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ABSTRACT

AN EMPIRICAL INVESTIGATION OF ECOLOGICALLY
RESPONSIBLE CONSUMERS AND THEIR BUYING BEHAVIOR

by

Sergio T. Goquiolay

A small number of recent marketing studies have compiled profiles
of ecologically responsible consumers. The results, however, have not
been consistent. The only variable that has been found to be signifi-
cant throughout most of the studies is education. This may have
occurred because the research has not gone very far.

This dissertation is primarily concerned with consumers who, in
exercising their freedom of choice, engage in ecologically responsible
consumption. This research attempts to accomplish three primary
objectives: (1) to establish an acceptable definition of ecologically
resp;nsible consumers, (2) determine whether or not they exist, and
(3) if they do exist, define their demographic and personality
characteristics and how they can be identified. A secondary objective
is to search for relationships among the personality scales and demo-
graphic variables that are used as independent variables in this
research.

Ecologically responsible consumers in this study are defined as
consumers who are aware of the ecological implications of their

consumption decisions and behave in an ecologically consistent manner.

The results of this study came from a multistage area random
sample, A survey was conducted of 107 adults (18 years of age or

over) in the City of Royal Oak, Michigan. Royal Oak was selected
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because it is a fairly large accessible city containing respondents with
education and income that are higher than the national average. Several
of the previous studies on ecological responsibility have found
education and income to be important variables. The study relied on
personal interviews. The reason for this was that the sensitive nature
of the subject matter was such that other techniques might not yield
the needed information.

To determine ecologically responsible behavior, consumer behavior
with regard to the purchase of (1) laundry detergents, (2) soft drinks,
(3) energy, and (4) gasoline were measured. A concerted effort was
made to reduce respondent bias.

Considering the manner in which the random sample was chosen and
the interviews conducted, it was rather surprising to find that on the
basis of respondents' actual purchase behavior virtually no ecologi-
cally responsible consumers were found. It was even more surprising
to learn that when using a less stringent definition of ecologically
consistent buying behavior requiring such behavior only 50 percent of
the time with respect to the products studied, only 6 ecologically
responsible respondents could be so classified out of 107.

The absence of ecologically responsible consumers did not support
the findings of previous studies, which either identify or assume the
existence of such a group. A major reason for the discrepancy may be
definitional. In this study, ecologically consistent behavior was
deemed to be an important criterion of ecological responsibility. 1In
previous studies, however, this was not the case. Rather, highly
specific criteria for defining ecological responsibility were used.

The findings in this study indicate that consumers are inconsistent
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in their ecological behavior. Thus, it might not be possible to
directly compare the findings of previous studies.

The finding that there are virtually no consumers who are
consistent in their ecological behavior among products suggests that
ecologically responsible consumers may be product or issue specific.
Generalized ecologically responsible consumers do not exist in
sufficient numbers to provide a basis for market segmentation. Thus,
future research would probably be more fruitful if consumers were
investigated in terms of their attitudes and buying behavior toward
specific products and/or product classes.

Because of the lack of ecologically responsible consumers, none
of the proposed statistical procedures for measuring ecological
behavior proposed could be employed. They were all contingent upon
the expectation that a measurable group of ecologically responsible
consumers would be identified. In reality there were none.

A secondary objective of this dissertation was to discover the
relationships between the personality scales and demographic variables.
With regard to the Social Responsibility Scale, it was found that the
respondents' educational level was related to their Scale scores. How-
ever, no further significant relationship was found between the Social
Responsibility Scale and the other variables.

With regard to the Concern for Environmental Rights Scale, no
relationships were found between them.

With regard to the Opinion Leadership Scales for Packaged Food
Products and Automobiles, no significant relationships were found
between the Opinion Leadership Scale for Packaged Food Products and the
other variables. However, the Opinion Leadership Scale for Automobiles
was found to be significantly related to the level of respondents’

education and family income.
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CHAPTER I

INTRODUCTION

The Problem

Need for the Study

Foul smelling rivers and lakes, unhealthy air, and solid waste
pollution are only a few examples of man's harmful effects on the
ecological system. The reduction of such ecologically detrimental
effects depends a great deal on voluntary efforts from consumers and
industry. In this dissertation, the focus will be on consumers and
their ecological awareness, concern, and behavior.

Should ecologically responsible consumers become an important
factor in the economy, there will be less pressure for government or
industry imposed ecological standards, and more freedom for consumers
to exercise their choice in the marketplace. Industry cannot help but
respond to the needs and wants of a group that exerts a significant
amount of economic power.

Businesses also need data about ecologically responsible con-
sumers. For many firms are wary of radical changes in their business
strategy to reflect the increased concern for the environment. They
fear that they might lose their market share or decrease profits and
return on investment. Businessmen do not know whether ecologically
sound products would sell well enough to be profitable. Unless more
data about potential buyers for these products are available, many

firms will just not have enough information to work with.
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Environmentalists and governmental agencies are also concerned.
They want to know how to motivate consumers to adopt ecologically
responsible behavior. They want to know who the ecologically
responsible consumers are. By determining the attitudes and
characteristics of ecologically responsible consumers and how they
came to think and act responsibly, better insights into the means of
motivating an apathetic public could be developed.

The marketing sector obviously has a considerable interest in
responsible consumers, for they represent the market segment that will
purchase ecologically-sound products. Knowledge about these consumers
can provide insights into developing more effective marketing
strategies and mixes. Moreover, should these people prove to be the
opinion leaders of society, they could play an important role in
influencing their fellow consumers to follow their purchase behavior,
and the broader benefits of responsible consumption would accrue to all
of éociety.

Most marketing research studies about the ecology deal with
specific ecological issues, such as air pollution and phosphates in
detergents, rather than the ecology in general, and the inter-
relationship between the issues. Also, most of these studies are
concerned with attitudes and behavioral intention, rather than with
actual ecological behavior.

A small number of recent marketing studies have compiled
profiles of ecologically responsible consumers. Unfortunately, the
results of these studies might not be comparable because they each set
up their own highly specific criteria for defining ecological

responsibility. For example, Kinnear and Taylor measured ecologically
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responsible behavior through the purchase of low phosphate laundry
detergents, whereas Anderson et al defined such behavior as delivering
materials to a recycling center.1 Comparing research studies would be
easier if consumers who delivered materials to recycling centers also
bought low phosphate laundry detergents and vice versa. But where
ecologically responsible consumers are inconsistent in their ecological
actions, as one study has indicated,2 results of studies designed to
measure different kinds of ecological behavior might not be comparable.
It would have been much better if these studies used a more general
cxiteