in
second-hand markets (Model 3 and 4) (Table 3). In line with H1, results revealed a positive
significant effect of the circular-self link on the intention to buy second-hand (Model 1, =
.620, p<.001) and a significant negative influence on the willingness to buy from conventional
companies (Model 1, p = -.234, p<.001). The conventional-self link positively influences par-
ticipants’ intention to buy first-hand (Model 1, f = .533, p<.001) and negatively influences
the intention to buy within second-hand markets (Model 1, = -.213, p<.001), supporting H2.
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Next, | examined the influence of the activity-self links on consumers’ willingness to sell
products on platforms within the circular economy. Regression analyses results reveal a sig-
nificant effect of the circular-self link on the willingness to sell in the second-hand markets
regardless of whether the individuals bought first-hand (conventional consumption) or sec-
ond-hand (circular consumption). (Model 3, Bcon = .431, pPcon <.001; Beirc = .304, Peirc <.001).
Furthermore, the conventional-self link has no significant influence on the intention to sell
products in second-hand markets (Model 3, Bcon = -.091, pcon = .128; Beirc = .012, Peirc = .855).
This pattern is in line with hypothesis 3. Including the control variables in the regression anal-
ysis did not changed the results (Model 2 and Model 4). Moreover, they help to further ex-
plore potential determinants of consumers’ sustainable buying and selling behavior. Notably,
gender proved to be significant, with males demonstrating a lower intention to buy (Model 2,
Beon = -.241, pcon = .005; Beirc = -.200, peirc <.001) and sell (Model 4, Beon = -.262, peon = <.001;
Beirc = -.169, pcirc = .008) regardless of whether the individuals bought first-hand (conventional

consumption) or second-hand (circular consumption).
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Table 3. Separate regression results

Dependent variable

Buying Intention

Selling Intention

Model 1 Model 2 Model 3 Model 4

p t p p t p p t p p t p
Circular consumption mode
Independent variables
Circular-self link 0.620 10.965 .000 0.596 10.491  .000 0.304 4.606  .000 0.299 4548  .000
Conventional-self link -0.213 -3.767  .000 -0.264 -4.546  .000 0.012 0.183  .855 -0.024 -0.363 717
Control variables
Age -0.019 -0.361 .718 -0.101 -1.635 .103
Gender -0.200 -3.665 .000 -0.169 -2.665 .008
R? 0.326 0.347 0.096 0.123
Adj. R? 0.321 0.336 0.088 0.108
Conventional consumption mode
Independent variables
Circular-self link -0.234 -4.249  .000 -0.211 -3.780  .000 0.431 7.268  .000 0.432 7.463  .000
Conventional-self link 0.533 9.665 .000 0.509 9.207 .000 -0.091 -1.527 128 -0.101 -1.770  .078
Control variables
Age -0.125 -2.323  .021 -0.097 -1.746  .082
Gender! -0.152 -2.826  .005 -0.262 -4.728  .000
R? 0.268 0.302 0.171 0.252
Adj. R? 0.262 0.290 0.165 0.240

Notes: Ordinary least squares regression, *0=female, 1=male.
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An additional OLS regression analysis to statistically validate the different coefficients be-
tween the two groups was conducted. To do so, | merged both samples and included the inter-
action between the circular-self link and the consumption mode as well as the interaction be-
tween the conventional-self link and the consumption mode. This analysis supported the re-
sults of the two separated OLS regressions (Table 4). It reveals a significant interaction effect
between the consumption mode and the circular-self link (f =-.990, p <.001) and between the
consumption mode and the conventional-self link (B =.986, p <.001) on the buying intention.
Regarding the selling intention, results did not show any significant interaction effect (Bintcirc =
167, Pintcirc = .103; Bintcon = -.078, Pintcon = .483), but the main effect of the circular-self link on
selling Intention (B = .436, p < .001) was significant.

Table 4. Interaction between consumption mode and activity-self links

Dependent variable Buying Intention Selling Intention

B t p B t p
Independent variables
Consumption mode? 0.672 5.312 .000 -0.387 -2.811 .005
Circular-self link 0.227 4.805 .000 0.436 8.465 .000
Conventional-self link 0.165 3.202 .002 -0.088 -1.575 116
Consumption mode x CircSL ~ -0.990 -10.549 .000 0.167 1.634 103
Consumption mode x ConSL 0.986 9.643 .000 -0.078 -0.702 483
Control variables
Age -0.015 -1.948 .052 -0.020 -2.417 016
Gender? -0.599 -4.604 .000 -0.741 -5.232 .000
R 0.584 0.440
R2 0.354 0.194

Notes: Ordinary least squares regression, *1 = Second-hand market, 2 = Conventional consumption, CircSL = Circular-self link, ConSL =
Conventional-self link, 20 = female, 1 = male.

This analysis shows, that the consumption mode influences the buying intention (p = .672,
p <.001) and the selling intention (B = -.387, p = .005). To further investigate these results
and evaluate the amount and nature of consumption within the different modes, I ran an addi-
tional analysis. By doing so, | investigated the differences between participants who bought
items on second-hand markets and those who bought first-hand regarding their general
amount of consumption and differences between their buying and selling intentions. | con-
ducted a within-subjects ANOVA with the buying and selling intention as the within-subjects
factor and the buying mode (circular vs. conventional) as the between-subjects factor. Results
revealed a significant main effect of factor 1 (purchase vs. sale) (F (1, 493) = 5.36, p =.021),
a significant main effect of the consumption mode (second-hand vs. conventional consump-
tion) (F (1, 493) = 4.31, p =.038), and a significant interaction effect (F(1, 493) = 28.98, p <

.001) (Figure 2). Participants on second-hand markets state that their willingness to sell
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(Msale/second-hand= 5.16, SDsale/second-hand = 1.62) is significantly higher than their purchase inten-
tion (Mpurchase/second-hand= 4.46, SDpurchase/Second-hand = 1.70; t (245) = 6.50, p<.001). For individ-
uals in the conventional consumption group, the intention to sell (Msaie/conventionai= 4.92,
SDsale/conventional = 1.70) were marginal significantly lower than their purchase intention
(Msalessecond-hand= 5.20, SDsalessecond-hand = 1.66; t (259) = -1.93, p=.055). Furthermore, consum-
ers who buy conventional products buy more Mpurchase/Conventional= 5.20, SDpurchase/Conventional =
1.68) than individuals who buy second-hand products (Mpurchase/second-hand= 4.46, SDpurchase/sec-
ond-hand = 1.70; t (547) = -4.94, p= p<.001).

Figure 2. Intersubject variance analysis

5.4
5.16
5.2 5.20
5.0
4.92
4.8
4.6
4.4 4.46 Sale Intention
- Purchase Intention
4.2
4.0
Second-Hand Conwentional
Markets Consumption

Notes. Repeated-measurement ANOVA, Within-subjects factor: Sales vs. Purchases, Between-subjects factor: consumption mode

118



DISCUSSION

Conclusion and theoretical contribution

Real-world observations elicited discussion among academics about the potential of sec-
ond-hand markets to fight GHG emissions and fostering the development towards a sustaina-
ble society (Ellen MacArthur Foundation 2021; Kirchherr et al 2023). When promoting such
consumption alternatives, companies, politicians and NGOs may target consumers' belief
about the extent to which the (sustainable) consumption behavior is part of their own identity
(conventional-self link vs. circular-self link). The sustainable activity itself may be included
in the self and represent a useful lever to promote sustainable consumption by rising up
against the conventional linear paradigm of acquisition and disposal of a product.

The main objective of this research was to investigate the power of the identity forming
process of a consumption behavior itself (circular-self link and conventional-self link) to fos-
ter purchases and sales in second-hand markets. The study illustrates that pursuing consump-
tion behavior that aligns with the desired self-image is a double-edged sword, when it comes
to participation in second-hand markets. While the circular-self link positively influences the
purchases in second-hand markets (H1a) and negatively influences consumers’ willingness to
buy conventionally (H1b), the conventional-self link decreases consumers’ intention to buy
second-hand products (H2a) and increases their buying intention of first-hand items from con-
ventional retailers (H2b). Therefore, the respective activity-self link shifts preferences of con-
sumers to the consumption mode that aligns with their desired self. According to the selling
intention, as an important part of second-hand markets and therefore sustainable consumption,
(H3), the study shows that the circular-self link has a positive influence on consumers’ inten-
tion to sell pre-owned products independently from the origin of these items (first-hand vs.
second-hand). Furthermore, my findings, especially those of the additional analysis, indicate
that consumers engaged in second-hand markets tend to adopt a frugal consumption mindset,
as they exhibit a higher inclination to sell more items than they purchase. Nevertheless, indi-
viduals buy more first-hand product than second-hand products.

This research contributes to literature in several ways. First, corroborating qualitative re-
search on the influence of the incorporation of activities in the self (e.g., Csikszentmihalyi and
Rochberg-Halton 1981; Kabadayi and Price 2014; Hogg and Banister 2001), | confirmed an
influence of the activity-self link on consumption behavior. Consumers pursuit activities that
align with their desired self and avoid those which symbolize their undesired self (Hogg and

Banister 2001). More specifically, while engaging in second-hand markets is often perceived
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as an environmentally friendly behavior, motivations for participation can extend beyond eco-
logical concerns and become identity-related (Albinsson and Perera 2009; Guiot and Roux
2010). Based on research about consumers’ green self-identity (Barbarossa et al. 2017; Chen
and Chang 2012; Khare 2015; Whitmarsh and O'Neill 2010) and the self (Ferraro et al. 2011,
Belk 1988; 2014; Hogg and Banister 2001), my research shows, that the incorporation of par-
ticipation in second-hand markets in the self positively influence consumption on second-
hand markets and reduces first-hand purchases because they do not align with consumers’
(desired) identity. Nevertheless, the conventional-self link, as the contribution from conven-
tional consumption to the self (Kessous and Valette-Florence 2019; Geegamage, Ranaweera,
and Halwatura 2023), decreases the intention to buy second-hand products and increases the
purchase intention of first-hand products. Therefore, the power of identity formation has to be
carefully considered, when it comes to fostering a sustainable society. Consumers may differ
in regard to who they wish to become - a conventional consumer or a second-hand participa-
tor. Second, while only a few studies also investigated the seller-side within second-hand
markets (e.g.: Denegri-Knott and Molesworth 2009; Parguel et al. 2017), this research sheds
light on the influence of the circular-self link as a key driver of selling products on second-
hand platforms. My study empirically confirms the positive effect of the circular-self link on

consumers’ participation in second-hand markets as providers.

Managerial implications and future research

From a managerial point of view, this paper suggests the importance of the circular-self
link as a trigger to foster sustainable consumption. The powerful behavioral mechanism of
identity formation, provides an opportunity for marketers, politicians, and non-governmental
organizations (NGOs) to promote participation in second-hand markets effectively. By high-
lighting how engagement in second-hand markets actively contributes to individuals' sense of
self and allows consumers to perceive themselves as morally good, these entities can evoke
positive emotions and encourage greater involvement (Dunning 2007). Nevertheless, it also
reveals an important challenge for marketing managers, non-government organizations
(NGOs), and policy makers: the conventional-self link. Since the circular-self link increases
purchases and sales within second-hand markets and decreases conventional consumption, the
conventional-self link counteracts this sustainable development. By decreasing purchases of
second-hand products and increasing purchases of first-hand products it supports the linear
system of acquisition and disposal and hampers the shift towards a circular model of con-

sumption.
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Using the circular-self link. To overcome barriers to participate in second-hand markets,
decision makers can lever the desired self of individuals by highlighting the possibility of
self-extension via the consumption activity itself. For example, second-hand platforms could
use claims such as “Join our platform and get closer to who you want to be.” to lever the iden-
tity formation power of consuming sustainably by participating in second-hand markets.

Prevent the conventional-self link. Furthermore, policy makers, sustainable companies and
NGOs should try to eliminate conventional-self links to prevent its negative influence on sus-
tainable consumption. A successful transition towards a circular economy necessitates the im-
plementation of education strategies that effectively communicate the importance of using
and embracing products aligned with circular principles to benefit the self, the environment
and future generations. These campaigns may play a crucial role in inducing a sustainable
self-concept, a mindset change, laying the ground for a circular-self link and inhibiting the
manifestation of a conventional-self link.

A conditional approach. Conventional retailers are increasingly recognizing the potential
of the second-hand market and the circular economy. Many of them are expanding their offer-
ings to include pre-owned and refurbished products alongside their conventional merchandise.
By participating in second-hand markets, through initiatives like buy-back programs and dedi-
cated second-hand sections, these retailers not only tap into the growing demand for sustaina-
ble and affordable options but also contribute to reducing waste and extending the lifespan of
products. Those companies should decide for a differentiated communication strategy de-
pending on which segment (conventional vs. circular) they are promoting. While companies
should focus on encouraging the conventional-self link to increase consumer purchases of
their conventional offerings, they should strengthen the circular-self link to increase consum-
ers’ participation in buy-back programs or their pre-owned section. By following this ap-

proach, decision makers can tailor and fine-tune their strategies.

Limitations and Research Opportunities

The purpose of this paper is to draw attention to the importance of identity formation in
second-hand markets by the activity itself and the hampering force of the conventional-self
link. Several limitations identified in this study suggest potential directions for future re-
search. First, this paper focuses on consumers’ perceptions of self-identity. Future research
can expand the focus to using this identity formation process in advertising strategy, for ex-
ample, by using different claims that highlight the possibility of deriving some parts of the
identity through participating in second-hand markets.
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Second, the present paper only focuses on the role of the activity-self link to stimulate and
hamper buying and selling in second-hand markets. My results show that, indeed the circular-
self link has a positive influence on the intention to buy and sell within this consumption
form. However, further motives for engaging in second-hand markets can be categorized in
two segments: self-related benefits and society related benefits (van Doorn and Verhoef 2015;
Mai et al. 2021). Within second-hand markets saving or earning money (self-related benefit)
and protecting the environment (society-related benefit) seem to be the main driving forces
for consumers to participate (Daudey and Hoibian 2014). Further studies should investigate
how these motives interact with the activity-self links to identify potential reinforcement and
inhibition effects.

Third, environmental considerations serve as a significant motivation for "offline™ second-
hand shopping, as highlighted by Guiot and Roux (2010). It is worth noting that sustainable
benefits rank as the primary or secondary motive for approximately 30% of consumers who
participate in second-hand markets, closely following financial benefits such as saving or
earning money (Daudey and Hoibian 2014). However, the actual positive environmental im-
pact of second-hand platforms still requires verification (Parguel et al. 2017). Some research-
ers argue that the impact may, in fact, be negative due to overconsumption resulting from the
allure of low prices or the ease of reselling items (e.g., Robert et al. 2014). Additionally, con-
cerns about rebound effects have been raised, as individuals may use their savings from sec-
ond-hand purchases to acquire other goods (Peugeot et al. 2015; Thomas 2003, 2011). In this
vein, (social) moral licensing effects (e.g., Blanken et al. 2015; Lasarov and Hoffmann 2020)
could occur. For example, consuming via second-hand platforms could license environmen-
tal-harming decisions like increasing the generals amount of consumption, and thus damaging
the environment instead of benefiting it. Future research should dig deeper into this and eval-
uate the potential of the circular-self link in preventing such negative impacts on the environ-
ment.

Fourth, this research only conducted one laboratory experiment. Future studies should rep-
licate the results and externally validate the findings within a field study. This study is also
subject to limitations as it captures a specific moment in time through an online experiment.
This approach may not be optimal for studying the underlying psychological processes associ-
ated with second-hand consumption behavior (Molenaar 2004). A more effective method for
studying such psychological processes, which do not rely on cross-sectional data or averag-

ing, is to collect and analyze time series data from individuals. Future studies should focus on
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this aspect to generate a more comprehensive understanding of how these processes unfold
over time.

Lastly, my study is based on the assumption that the pursuit of a green identity provides the
opportunity for the circular-self link to positively impact participation within second-hand
markets. To further verify this, researchers should investigate boundary condition, such as
low and high levels of green identity as well as underlying effects, such as self-enhancement,
to explain more precisely the consumption behaviors within second-hand markets.

Overall, I believe that my research has addressed significant questions regarding the pur-
chases and sales in second-hand markets. However, it is important to acknowledge that nu-
merous relevant inquiries in this field are yet to be explored. Therefore, there exists great po-
tential to expand our understanding in this domain with the ultimate objective of establishing

a viable and efficient pathway towards a sustainable society.
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APPENDIX

Appendix A. Treatments

Treatment second-hand markets:

Please imagine the following: You are looking for new clothes on a well-known Circular
Economy platform and come across the following ad offering two pairs of pants in your size.
Both of these pants are being sold by a trusted individual. Both pants are unisex and therefore

wearable by all genders.

Which of the two pants would you choose?

I would choose the left pants (worn by the male
model).

I would choose the right pants (worn by the female
model).

Treatment conventional consumption:

Please imagine the following: You are looking for new clothes at a well-known conventional
fashion chain and come across the following advertisement offering two pairs of pants in your
size. Both pants are unisex and therefore wearable by all genders.

Which of the two pants would you choose?

I would choose the left pants (worn by the male
model).

I would choose the right pants (worn by the female

model).
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Appendix B. Measures

Second-hand markets

Conventional consumption

Second-hand markets Conventional consumption M SD M SD a
Purchase-Intention (AVE = .923, r’max= .238, F/L: yes) 4.48 1.70 .92 5.19 1.68 .96
How likely is it that you will How likely is it that you will buy 4,54 1.86 5.15 1.79
buy products from vendors in products from conventional re-

the circular economy? tailers?

How likely is it that you will How likely is it that you will buy 3.96 1.85 5.06 1.80
buy clothes from vendors inthe  clothes from conventional retail-

circular economy the nexttime  ers the next time you need some-

you need something to wear? thing to wear?

It is possible that | will buy It is possible that | will buy 4.82 1.79 5.36 1.65
products from vendors in the cir- products from conventional re-

cular economy. tailers.

Sale Intention

It is possible that | will sell these It is possible that | will sell these 4.64 1.87 4.92 1.70
trousers, which | bought from trousers; which I bought from

circular economy platforms, via  conventional retailers. via circu-

circular economy platforms, if | lar economy platforms, if | no

no longer want them. longer want them.

Circular-self link (AVE = .852, r’na= .35, F/L: yes) 3,14 1.41 .94 3.39 1.46 .94
Buying from vendors or selling ~ Buying from vendors within the 3.82 1.68 4.23 1.66
within the circular economy and  circular economy and | have a

I have a lot in common. lot in common.

Buying from vendors or selling ~ Buying from vendors within the 3.33 1.67 3.50 1.71
within the circular economy circular economy helps me

helps me achieve the identity |~ achieve the identity | wished to

wished to have. have.

Buying from vendors or selling ~ Buying from vendors within the 3.10 1.64 3.31 1.71
within the circular economy circular economy helps me nar-

helps me narrow the gap be- row the gap between what | am

tween what | am and what | try ~ and what I try to be.

to be.

Buying from vendors or selling ~ Buying from vendors within the 2.74 1.56 3.01 1.63
within the circular economy is circular economy is central to

central to my identity. my identity.

Buying from vendors or selling ~ Buying from vendors within the 2.92 1.57 321 1.69
within the circular economy is circular economy is part of who

part of who | am. I am.

| derive some of my identity | derive some of my identity 4.01 1.64 3.05 1.61
from buying from vendors or from buying from vendors

selling within the circular econ-  within the circular economy.

omy.

Conventional-self link (AVE = .833, r’ma= .238, F/L: yes) 2.96 1.30 91 2.86 1.33 .93
Buying from conventional retail- Buying from conventional retail- 4.01 1.64 3.72 1.67
ersand | have a lot in common.  ersand | have a lot in common.

Buying from conventional retail- Buying from conventional retail- 3.11 1.58 2.90 1.52
ers helps me achieve the identity ers helps me achieve the identity

I wished to have. I wished to have.

Buying from conventional retail- Buying from conventional retail- 2.78 1.55 2.71 1.53
ers helps me narrow the gap be-  ers helps me narrow the gap be-

tween what | am and what | try ~ tween what | am and what | try

to be. to be.

Buying from conventional retail- Buying from conventional retail- 251 1.50 2.48 1.46
ers is central to my identity. ers is central to my identity.

Buying from conventional retail- Buying from conventional retail- 2.75 1.58 2.73 1.58
ers is part of who I am. ers is part of who I am.

| derive some of my identity | derive some of my identity 1.63 1.50 2.61 1.50

from buying from conventional
retailers.

from buying from conventional
retailers.
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AMBIVALENT CONSUMPTION: THE SILENT TRANSITION OF SUS-
TAINABLE DECISIONS INTO PSEUDO-SUSTAINABLE CONSUMP-
TION

ABSTRACT

In recent years, there has been a transition away from the prevalent paradigm of sustaina-
ble consumption, in which consumers struggle to balance their personal interests (e.g., saving
money) with those of society (e.g., saving emissions), toward new consumption forms where
consumers consume sustainably without abandoning their personal interests. However, these
novel win-win scenarios pave the way for detrimental consumption patterns, such as overcon-
sumption. Based on the ambivalence of consequences brought about by the difference be-
tween sustainable consumption events and unsustainable consumption patterns, we propose a
multi-perspective theory of ambivalent consumption. The theory combines a consumption
event perspective with a consumption lifetime perspective to capture that single, seemingly
sustainable consumption events may be pseudo-sustainable when considering the aggregated
impact of consumption across numerous consumption events. The paper discusses the societal
opportunities and crowding-out effects of ambivalent consumption in order to create a mind-
set of better, not more, consumption. We develop an agenda and implications to inspire schol-
ars and practitioners to develop a marketing discipline that promotes long-term profitability

for consumers, businesses, and society at large.

Keywords: crowding-out effects, pseudo-sustainable consumption, self-related benefits, soci-

ety-related benefits, trade-off, consumption perspectives
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INTRODUCTION

In an era of global warming, overcrowding, and increasing social inequity, the United Na-
tions' Sustainable Development Goal #12 (United Nations 2015) calls for more sustainable
consumption and production. However, consumers often struggle to act sustainably, because
they need to solve a trade-off between societal interests and their personal benefits in a con-
sumption decision, for example, when choosing between higher-priced eco-labeled or lower-
priced conventional products. Enabling consumers to consume in a way that benefits society
without them abandoning self-related interests seems to be a silver bullet for solving the
problems humanity faces right now, such as environmental degradation, pollution, and pov-
erty. For example, the success of the sharing economy traces back to the optimized utilization
of resources by sharing, which is often considered sustainable in addition to saving the con-
sumer money. However, it has been observed that consumers use car sharing not only to sub-
stitute distances that they used to travel with their own cars, but also to travel new distances,
thereby increasing their overall carbon emissions (Kearney 2019; The Guardian 2016). Evi-
dently, while the single individual consumption choice may appear to be sustainable, on an
aggregated level it bears the potential of impacting the environment negatively. These obser-
vations are in line with the concept of psychological crowding-out effects, implying that the
introduction of a new incentive may supplant (ethically desired) alternatives (\Vollan 2008).
We define consumption decisions as ambivalent when customers infer or experience positive
sustainable outcomes in the isolated consumption event, but which turn out as negative out-
comes when considering aggregated consumption. This means that the moral implications of
the same consumption situation can be inconsistent (Brogaard and Gatzia 2020) across sev-
eral events, therefore having morally good and bad consequences.

Currently, marketing debates its role as a discipline that ensures a sustainable future, and
emphasizes “better marketing for a better world” (Chandy et al. 2021, p 7). The emergence of
ambivalent consumption choices did not occur by chance. Instead, research in sustainable
marketing has been motivated by the observation that many consumers struggle to act sus-
tainably, because they need to resolve a trade-off. While choosing more sustainable options
benefits current and future generations (Campbell and Winterich 2018), consumers often be-
lieve that such choices entail sacrifices, such as higher expenditures (e.g., price; Sustainable
Living Calculator 2020), transaction costs (e.g., effort; White et al. 2019), functional costs

(e.g., quality doubts; White et al. 2012), and other non-monetary costs (Luchs and Kumar
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2017; White et al. 2019). Researchers and practitioners therefore urge for the development of
win-win circumstances for consumers, businesses, and society (Chandy et al. 2021).

From sustainable decisions to pseudo-sustainable consumption. In recent years, digitaliza-
tion, innovations, governmental regulations, and economies of scale have facilitated sustaina-
ble consumption, mainly through significant price drops for sustainable products. In certain
product categories, the sustainable options are sometimes even cheaper than their conven-
tional counterparts (Deloitte 2022). Many inventions and new business models emerged as a
result, including the sharing economy (e.g., Lamberton and Rose 2012), the circular economy
(e.g., Geissdoerfer et al. 2017), smart homes (e.g., Midden et al. 2008), and electric cars
(Secinaro et al. 2020). Car sharing, for example, is frequently touted as environmentally
friendly while also being less expensive for customers as compared to owning a car (Hartl et
al. 2018). Smart heating systems benefit the environment while saving consumers money and
keeping their homes comfortable (Midden et al. 2008; Schill et al. 2019).

However, as the present paper argues, these seemingly win-win scenarios might induce
consumption motivations and behaviors that are detrimental to the environment. Although the
individual choices appear sustainable, the win-win scenarios actually bear ambivalent evalua-
tions when considered in aggregate across multiple consumption events. Ambivalence occurs
when customers experience both positive and negative sustainability-related outcomes across
various periods of consumption. However, in order to consider possible negative outcomes,
consumers have to assess the sustainable impact of a decision, taking into consideration the
decision’s consequences for linked purchases when it comes to time and amount (Hamby and
Russell 2020; Thompson et al. 1995). For example, consumers’ decision to participate in car
sharing may initially help reduce their mobility-related carbon emissions. However, the self-
related benefits of using car sharing (e.g., lower prices, comfort) may gradually motivate the
consumer to replace even more environmentally advantageous mobility options, such as
walking or cycling (Table 1). As a consequence, car sharing’s negative impact on the climate
would increase rather than decrease on an aggregated consumption level, which has already
been observed (Kearney 2019; The Guardian 2016). Consumers use e-scooters instead of
walking, or they cruise around just for fun (statista.de 2020; Hollingsworth et al. 2019). The
same effect has been observed for ride-hailing services when consumers replace public trans-
portation or travel distances they had previously avoided, increasing carbon emissions up to
70% (Union of Concerned Scientists 2020). Similar observations were made in the circular

economy (Castro et al. 2022; Siderius & Poldner 2021) and the smart home sector, where
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consumers living in smart homes increased their energy usage (Walzberg et al. 2017). Alt-
hough such paradoxical side effects of seeming win-win situations are common and highly
relevant,” they have barely been investigated, especially through the lens of the consumer.

Table 1. Substitution of mobility alternatives by access-based consumption.

Car Taxi E-scooter Public Bike Foot No mobility
transport
Car sharing is substituting ... 18.25% 31.75% 0.32% 40.48% 5.56% 3.17%
Ride-hailing is substituting ... 24% 21% 1% 3%
E-scooter sharing is substituting ... 5.5% 19% 2.1% 37.1% 30%
Sustainable substitution Unsustainable substitutio;

1Umweltbundesamt (2021), 2Union of Concerned Scientists (2020), Tarnovetckaia & Mostofi (2022)

The multi-perspective theory of ambivalent consumption. This paper conceptualizes a
multi-perspective theory of ambivalent consumption to fill the outlined gap. We define am-
bivalent consumption as forms of consumption that offer consumers both self-related and so-
ciety-related benefits within a single consumption event, but which ultimately induce unno-
ticed harmful effects when considered across several consumption events (crowding-out ef-
fects).

This paper’s objectives are threefold. First, we define ambivalent consumption and its
characteristics. We systematically explain the major differences between ambivalent, conven-
tional, and sustainable consumption. We conceive the perceived self-society trade-off, which
is a key component of our theory (Table 2), and explicate that this trade-off exists not only in
a single consumption decision (consumption event), but also across several consumption
events (consumption lifetime). Second, we develop a multi-perspective theory (Cornelissen
2017; Maclnnis 2011) of ambivalent consumption, that differentiates the consumption event
perspective and the consumption lifetime perspective. The consumption event perspective
considers single decisions in which consumers have to decide for or against sustainable con-
sumption at a certain point in time, whereas the consumption lifetime perspective aggregates
several consumption decisions and evaluates the overall impact of an individual's consump-
tion. An isolated focus on events would ignore the cross-events ambivalence. Third, we out-
line directions for future research validating and applying this new consumption theory. Fi-

nally, we derive implications for managers, policymakers, non-governmental organizations

7 The relevance of these side effects is mirrored in the global growth rates of the sharing economy (expected in-
crease of 737% between 2022 and 2025; statista, 2022 a, b), the electric cars sector (expected increase of
23.06% between 2020 and 2026; statista, 2022c), or smart home systems (expected increase of 64.78% between
2022 and 2026; statista, 2022d).
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(NGOs), and consumers. We aim to stimulate future research on the unanticipated adverse
effects of seemingly sustainable win-win consumption decisions. To summarize, we hope to
encourage a paradigm shift in sustainable consumption research, from an approach that fo-
cuses on single consumption events to an approach that considers the entire consumption life-
time, to fully disentangle the sustainable consumption decision’s ethical dimensions.

Our theory contributes to ongoing scientific and public debates on the grand societal chal-
lenge of climate change. We question whether the associated ambivalent product and service
innovations as well as transitions in consumer behavior actually fit within the de-growth hy-
pothesis, which advocates for transformation toward a society that reduces its throughput
while improving quality of life (Kallis et al. 2012; Kallis 2011), or within ecological-eco-
nomic decoupling, which calls for an economy that thrives while causing no environmental
deterioration (Haberl et al. 2020). The post-growth movement (Daly 1996) and planetary
boundaries (Rockstrém et al. 2009) are two similar notions challenging the imperative of eco-
nomic growth. On a consumer level, various concepts, such as slow consumption, post-con-
sumerism, anti-consumerism, downshifting, or sufficient consumption (Cooper 2016; De
Graaf et al. 2014; Humphery 2010; Gossen et al. 2019), advocate a transformation of life-
styles in which consumers seek sources of happiness other than economic ones. Our theory of
ambivalent consumption incorporates the imperative to maximize profit by pursuing better,
not more, lifestyles within a constrained resource budget (Varey 2012). We also contribute to
the discussion whether many product innovations and business models that promise such
win-win situations can truly be considered responsible innovations when anticipating the un-
foreseen negative consequences of a sustainable or social innovation (Stilgoe et al. 2013;
Voegtlin and Scherer, 2017).

THE CONCEPT OF AMBIVALENT CONSUMPTION

The transition from conventional to sustainable to ambivalent consumption

Following a traditional economic framework, traditional marketing seeks to maximize rev-
enues (Lim and Ting 2011). The emphasis of this paradigm is on products and services’ di-
rect benefits for the consumers (e.g., Achrol and Kotler 2012; Bartels 1988), encouraging
them to buy more to satisfy their individual needs (Csikszentmihalyi 2000; Swim et al.,
2011). Growth is the primary goal of this approach, and traditional marketing has thus been
chastised for promoting the development toward an affluent society (Galbraith 1998).

While conventional marketing emphasizes self-related benefits that dominate consumers’

decision-making, sustainable consumption has shifted the focus to society-related benefits
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(White et al. 2019; Young et al. 2010). White et al. (2019, p. 3) defined sustainable consumer
behavior as “actions that result in decreases in adverse environmental impacts as well as de-
creased utilization of natural resources across the lifetime of the product, behavior, or ser-
vice.” Yet, research shows that many consumers who express favorable attitudes toward sus-
tainable consumption do not act in accordance with their stated values and do not consume
sustainably (White et al. 2019; Carrington et al. 2010; Auger and Devinney 2007). This atti-
tude-behavior gap is one of today’s biggest challenges for marketers, companies, public poli-
cymakers, and nonprofit organizations (White et al. 2019; Prothero et al. 2011). A major rea-
son for the gap is that consumers of sustainable products often perceive a trade-off. While
sustainable products promise superior society-related benefits (e.g., animal welfare, and car-
bon emission reduction; van Doorn and Verhoef 2015; White et al. 2019), consumers often
believe that the conventional alternatives are more beneficial to themselves (e.g., lower

prices, lower transactional costs, higher quality, higher efficiency, higher durability; Luchs et

al. 2010). Consumers eventually believe that they have to choose between benefits to them-

selves and benefits to the environment.

Table 2. Relevant Business Models Prone to Ambivalent Consumption.

Consumption Event
Perspective

Consumption Lifetime
Perspective

Domain

Self-Related Benefits

Society-Related Benefits

Potential Crowding-Out Effects

Sharing Econ-
omy

Examples: Car, e-
scooter, bike
sharing, food
sharing, ride shar-
ing, tool sharing
Circular
Economy
Examples: Sec-
ond-hand plat-
forms / markets,
repair services
Electric
Mobility
Examples: Elec-
tric cars, scooters,
bikes, etc.

Smart

Homes
Examples: Smart
thermostats,
smart radiator
valves

- Lower-priced and more convenient than

conventional (individual) transport op-
tions.

- Constant access to products and ser-

vices that are important but seldom
used (and thus not purchased).

- Discourages practices like planned ob-

solescence, which means that products
are more durable and innovative.

- Second-hand products, repair services

and refurbished products are cheaper
than new products.

- Prices for electric vehicles are decreas-

ing.

- Recharging these cars is cheaper than

filling up conventional cars.

- More convenience, for example, when

smart thermostats and smart radiator
valves are already turned on when the
consumer arrives at home.

- Energy savings and therefore financial

savings.

- Consumers share modern and energy-

efficient products.

- Resource sharing of consumers.
- Less environmental side effects, such

as traffic congestions in cities due to
less vehicles on streets.

- Materials are managed more effi-

ciently through reuse of products and
materials.

- Reduced the use of non-renewable re-

sources and lower carbon emissions.

- Electric cars emit less greenhouse

gases and air pollutants over their life
than conventional cars (vehicle pro-
duction and generation of electricity
required to fuel the car considered).

- Individuals consume less energy

(more efficient) and therefore help
the environment.

- Substitution of more sustainable al-

ternatives.

- Non-sustainable consumption pat-

terns are falsely recognized as sus-
tainably, for example, consumers
use non-pooled ride-hailing.

- Owing to the lower prices, consum-

ers can afford more products.

- Platforms and markets increase

electronic shopping and carbon
emissions for deliveries and return
shipping.

- Consumers increase their car driv-

ing behavior by driving longer or
more often and substitute alterna-
tives that are completely emission-
free (bicycling, walking).

- Consumers might focus on non-

economic benefits, for example,
when turning on the heater while
they are on their way home.

Despite marketing efforts to promote the self-related benefits of sustainable products (e.g.,

self-enhancement; Legere and Kang 2020; healthiness; Baudry et al. 2018), higher perceived

costs continue to impede sustainable consumption (Green and Peloza 2014; White et al.

2019). As already described, in light of digitalization, innovations, governmental regulations,
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and economies of scale, markets were able to reduce prices for sustainable products, giving
an increasing number of people the chance to choose sustainable products without abandon-
ing their personal interests (Deloitte 2016). Table 2 illustrates several examples of such busi-
ness models, their characteristics from both the consumption event perspective and the con-

sumption lifetime perspective, and also possible crowding-out effects.

Conceptualizing ambivalent consumption

Ambivalence entails a torn or mixed feeling about an attitude object (Thompson et al.
1995) or when the good is inconsistent (Brogaard and Gatzia 2020). For example, consumers
may perceive a particular consumption activity as impacting their own lives positively and
negatively with regard to the consumer activity’s impact on the environment (reducing car-
bon emissions) and on their individual benefits (spending more money). These emotions may
arise either as a result of internal processes or as a reaction to external factors (Hamby and
Russell 2022). The former occurs, for example, when consumers psychologically contrast the
good with negative aspects of an activity. Emotions as a reaction to external factors comprise
diverging advertising messages that inform customers of benefits they cannot obtain. Never-
theless, ambivalent situations have thus far only been explored when witnessing a single
event but not when witnessing numerous events.

Previous studies have demonstrated that when confronted with ambivalence, individuals
process information selectively (Clark et al. 2008) and focus on information that can help
them feel less ambivalent (Hamby and Russell 2020). These justification and rationalization
processes further support the imperative to monitor across-event ambivalence. This is be-
cause consumers may focus on the win-win situation within an event to reduce their feeling
of ambivalence, and as a result they may nurture crowding-out effects across several events
and unintentionally enhance across-event ambivalence. Researchers refer to crowding-out ef-
fects when the introduction of a new incentive, investment, or business model may supplant
established (and normatively preferred) alternatives (e.g., Barro 1990; Deci and Ryan 1980;
Titmuss 1970). It is critical to understand that the notion of ambivalent consumption involves
more than just the overlap or integration of sustainable and conventional consumption. Am-
bivalent consumption incorporates self-related and society-related benefits but adds an

across-event evaluation to reveal its ambivalence (Table 3).
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Table 3. Differentiating Conventional, Sustainable, and Ambivalent Consumption.

Type of Definition Benefits SE/SO A-B- LT Hurdles for sustainable con- Main literature in
consumption (mainly for ...) trade-off gap sumption marketing research
SE SO EV LC -+
Conventional ... is designed to fulfillim- e . ° . Sustainable consumption is  Achrol and Kotler
Consumption  mediate self-related needs not intended (2012); Bartels
and seems to work with in- (1988); Csikszentmi-
finite resources. halyi (2000); Swim et
al. (2011)
Sustainable ... respects the limited ca- ° ° ° . e Sustainable consumption in-  White et al. (2019),
Consumption  pacity of resources and tended but not realized, for ex-Luchs et al. (2010),
takes consequences into ac- ample, due to higher financial Young et al. (2010),
count that lie outside the costs or other non-monetary  Prothero et al, (2011)
self and often in the future. costs.
Ambivalent ... should fulfill self-re- . ) ° e e |[solated consumption events This paper
Consumption  lated and society-related are sustainable (consumption
needs but bears the risk of event) but may provoke ad-
pseudo-sustainable con- verse effects through the crea-
sumption when it comes to tion of demand, distortion of
the aggregated evaluation consumption, and substitution
of consumption. of sustainable options (con-

sumption lifetime).
SE: self; SO: society; EV: within single events; LC: across the lifecycle on an aggregated level; A-B gap: attitude-behavior gap, LT: long-
term consequences can be positive/negative

The self-society trade-off

Consumption value. Consumer decisions are frequently based on a mental balancing of
subjective benefits and costs, with this benefits-cost calculation establishing the individual
consumption value (Freestone and McGoldrick 2008). Subjective costs reflect the actual and
implied sacrifices consumers have made, whereas subjective benefits refer to what they ob-
tain in return for using a product or service (Woodruf 1987; Zeithaml 1988). It is important to
emphasize that benefit and cost perceptions are subjective and relative to reference points
(e.g., price of product alternatives). As a result, the prominence of a product’s subjective ben-
efits and costs may differ among individuals, goods, and situations. Some consumers, for ex-
ample, prioritize health, while others prioritize cost savings (Woodall, 2003). The ratio of
these benefits and costs equals the subjective consumption value (equation 1) (Woodroff
1987; Zeithaml 1988).

Equation 1. Consumption value

Y benefit

value =
Y cost

1)

Note: If value between 0 and 1: costs>benefits; if value >1: costs<benefits
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Self-related and society-related benefits and costs. When deciding whether to buy prod-
ucts that have sustainable features, consumers assess the benefits and costs for themselves
against the benefits and costs for others.® Society-related benefits encompass the welfare of
other human beings, society as a whole, and the environment (van Doorn and Verhoef 2015;
White et al. 2019). Self-related benefits encompass health-related, quality-related, functional,
hedonic, self-identity-related, and status-related benefits (Campbell and Winterich 2018;
Griskevicius et al. 2010; Tezer and Bodur 2020; van Doorn and Verhoef 2015). On the other
hand, consuming is often associated with self-related costs (e.g., price, acquisition costs, con-
sumption costs, disposal costs; e.g., Lamberton and Rose 2012) and society-related costs
(e.g., carbon emissions, habitat destruction).

The evaluation of self-related costs and benefits varies among individuals. For example,
some consumers view a product’s low price as a self-related benefit (compared to product al-
ternatives), while other consumers may still consider it self-related costs (compared to no
consumption). There is also a subjective viewpoint on society-related benefits and costs. For
example, some individuals consider it a benefit if a sustainable product is less harmful to the
environment than a conventional product. Others may regard any harm to the environment as
a society-related cost. Hence, when determining the net value of an ambivalent consumption
option for the consumer, it is necessary to consider the subjective perspective on benefits and
costs (Equation 2).

Equation 2. Self-related and society-related costs and benefits

I _ » benefitse;f > benefitsociety 2
valu€gc—epent = 3 cost 3 tempi ( )
self COSlsociety

Notes. ac = ambivalent consumption; event = consumption event perspective

A self-society trade-off is likely when self-related costs outweigh self-related benefits

(X benefitsey <X costy,s), While society-related benefits outweigh society-related costs

8 At the most basic level, research on sustainable consumption differentiates between three types of benefits and
costs: self-related, other-related, and environment-related costs. First, the self-related orientation covers the ten-
dency for consumers to optimize their individual gains, which can also be labeled as profit (Elkington 1994) or
egoistic values (Schultz 2001; Stern et al. 1993). Second, the other-related orientation reflects the consumers’
concerns about other people in current and future generations. Third, the environment-related orientation refers
to the wellbeing of the biosphere and non-human beings. Literature commonly integrates the other-related orien-
tation and the environment-related orientation into a single umbrella term (Mai et al. 2021; van Doorn and
Verhoef 2015), merging benefits outside the self which are separated by others, such as “people and planet”
(Elkington 1994), “altruistic and biospheric” (Schultz 2001), or “humanistic and biospheric” value (Stern et al.
1993). For our theory development and in line with prior research, we collapse both orientations and label them
society-related benefits (van Doorn and Verhoef 2015).
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(T benefitsociery > T costsociery-)- NOtably, self-related benefits and society-related benefits corre-
late negatively in the majority of sustainable purchase decisions (Luchs et al. 2010; Mai et al.
2019), thus symbolizing the self-other trade-off in sustainable consumption. In contrast, the
consumption act in ambivalent consumption implies a positive correlation between self-re-

lated benefits and society-related benefits.

Consumption event versus consumption lifetime perspective

Consumption event. A consumption event is a particular consumer decision at a certain
point in time. In an ambivalent consumption event, consumers do not infer a trade-off be-
tween self-related and society-related benefits. In an ambivalent consumption event, self-re-
lated benefits outweigh self-related costs (3 benefit,.;r > ¥ costs,r), Whereas society-related
benefits outweigh society-related Costs (T benefitsociery > ¥ coStsociety)-

To illustrate the concept's real-world ramifications, in the following we apply our theory to
the mobility context in various cases and scenarios with varying benefits and costs (Table 3).
Assume that a consumer has to travel a distance of five miles. It is raining outside, therefore
walking and biking are unfavorable options. The consumer can choose from the following ur-
ban mobility options: car, taxi, public transportation. Each option is associated with a specific
traveling time, monetary costs, and carbon emissions (Umweltbundesamt 2021). In Table 4,
we outline the options’ absolute costs and demonstrate how consumers evaluate the trade-off
with regard to the options’ relative benefits. The savings of each mobility alternative in rela-

tion to the poorest choice reflect the mobility option’s (relative) benefits.®

Consumption lifetime. While research often focuses on consumers conducting single con-
sumption decisions isolated from other decisions, these decisions are in fact often imbedded
in a larger consumption habit (White et al. 2019). This perspective is fundamental to the pro-
posed concept of ambivalent consumption, since consumers are expected to have varied eval-
uations of individual consumption events and their aggregation over several events (Mai et al.
2021). To that purpose, we include the consumption lifetime perspective, which refers to con-
sumers’ aggregated consumption over time and contexts. This perspective therefore examines
the self-related and society-related benefits across various events (Equation 3). Taking multi-

ple consumption events into account, previous literature asserts that society-related benefits

9 We calculate relative benefits/costs by dividing the best option’s benefits by the benefits of a certain option
(e.g., time valuepy, = 10/20= 0.5. We calculate the best option’s value by dividing the next best option’s benefits
by the best option’s benefits (e.g., time valuecy = 15/10 =1.5).
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are effective in stimulating consumers' initial participation in sustainable consumption (con-
sumption event perspective) but identify self-related benefits and costs as the drivers that ac-
tually enable such consumption to be sustained over time (consumption lifetime perspective)
(Mai et al. 2021). Nonetheless, previous literature frequently overlooks the interconnected-
ness of decisions and predominantly focuses on the evaluation of one decision’s or one con-
sumption act’s influencing factors. Therefore, research often neglects the possible crowding-
out effects that occur when evaluating decisions across multiple consumption events.

Since consumers enjoy self-related benefits as well as society-related benefits in ambiva-
lent consumption events, they should find it simpler to continue pursuing or repeating such
consumption practices in future consumption episodes. This repeatedly enjoyed self-benefit
for the customer (self-related benefit) does not necessarily result in additional societal bene-
fits over the consumption lifecycle. Whenever the aggregated consumption of ambivalent
products exceeds a certain level, the initial society-related benefits diminish and the con-
sumption becomes pseudo-sustainable. According to this logic, the consumer value of ambiv-
alent consumption includes not only the immediate realization of self-related benefits and
costs as well as immediate society-related ones, but also accumulated long-term repercus-
sions for future generations and the environment as a result of consuming across multiple
events.

Equation 3. Consumption lifetime perspective

Y
T
Xty* benefitserr Xt,y* benefitsocietcy
value,._jifotime = E : + 3
ac-lifetime [( Xt,y* COStself Xt,y* COStsociety ( )
t=0 y
y=0

Notes. ac = ambivalent consumption, lifetime = consumption lifetime perspective, where x = amount of consumption in a
specific area, x € N and y = areas of ambivalent consumption

Crowding-out effect

According to theories of crowding-out effects (e.g., Barro 1990; Deci and Ryan 1980; Tit-
muss 1970), the introduction of a new incentive, investment, or business model may supplant
established (and normatively preferred) alternatives (Vollan 2008). External interventions
(such as monetary incentives) can undercut internal drivers (motivational crowding out; Frey
& Jegen 2001; Frey and Oberholzer-Gee 1997), or government expenditures can substitute
private investments (economic crowding out; Barro 1990; Ahmed and Miller 2000). With re-
gard to ambivalent consumption, efficient technologies such as car sharing crowd out suffi-

cient or more sustainable practices like biking. In the context of ambivalent consumption, we
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propose three forms of crowding-out effects: the creation of new demand, the distortion of
consumption, and the substitution of sustainable options.

Customers who have access to previously unavailable goods and services develop new
needs, which results in the creation of new demand. For example, Schaefers and colleagues
discovered that the access to sharing offers reduces non-consumption significantly (Schaefers
et al. 2018). Formally, demand rises over the course of the consumption lifetime (Demand:
AX > 0).

Consumption is distorted if the consumption’s relative marginal benefit to the environ-
ment (i.e., compared to the product alternatives) decreases over the consumption lifetime,
even turning negative at a particular tipping point. The risk there is that consumers maintain
the belief that their actions are still environmentally friendly. For instance, in the context of
ride-hailing, many consumers only see the environmental benefits that come with sharing the
resource, in this instance the car, and ignore the consequences of deadheading (i.e., traveling
without passengers to a meeting point). Deadheading may result in a very low vehicle occu-
pancy rate (Henao and Marshall 2018), making ride-hailing sometimes a less environmentally
friendly option for transportation than other mobility options. Formally, the society-related
benefits of ambivalent choices shrink with aggregated consumption, giving another option a
relative advantage (AOptionBsociety-related < 0).

A substitution of sustainable options occurs when consumers substitute sustainable prod-
ucts and services with ambivalent options during the consumption lifetime (Zink and Geyer
2017). Reck and colleagues (2022), for example, found that individuals use shared e-scooters
and e-bikes to replace transportation alternatives that release less CO. Formally, the relative
self-related costs of an alternative drop owing to another context, resulting in a relative disad-
vantage of the ambivalent option and another ideal alternative (AOptionDsociety-related > 0).

An isolated consumption event perspective may imply that ride-hailing is a viable choice.
However, from a consumer lifetime perspective, this alternative may cause crowding-out ef-
fects that go unreported. Example 2 (Table 5) elaborates on this phenomenon and applies it to

the real world.
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Table 4. Benefits of consumption opportunities throughout different examples

car  taxi pub  pool nopool bike | Example

Example 1.1 Relative benefits per mobility option Consumers want to choose a sustainable mobility option but infer a trade-off between self-related

benefits (e.g., less time) and society-related benefits (e.g., lower CO2 emissions). Consumers may ex-

Self-related benefit time (i.e., faster) 15 0.7 0.5
clude the options of walking and biking due to the weather and time conditions, leaving the car, taxi,

Self-related benefit money (i.e., 20 02 0.5 2 | al ! : 3 \ (

cheaper) and public transport as remaining options. Taking the car is the option with the most self-related ben-
Society-related benefit CO2 emissions 0.5 05 21 efits (i.e., the least time and lowest monetary costs), while taking public transport provides the most
(i.e., less carbon emissions) - society-related benefits (i.e. lowest carbon emissions of the remaining options). This leads to a trade-
Trade-off yes . yes off between relative self-related benefits for the car (1.5, 2.0) and relative society-related benefits (2.1)

for public transport (Example 1.1).

Example 1.2 Relative benefits per mobility option ) - - . o . L .
P P yop Owing to recent innovations, the set of available mobility options for consumers is widened by ride-

Se:f-re:ateg genef!t time (|.e:, faster) 0.8 0.7 0.5 13 hailing (pooled, electric vehicles) as an ambivalent consumption option. Now, consumers will proba-

Sﬁefégif)te enefit money (i.e., 10 02 02 10 bly choose ride-hailing, as this improves the ratio of benefits. Since both benefits can be enjoyed sim-
Itaneously, the con er does not infer a trade-off (Example 1.2).

Society-related benefit CO2 emissions 0.3 0.3 0.7 15 urianeously SUMET coes not Inter a fra (Examp )

(i.e., less carbon emissions)

Trade-off . . yes no

Notes. walk: walking; bike: going by bike; car: going by own car; taxi: going by taxi; pub: go by public transport; pool: ride-hailing (pooled, electric); nopool: ride-hailing (not pooled, not electric); underlying time values are based on Google Maps estimations
for a 5 miles travel with the particular mobility option in a mid-sized Western European city; underlying monetary values are based on estimations for spendings for a 5 miles travel with the particular mobility option in a mid-sized Western European city;
underlying carbon emissions are based on information provided by the Umwelbundesamt (2021).

Table 5. Benefits of consumption opportunities through different examples

car taxi pub pool nopool bike | Example

Example 2.1. Relative benefits per mobility option Creation of new demand: Consumers cover routes by car that they would not have taken otherwise, for
Self-related benefit time (i.e., faster) 0.8 05 0.4 1.3 example, to the next shopping facility for impulse buying. In this case every transportation option has a
Self-related benefit money (i.e., 20 02 05 2.0 relative disadvantage, because not taking a route is always faster, cheaper and emits less carbon emis-
cheaper) sions than taking it regardless of which transportation mode consumers use.
Society-related benefit COz emissions 05 05 2.1 05 Distortion of consumption: Consumers use ride-hailing when they do not share the car with other pas-
(i.e., less carbon emissions) — sengers. They infer the same society-related benefits as for pooled vehicles in the previous consumption
Trade-off yes . yes yes event(s) (column “pool”), although the n_on-ppoled alterngtlve is less benef_ICIal (column “nopool™).

Example 2.2. Relative benefits per mobility optio Therefore, ride pooling actually has a relative disadvantage in terms of the society-related benefits/costs
Self-related benefit time (i.e., faster) 0.5 0.4 19 0.5 0.5 (Example 2.1).

. s ' ' ' ' p— Substitution of sustainable options: Consumers use ride-hailing for a certain route, even when the sun

;e]gégilgtw benefit money (i.e., 01 0.2 03 03 3.0 is shining, because they categorized it as environmental friendly. In this context, the bike is theoretically
Society-related benefit CO; emissions 0.0 0.0 0.0 0.0 246 E:it“r;ot practically included in the set of mobility options, leading to a relative disadvantage of ride
. T g (Example 2.2).
(i.e., less carbon emissions)
Trade-off no

Notes. walk: walking; bike: going by bike; car: going by own car; taxi: going by taxi; pub: go by public transport; pool: ride-hailing (pooled, electric), nopool: ride-hailing (not pooled, not electric); underlying time values are based on Google Maps
estimations for a 5 miles travel with the particular mobility option in a mid-sized Western European city; underlying monetary values are based on estimations for spendings for a 5 miles travel with the particular mobility option in a mid-sized Western
European city; underlying carbon emissions are based on information provided by the Umwelbundesamt (2021).
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The distinguishing characteristics of ambivalent consumption

Next, we distinguish the concept of ambivalent consumption from sustainable and conven-
tional consumption, based on four constitutive criteria (Table 6) that are central to this novel
concept. The first criterion is the dominant trade-off. In conventional consumption, consum-
ers choose between different products in order to maximize their self-related benefits (e.g.,
Solomon et al. 2017). The majority of sustainable consumption decisions require customers
to renounce self-related product benefits (e.g., higher effort, higher costs, inferior quality,
poorer availability) in exchange for a gain in society-related benefits (e.g., other people, the
environment, future generations) (Campbell and Winterich 2018; Luchs and Kumar 2017;
White et al. 2019). These trade-offs exist both in isolated consumption events and across sev-
eral events throughout the whole consumption lifetime. In ambivalent consumption events,
consumers choose products and services with superior self-related and society-related fea-
tures over other consumption options. This lack of a self-society trade-off may, however,
elicit crowding-out effects in the consumption lifetime. A trade-off between self-related bene-
fits and society-related benefits therefore emerges across consumption events.

Second, the ambiguity of motives for consumption decisions refers to whether other indi-
viduals have enough information to understand the consumers’ genuine motives for their
choices (Mullen and Monin 2016). According to costly signaling theory, consumption
choices might act as indications for others to understand the consumers’ underlying traits and
motives (Gintis et al. 2008). How much a consumer is seemingly willing to forgo in order to
contribute to society will have a significant impact on whether others believe that society-re-
lated motives motivate the consumer's consumption decision (Willer 2009). In sustainable
consumption, costly signals therefore unmistakably demonstrate society-related intentions,
because the majority of sustainable consumption decisions require consumers to forego self-
related benefits in favor of society-related benefits (Griskevicius et al. 2010; Willer 2009).
Given that consumers of ambivalent products do not forego self-related benefits and therefore
send no costly signals, others require additional information, such as past behavior, to clearly
identify the consumers' underlying motivations. Interaction with the social environment is
crucial in the context of sustainable consumption (White et al. 2019), and therefore the ambi-
guity of motives in ambivalent consumption has significant ramifications.

Third, the transformation of consumption habits differs among the types of consumption.
Many conventional consumption processes (e.g., food consumption, transportation, energy

and resource use, shopping, and disposal of products) are learned and repeated over time and
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thus become habitual. Individuals seeking to consume more sustainably must therefore fre-
quently replace these automatic behaviors with more effortful new responses (White et al.
2019). In contrast, consumers may construe ambivalent consumption as providing the ad-
vantage of an easy and persistent habituation of consuming sustainably due to the inclusion of
the automated, habituated process of maximizing self-related benefits. Given the enjoyed
self-related benefits, a deliberate decision for sustainability is much less necessary to convert
ambivalent consumption into an automatic, habitual practice.

While conventional consumer activities usually have immediate and direct consequences
for the self, the desired outcomes of sustainable choices often lie in the distant future, outside
the self, and may not even become noticeable in the individual’s lifetime. Humans generally
regard payoffs that are in the near future as more desirable than payoffs in a far future
(Hardisty and Weber 2009). Consuming sustainably frequently necessitates consumers ac-
cepting a long-time horizon for outcomes to be realized (Joireman et al. 2001). Furthermore,
they must be willing to set aside their concrete individual interests for the sake of others’ ab-
stract future benefits (White et al. 2019). For these reasons, individuals frequently choose
conventional over sustainable options (e.g., Muraven and Baumeister 2000). By contrast, am-
bivalent consumption does not demand sacrifices in the present for the sake of long-term ben-
efits but covers both short-term and long-term consumption gratifications (Amel et al. 2017).
Society-related outcomes, which are abstract and accompanied by uncertainty and interde-
pendencies (Reczek et al. 2018), are achieved alongside self-related outcomes that are con-
crete as well as temporally and physically near to the self. Hence, the latter minimizes the un-
certainty of sustainability. The communicated sustainable outcome may automatically appear
clearer and closer than in sustainable consumer behavior. This perceived tangibility can also
be used to make the negative implications of crowding-out effects more feasible and there-
fore more crucial to avoid.

These criteria necessitate a paradigm shift from selling sustainable products and services
(White et al. 2019) to encouraging sustainable consumption lifestyles (Lim 2016). This essen-
tial shift is analogous to the transition from transaction to relationship marketing in the sale of
conventional products and services (Gronroos 1994). Transaction marketing revolves around
creating single, isolated consumption decisions at a time, using the marketing mix, whereas
relationship marketing focuses on building long-term relationships and is geared toward ac-
quiring and retaining consumers (Grénroos, 1994; 1995). Similarly, sustainability marketing
focuses on increasing the quantity of sustainable products sold (White et al. 2019), whereas

ambivalent marketing considers the interconnectedness of single consumption decisions and
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their aggregated (potentially negative) consequences across events—the emphasis thus shifts

to selling the appropriate sustainable products and moderating consumption intensity.
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Table 6. Characterizing Ambivalent Consumption.

Criteria

Conventional Consumption

Sustainable Consumption

Ambivalent Consumption

Dominant trade-off

Consumption event perspective

Consumption lifetime perspective

Ambiguity of Motives
(Perceived) main consumption motives
Consumption ambiguity
Pro-social costly signals
(Transformation of) consumption habits
Consumption processes

Habit transformation

Transformation of automatic/controlled
consumption processes

Distance of consequences

Time horizon of gratification

Psychological distance of outcomes

Consumption event and consumption life-
time self-self trade-off

Trade-off between various self-related benefits

Ongoing self-self trade-off @

Unambiguous self-related motives

Self-related motives
Morally unambiguous
Low

No sustainable transformation
Consumption processes are habitual © 9
Not required 99

Ongoing automatic (non-deliberative) con-
sumption processes 9 ©

Concrete and in present

Primarily short-term individual consequences,
can be experienced straight after the decision ©

Usually relatively clear, certain, and temporally
and physically near to the self ©

Consumption event and consumption lifetime
self-society trade-off

Trade-off between self-related and society-re-
lated benefits

Ongoing self-society trade-off ?

Unambiguous society-related motives

Society-related motives
Morally unambiguous
High

Effortful sustainable transformation
Consumption processes are not habitual
Required ©

Automatic (non-deliberative) processes are re-
placed by controlled processes (deliberative) ?

Abstract and in future

Long-term societal outcomes, immediate aban-
doning of positive experiences in the present) ?

Often associated with abstract actions, uncer-
tainty, and difficult to grasp or quantify 9

Consumption lifetime self-society trade-off

No trade-off

Trade-off between self-related and society-re-
lated benefits

Ambiguous motives

Self-related and/or society-related motives
Morally ambiguous
Moderate

Easy sustainable transformation
Perpetuation of habituation processes © 9
Not required ©

Automatic processes (non-deliberative) are re-
placed by less controlled processes (non-deliber-
ative) 9©)

Concrete and abstract

immediate benefits for the self while simultane-
ously pursuing long-term positive societal out-
comes in future

Outcomes for the individual are certain and tem-
porally and physically near

References: a) Solomon et al. (2017), b) Campbell and Winterich (2018), c) Verplanken and Roy (2016), d) Kurz et al. (2014), e) White et al. (2019), f) Amel et al. (2017), g) Reczek et al. (2018)
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TOWARD A THEORY OF AMBIVALENT CONSUMPTION

Having defined and conceptualized ambivalent consumption, we now lay the grounds for a
theory of ambivalent consumption visualized in Figure 1. We develop our multi-perspective
theory of ambivalent consumption with five research propositions using a proposition-based
approach to theorizing (Maclnnes 2011). First, we detail why and how consumers do not in-
fer a self-society trade-off in consumption events and why the self-society trade-off becomes
apparent from the consumption lifetime perspective (P1). Second, we propose how consum-
ers can become aware of the self-society trade-off throughout the consumption lifetime and
we examine the implications for their consumption (P2). Third, we explain the gap between
consumers' perceived and actual contributions to society when they are unaware of the self-
society trade-off throughout the consumption lifetime (P3). Fourth, we elucidate how the so-
cial context shapes the perceptions and results of ambivalent consumption (P4) and, fifth,

how consumers may (strategically) consume ambivalently to enhance their self-image (P5).

Figure 1. The framework of ambivalent consumption.
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Self-society trade-off from the consumption event and lifetime perspectives
As the first central premise, we propose that the self-society trade-off is differently rele-

vant to consumers from the perspective of the individual consumption event and from the
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perspective of the aggregated consumption lifetime. The “traditional” self-society trade-off is
the central reason for the sustainable attitude-behavior gap (White et al. 2019). The low-cost
hypothesis of environmental behavior specifies that when self-related costs are relatively low
or when self-related gains are high, environmental attitudes translate into sustainable activi-
ties (Diekmann and Preisenddrfer 2003). Since ambivalent consumption scenarios are charac-
terized by consumption that deliver both society-related but also substantial self-related bene-
fits, this trade-off is non-existent or not relevant to consumers from an isolated consumption
event perspective. Consumers can therefore bridge the attitude-behavior gap in an ambivalent
consuming event. This has various ramifications. First, unlike in many other cases of sustain-
able consumption, consumers with (very) low environmental attitudes may nevertheless be
driven to consume products with sustainable features, but mostly for self-related reasons.
Second, although customers often claim to value sustainability for its own sake, research has
demonstrated that this seemingly favorable feature carries a liability because people associate
sustainability with weaker product strength and quality (ethical = less strong perception; Mai
et al. 2019). Following research on sustainable consumption (e.g., Luchs et al. 2010), healthy
eating (Mai et al. 2019), marketing communication (Mukherjee and Dubé 2012), and behav-
ioral psychology (Petty and Cacioppo 1986), additional arguments, such as product attributes
with self-related benefits, may eliminate the perception of sustainability as a liability. For
these reasons, we suppose that in ambivalent consumption, sustainable attributes are not con-
strued as such a liability. Third, research in the sustainable consumption context has demon-
strated that implicit and explicit mechanisms can diverge significantly or even conflict (Mai
et al. 2019). For example, consumers may deliberately report favorable attitudes toward sus-
tainable products, but implicitly recognize them as weak. This misalignment between deeply
ingrained implicit (negative) attitudes and self-reported explicit (positive) attitudes can lead
to a mismatch between self-reported sustainable attitudes and sustainable activities. In con-
trast, in ambivalent consumption, consumers with strong explicit but weak implicit sustaina-
ble attitudes may nevertheless consume products with sustainable attributes, but for self-re-
lated reasons.

Switching from the consumption event to the consumption lifetime perspective implies
considering various consumption decisions and their aggregated impact across consumption
events. Research shows that many consumption habits are typically unsustainable (Ver-
planken 2011). Sustainable habits therefore necessitate routine modifications that are fre-
guently more deliberate, volitional, and controlled. Scholars have investigated a variety of

strategies to disrupt automatic (conventional consumption) processes (Walker et al. 2015).
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Still, to begin and maintain sustainable consumption, individuals must actively process each
consumption decision, supported by incentives for repeating these actions (Abrahamse et al.
2005; Tiefenbeck et al. 2018). With regard to ambivalent consumption, habituation is facili-
tated through the presence of notable self-related benefits and hence incentives to repeat the
consumption actions (Mai et al. 2021). Consumers, however, run the risk of doing too much
of a good thing, expanding their consuming pattern in an unacceptably destructive amount
(crowding-out effects). The self-society trade-off may therefore be non-existing from the con-
sumption event perspective, but this trade-off may materialize in the aggregated consumption
evaluation across events (P1). Consumers can be aware (P2) or unaware (P3) of the self-soci-
ety trade-off and use different techniques to cope with it in private and social circumstances
(P4, P5). We propose:

P1. In ambivalent consumption, consumers are less likely to infer a self-society trade-off in
consumption events. This facilitates the habituation process, but may result in crowding-
out effects. These unfavorable societal implications prompt a new self-society trade-off

across events from a consumption lifetime perspective.

Awareness of the self-society trade-off in ambivalent consumption

Second, we propose that the novel self-society trade-off is not always visible to consum-
ers. This results in different mental stages and different coping strategies and behaviors. In
sustainable consumption, the attitude-behavior gap often triggers cognitive dissonance
(Festinger 1957; Thorgesen 2004). To resolve this dissonance, consumers engage in cognitive
strategies and defensive mechanisms, such as various neutralization techniques (Bersoff
1999; Gruber and Schlegelmilch 2014; Chatzidakis et al. 2007), moral licensing (Blanken et
al. 2015), etc.

Although the missing self-society trade-off makes cognitive dissonance less likely to occur
in ambivalent consumption events, the impending self-society trade-off (P1) has the potential
to cause cognitive dissonance at any point during the consumption lifetime. As a result, the
distinctive characteristics of ambivalent consumption (Table 6) necessitate the investigation
of a novel set of strategies to dissolve or conceal consumers' cognitive dissonance throughout
the consuming lifetime (Figure 2). It is important to emphasize that awareness of the self-so-
ciety trade-off does not always result in cognitive dissonance, in particular in consumers with
weak pro-environmental attitudes. The implications for these consumers will be discussed in

P3, along with those for unaware consumers.
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Figure 2. Consumers’ behavioral responses to ambivalent consumption.
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Consumers are expected to engage in denial of the negative effects as an initial protective
reaction to alleviate cognitive dissonance. Since consumers do not at first perceive conflicted
consumption decisions as societally detrimental (consumption event), such cognitions may
serve them as an effective basis on which to dismiss prospective negative societal impacts
across consumption events (consumption lifetime). In the most basic form of this strategy,
consumers can extrapolate the positive recognition of their contribution to society from the
single consumption event to the aggregated consumption lifetime. Consumers, for example,
may simply dismiss the increased emissions caused by the increased use of car sharing. If
consumers become aware of an evolving self-society trade-off at a certain point, they may
smoothly return to their previous (harmless) view on their consumption behavior. This pro-
cess can result in two distinct consumption modes: First, in the reckless consumption mode,
consumers are preoccupied with self-related benefits of their consumption while ignoring the
(negative) environmental repercussions. Ambivalent consumption leads to decision-making
processes that are similar to those of conventional consumption; that is, consumers balance
out different self-related interests to arrive at a consuming choice. Second, in the self-delud-
ing consumption mode, consumers exaggerate the positive societal impact of their consump-

tion decision by comparing their choice downward to (more harmful) alternatives, an effect
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that is known as justification by comparison (Cromwell & Thurman, 2003). If performed
consumer behaviors are not controlled by external market conditions (sufficiency by con-
strained supply) or by the consumer's internal needs (sufficiency by constrained demand),
both consuming modes may eventually produce crowding-out effects. Customers may, for
example, recognize the environmentally detrimental impacts of frequently using car sharing
instead of walking. They may, however, quickly revert to their convictions of car sharing as
an environmentally friendly mobility option compared to, for example, using their own car;
in comparison to other choices, they focus on spending less money (reckless consumption) or
generating less carbon emissions (self-deluding consumption).

Neutralization and rationalization techniques, such as creating counter-arguments, are an-
other approach consumers use to fight the temptation to change their behavior (Kunda 1990).
These strategies essentially try to maintain a (biased) ethically acceptable categorization of a
less sustainable consumption decision (Bersoff 1999; Gruber and Schlegelmilch 2014;
Druckmann and McGrath 2019; Chatzidakis et al. 2007). For example, to prevent feelings of
guilt for using car sharing instead of public transport, consumers use motivated reasoning to
obtain supportive information like the sustainable connotation of car sharing while downplay-
ing contradictory evidence, such as the increased carbon emissions for doing so (Bhattachar-
jee et al. 2012; Kunda 1990). Another consumer strategy is to downplay their own impact on
society. This justification of being a small agent reflects a perceived lack of effectiveness
(Klein et al. 2004). Furthermore, consumers may utilize their own previous or anticipated
moral behavior as a rationalization and justification for their subsequent bad behavior, a prac-
tice known as moral licensing (Blanken et al. 2015). Owing to the ambiguous nature of am-
bivalent consumption, consumers may construe their activities as being sustainable and might
use them as a moral license to justify future societally harming actions. In a food-decision
context, the influence of moral licensing across many consumption decisions was recently
supported (Rishika et al. 2022). These moral licensing processes might be internal (consum-
ers see their goals and actions as sustainable), but they can also occur when interacting with
the social environment (i.e., the consumers pretend to consume for sustainable reasons)
(Lasarov and Hoffmann 2020). As a consequence, moral licensing might act as an individual
rationalization to accept or promote crowding-out effects. For example, consumers who use
car sharing extensively may argue that their emissions are too low in any event, and that

nothing would significantly change if they cut their emissions (small agent) or if they cover
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the next routes by bike (strategic moral licensing). These methods, including denial of nega-
tive effects, would lead to an abuse of ambivalent consumption and its society-related bene-
fits.

Finally, consumers may resolve cognitive dissonance by modifying their behavior or re-
fraining from developing new societally detrimental habits. They may deliberately limit their
consumption (mindful use of ambivalent consumption). Consumers may, for example, utilize
car sharing only on routes they normally take in their own cars, refrain from replacing other
more sustainable options (e.g., biking), and continue to drive once a week even if car sharing

is more affordable than previously.

P2. Consumers may become aware of the self-society trade-off in the consumption lifetime,
which can trigger cognitive dissonance. Consumers employ different strategies to allevi-
ate dissonance, resulting in various consumption modes. Cognitive states shift from men-
tal discomfort to comfort (reckless and self-deluding consumption), or consumers alter
their behaviors from societally detrimental to responsible consumption (mindful use of
ambivalent consumption). However, consumers can also remain unaware of such trade-

offs in the consumption lifetime.

Unawareness of self-society trade-off

Our third premise is that the unawareness of the self-society trade-off throughout the con-
sumption lifetime leads to a gap between consumers’ perceived and actual contribution to so-
ciety. Recent research has put forward a multistage theory of differential effects. This theory
distinguishes mechanisms involving the stage in which consumers decide to participate in the
purchase of sustainable products from the stage in which they decide how much of their
budget they are willing to spend on sustainable products across purchases (Mai et al. 2021).
Evidently, society-related benefits support participation in sustainable consumption, but are
rather ineffective at maintaining as well as growing sustainable expenditures across multiple
transactions. By contrast, motives that entail self-related benefits proved to foster both partic-
ipation and sustained expenditures (Mai et al. 2021). Furthermore, Vallacher and Wegner
(1989) supported the notion that consumers focus on single consuming acts and, depending
on their individual character, fail to consider its context, the interdependencies between
events, the abstract consequences, and the implications. We therefore believe that once con-
sumers have classified ambivalent products as beneficial to the environment, or at least as
more acceptable than the product alternative, they fail to re-evaluate those ambivalent prod-

ucts while making multiple decisions and are therefore less likely to recognize the harmful
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societal consequences throughout the consumption lifestyle. This mindless consumption
mode is based on the premise that consumers may be aware of a product's or service's sus-
tainable features within one event but fail to recognize the diminishing marginal value for the
environment across consumption events. Ambivalent consumption therefore carries a high
risk of consumers holding a biased conviction that they consume sustainably, putting them in
a state of mental comfort. This mental state liberates them from taking moral aspects into
consideration when appraising their aggregated consumption. Furthermore, and in line with
the multistage theory of differential effects (Mai et al. 2021), consumers may focus their en-
tire attention on optimizing their self-related benefits with the product that they have once
identified as sustainable. As a consequence, and in line with Vallacher and Wegner (1989),
consumers may fail to recognize potentially environmentally harmful implications, resulting
in crowding-out effects. We coin this heuristic the bias of once a sustainable option—always
a sustainable option. For example, consumers might realize the benefits to themselves and
society when they start using car sharing and therefore they replace their daily commute by
car. Developing the evaluation of car sharing as a generally sustainable mobility option, they
increasingly focus on optimizing their own benefits and start, for example, to replace trips by
bike to save time.

In another consumption mode, consumers may overestimate their consumption's positive
impact on society. They perceive ambivalent consumption as only implying additional posi-
tive consequences if they increase their amount of consumption across events. We refer to
this predicted effect as big agent bias in relation to the small agent argument, which suggests
that consumers (strategically) underestimate the societal impact of their consumption, thus
minimizing their responsibility for climate change (Sykes and Matza 1957). Consumers who
fall victim to the big agent bias overestimate the way in which a consumption option impacts
society in the consumption lifetime. Reversing the small agent thesis, the big agent bias indi-
cates high levels of customer-perceived efficacy (Klein et al. 2004). Different to sustainable
consumption, we postulate that the overestimation of sustainable attributes is driven by a pos-
itive (strategic) halo effect that stems from the self-related benefits supplied by the products
(e.g., Asch 1946; Nisbett and Wilson 1977). For example, consumers may perceive car shar-
ing as less harmful to the environment than owning a car. However, as they are all so con-
vinced of the society-related benefits of car sharing, consumers distort their consumption in
order to do something good for the environment and utilize car sharing for practically every

route.
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P3. The consumers’ unawareness of the potential self-society trade-off can lead to a gap be-
tween their perceived and actual societal impact throughout the consumption lifetime.
Consumers may avoid a re-evaluation of the impact on society after having evaluated a
product as sustainable once (the bias of once a sustainable option—always a sustainable

option) or they may overestimate their contribution to society (big agent bias).

Social context

Given the ambiguity of motives in ambivalent consumption, the dynamics between con-
sumers and their social environment are particularly crucial. Others (e.g., peers, observers)
may not always be able to tell whether consumers in ambivalent consumption scenarios are
motivated by self-related and/or society-related motives. As a result, we propose that the so-
cial environment can influence the various ambivalent consumption modes in two manners.
First, consumers may discover appropriate behavior guidelines within their social environ-
ment (social proof; Cialdini 2009). Second, to create a (false) impression to others, consum-
ers may engage in impression management or strategically exploit the ambiguity of ambiva-
lent consumption situations (Cialdini and Goldstein 2004).

Social proof. We suggest that the social environment might reinforce the consumers’ am-
bivalent consumption behavior. When determining acceptable behavior, consumers fre-
quently rely on reference groups. Consumers seek normatively confirmative behavior, adhere
to social norms (Goldstein et al. 2008), and differ in their receptivity to social influences
(Bearden et al. 1989). According to research on social proof, individuals look to the actions
of others to justify the soundness of their own opinions and decisions and to determine ac-
ceptable behavior in ambiguous situations (Cialdini 2009). Consumer decisions are therefore
often impacted by the real, implied, or imagined presence or actions of others (i.e., another
person or group of people) (social impact theory; Latane 1981). Social proof has been found
to guide consumer behavior in a variety of sustainable consumption areas (Goldsmith and
Clark 2012; Chakravarty and Mishra 2019; Abbott et al. 2013, Bollinger and Gillingham
2012).

Research has shown that individuals assume distinct mental states of other persons they
witness, such as their motives, knowledge, and beliefs (e.g., theory of mind; e.g., Premack
and Woodruff 1978). Along with the false consensus effect, a person may have a propensity
to assign specific motivations to other people when assessing their behavior (Marks and Mil-
ler 1987). Since ambivalent consumption is ambiguous, consumers can draw different con-

clusions about other people's motivations and beliefs from their behavior. These consumers
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could unknowingly fall victim to a confirmation bias or even consciously select these pieces
of information that support their ideas while rejecting divergent information (Hart et al.
2009). Therefore, they may interpret ambiguous observations (strategically) to support their
own attitudes, intentions, beliefs, and behaviors. The social context can thus offer a positive
or negative social direction in ambiguous consumption. For example, if consumers participate
in car sharing with the intention of doing something good for the environment, they will like-
wise judge comparable acts taken by others as societally motivated. They may even entrench
an environmentally harmful intensity of consumption on the belief that others will do the

same for self-related reasons.

P4. Owing to the ambiguity of motives in ambivalent consumption situations, consumers are
adaptable in terms of the information they derive from their observations of others’ con-
sumption. They may interpret the motives of others in a supportive manner to validate

their own motives (confirmation bias / social proof).

Impression management. Our fifth premise relates to the potential for exploring the ambi-
guity of motives regarding their impact on the consumers’ reputation. Individuals frequently
try to establish and maintain a favorable image of themselves in the eyes of others (Leary and
Kowalski 1990). Consuming sustainably is a widespread method (Green and Peloza 2014),
since consuming products with sustainable attributes is generally seen as normatively good
(White et al. 2019). Consistent with costly signaling theory, consumers interpret costly moral
behaviors as a signal of their moral identity, not only for themselves but also for their social
environment (Gneezy et al. 2012; Gintis et al. 2008). Noticeable demonstrations of benevo-
lence act as costly signals for self-representation and status increase (Gintis et al. 2008),
whereas low costs reveal less about a consumer's moral motivation (Bénabou and Tirole
2004). Consumers who want to send effective signals to their social environment, that clarify
their desire to consume out of society-related reasons, should therefore be ready to sustain
personal costs (de Nardo et al. 2017) such that the social environment clearly understands
their actual motives.

However, the self-related benefits of ambivalent options render sending costly signals
less feasible. Since consumers are less able to clearly express to their social environment that
they are intrinsically motivated by society-related benefits has two implications for them.
First, since consumers in ambivalent consumption situations send ambiguous signals, the so-
cial environment may misread and (mis)appreciate their underlying motives. Others, for ex-

ample, may praise consumers' environmentally friendly choices, even if they actually use car
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sharing to save money (or vice versa). Consumers who want to avoid producing a false im-
pression in the eyes of others should consequently reveal their genuine motivations plainly
(impression management; Leary and Kowalski 1990). Second, individuals may disguise their
genuine motivations and strategically exploit ambivalent consumption situations. In these sit-
uations, they may consider the possibility of misinterpretation in order to disguise their true
(self-serving) motives (impression management, conspicuous consumption: Griskevicius et
al. 2010). For example, consumers feign sustainable motives for participating in car sharing
while truly consuming out of self-related benefits.

These social interactions have a variety of effects on the various ambivalent consuming
modes. First, the social environment may wrongly promote a consumer's assumption that am-
bivalent consumption is inherently advantageous to society (mindless consumption, big agent
bias). Second, consumers may signal the society-related benefits to others while truly con-
suming for self-related reasons, hence seeking reinforcement for their abuse of ambivalent
consumption decisions. In another case, and in contrast to the previous scenario, the social
environment may solely recognize self-related benefits, reinforcing reckless consumption.
Third, the aforementioned gap between consumer motives and perceptions of their social en-
vironment can also act in the opposite direction, causing a different form of crowding-out ef-
fect: socially-induced crowding out. The social environment recognizes the self-related bene-
fit of ambivalent consumption but fails to recognize that the consumer truly consumes for so-
ciety-related purposes. This crowding out of society-related motives by self-related motives is
reinforced, because reputation and status are important determinants of sustainable consump-
tion (Griskevicius et al. 2010; Ariely et al. 2009). For example, the social environment as-
sumes, based on their own beliefs, that the consumers use car sharing for financial benefits
even though they actually participate for the sake of the environment. In this case, consumers
may be disappointed for not being positively recognized by others, reducing their motivation
to use car sharing. These crowding-out effects can be avoided if observers are aware that the
observed consumers often operate in a society-serving manner (known prior behavior) and

will not accuse them of acting solely for self-interest (Lasarov and Hoffmann 2020).

P5. The social environment may mislead and (dis)approve of consumers' ambiguous motives.
In ambivalent consumption situations, consumers might disguise their genuine motives
through strategic impression management and gain reputation while consuming out of
self-related motives. Socially induced crowding-out effects may arise if the social envi-

ronment recognizes socially motivated customers’ self-related motives. Depending on the
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consumer’s prior actions as well as the observer's attitudes, goals, and beliefs, the social
environment can therefore encourage mindful consumption but also invoke crowding-out

effects or even cover self-serving behavior.

DISCUSSION

The marketing discipline has evolved from promoting growth to meet self-related needs—
often at the expense of the environment (promoting conventional consumption) (e.g., Achrol
and Kotler 2012; Bartels 1988; Csikszentmihalyi 2000)—to becoming an important actor in
shifting consumer behavior toward sustainability (promoting sustainable consumption) (e.g.,
White et al. 2019). In parallel, policymakers and researchers have been debating the long-
term societal implications of sustainable developments. While many scholars suggest that sig-
nificant gains can be made through innovative approaches (e.g., Attari et al. 2010; Dietz et al.
2009), other authors argue that the efficiency gains caused by sustainable innovations may be
insufficient for reaching long-term sustainability goals (Jackson 2009; Meadows et al. 2004).
Concerns about rebound and substitution effects (Jenkins et al. 2011) and increased consump-
tion by the growing global middle class (Myers and Kent 2004) have prompted some aca-
demics to advocate for large-scale reforms of behaviors that contribute to overconsumption of
our resources (Meadows et al. 2004).

In this paper, we propose a multi-perspective theory of ambivalent consumption that in-
corporates and expands the ideas of conventional and sustainable consumption and responds
to the debate regarding efficiency gains through sustainable innovations. Therefore, we intro-
duce our theory of ambivalent consumption as the next evolutionary step of consumption. It
combines a consumption event perspective, evaluating single events, with a consumption life-
time perspective, which considers the repercussions across several events. This reveals that
consumption situations that consumers view to be sustainable from the consumption event
perspective may actually be pseudo-sustainable from the consumption lifetime perspective.
Following the approach that ambivalence is only occurring across a number of events, ambiv-
alent consumption could be classified as pseudo-sustainable consumption. A similar discus-
sion is led in the literature on the sharing economy which underlines that many rental services
are mislabeled as sharing business and should be termed pseudo-sharing (Belk 2014). There-
fore, the marketing discipline needs to arrive at interrelated marketing strategies, that pursuit
functional and successful relationships with all individuals in the marketplace and the envi-
ronment (Lim 2016). We discussed the societal opportunities and potential crowding-out ef-

fects of ambivalent consumption, and we anticipate that our derived research propositions
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and implications will be useful in guiding researchers and practitioners to shift from a within-
event evaluation to an across event-perspective in order to create a marketing discipline that
not only encourages a mindset of true sustainability, but also emphasizes “marketing for a

better world” (Chandy et al. 2021, p 7).

Implications for marketers and policymakers

Our novel theory of ambivalent consumption and the underlying mechanisms have several
managerial implications. Below, we discuss strategies for policymakers and managers to pro-
mote consuming sustainably by enabling consumers to simultaneously realize self-related and
society-related benefits in ambivalent consumption lifecycles that maximize both sustainabil-
ity and corporate profits.

How to manage consumers’ mental comfort. If consumers are unaware of the self-society
trade-off, they may unintentionally abuse ambivalent consumption choices by consuming in a
mindless consumption mode or by overestimating the societal impact of their consumption
(big agent) (P3). Decision makers may prevent this unintentional abuse by limiting supply,
such as limiting the total distance per customer per month. Another factor is the restricted
consumer demand, i.e., the saturation point is reached by consumers themselves. However, to
actively discourage consumers from behaving in environmentally harmful manners, policy-
makers and businesses should confront them with the (negative) societal impact of their be-
havior across events and thus raise consumers’ awareness of the trade-off. This is consistent
with previous research that identified knowledge of environmental issues as a necessary pre-
requisite for environmentally friendly behavior (Kollmuss and Agyeman 2002; Lasarov et al.
2019). Decision makers already use a variety of intervention strategies and instruments, such
as information campaigns, informational nudging and labeling, in various circumstances.
These activities should be carried over to the ambivalent consumption situations and adapted
to them in order to help raise awareness of the self-society trade-off across events and to in-
form consumers about the negative consequences. Knowledge-based interventions may keep
consumers from becoming psychologically comfortable while their consumption is damaging
to society. The better educated consumers are about climate change and the impact of their
own behavior, the less they are able to rationalize their dissonance (Festinger 1957). For ex-
ample, individuals could be helped to understand the tipping point at which their originally
ecologically friendly, ambivalent consumption transforms into environmentally destructive

behavior. NGOs may undertake campaigns emphasizing the potential negative consequences
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of over-consuming a particular product or service and of replacing more sustainable alterna-
tives. Marketers can also give customers specific feedback on their social impact, for exam-
ple, by offering carbon footprint calculators or monitoring applications, or by visualizing the
repercussions of their consumption (Hoffmann et al. 2022). Although many companies have
incorporated a sustainable commitment into their corporate policies, it is perhaps less plausi-
ble from an economic perspective that they would want to put their consumers in a mental
state of discomfort or discourage them from consuming their products and services. Policy-
makers should recognize this and create incentives for companies to avoid crowding-out ef-
fects by, for example, using environmental, social, and governance factors to rank companies
and countries based on how far they have progressed in sustainability (ESG indexes; MSCI
2022). All of these techniques do not immediately prevent crowding-out effects, but they do
attract attention to the looming trade-off and can cause cognitive dissonance and mental dis-
comfort.

How to manage consumers’ mental discomfort. If consumers are aware of the self-society
trade-off, they can either intentionally abuse ambivalent consumption or consume mindfully
(P2). If consumers fall into a mode of reckless consumption, decision makers can adjust to
their consumers only paying attention to self-related benefits, and emphasize other self-re-
lated aspects that prevent the consumers from crowding-out effects. For example, policymak-
ers may inform consumers that driving cars (even with car sharing) is less healthy than walk-
ing or biking. When customers slip into a state of self-deluding consumption, information
campaigns may highlight that the ambivalent option is actually sustainable but still creates
carbon emissions and consequently has negative societal repercussions. Finally, firms can en-
courage consumers to avoid crowding-out effects by themselves. For example, car sharing
providers might use claims like “drive responsibly,” noting that responsibly in this context
also means that consumers do not use car sharing to an environmentally damaging extent.

How to deal with consumers’ impression management. Consumers can also exploit the
moral ambiguity of ambivalent consumption and strategically raise society-related reasons for
consuming ambivalently in order to garner approval from their social environment (P5) (im-
pression management; Leary and Kowalski 1990; Ratner and Kahn 2002; Ashworth et al.
2005; White and Dahl 2006). To avoid strategic impression management, policymakers and
sustainability marketers should publicize the potentially negative crowding-out effects of am-
bivalent consumption in order to make consumers’ social environments aware of potential
false signals about the motivations for ambivalent consumption. To avoid socially induced

crowding-out effects, practitioners and politicians must break the process of moral licensing
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by involving the consumers' social environment and communicating the imperative of conse-
quent sustainable lifestyles for a benevolent interpretation of underlying motives in ambiva-
lent consumption (Lasarov and Hoffmann 2020). For example, social media campaigns might
include photographs of diverse reference groups (e.g., family, coworkers, society at large,
etc.) who assert a claim to drive responsibly.

How to manage ambivalent consumption as the foot in the (sustainable) door. Ambivalent
consumption can induce positive or negative behavioral spillovers to other product domains,
that is, consumers’ initial morally laden activities might influence their later behaviors posi-
tively or adversely (Galizzi and Whitmarsh 2019). Given that ambivalent consumption is an
easy and convenient way to consume sustainably, it should be readily adopted and may also
serve as a foot in the sustainable door, motivating consumers to extend their sustainable be-
haviors to other product categories. Furthermore, because of positive social feedback, this
type of consumption can improve consumer awareness of sustainable consumption options
without requiring numerous self-related sacrifices. Marketers may make use of this

knowledge and promote ambivalent products and services as foot-in-the-door products.

Conclusion

In a nutshell, we have developed a multi-perspective theory of ambivalent consumption in
this paper, revealing its potential (non-existing trade-off within events from the consumption
event perspective) and challenges (existing trade-off across events from the consumption life-
time perspective) to foster the establishment of actual sustainable behavioral change. We an-
ticipate that the derived research agenda and implications will be helpful in guiding research-
ers and practitioners who are interested in creating a marketing discipline that encourages a
mindset of actual sustainability. We seek to inspire individuals to change from a within-event
evaluation to an across-event consideration to account for the interconnectedness of (pseudo-
)sustainable consumption decisions. Finally, we hope that the multi-perspective theory of am-
bivalent consumption helps stimulate sustainable consumer behavior not only by enabling
consumers to simultaneously realize self-related and society-related benefits, but also by al-
lowing companies to advocate for sustainable consumption lifetimes in ways that maximize

both their sustainability and profit.
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CLOSING REMARKS

In summary, this doctoral thesis presents a multi-perspective theory and several empirical
studies, which investigate specific subsections of human behavior in a consumption context
providing self-related and society-related benefits. It offers insights into the potentials (self-
related and society-related benefits) and challenges (crowding-out effects) as well as underly-
ing effects (e.g., self-enhancement) and boundary conditions (e.g., environmental identity) of
such win-win situations to fight climate change. The derived research agendas and implica-
tions for practitioners, politicians and nongovernment organizations are intended to inspire a
marketing discipline that promotes a mindset of true sustainability. By calling for a shift in
perspectives this doctoral thesis intends to pave the way for a sustainable society benefitting

all - current human being, companies, the environment and future generations.
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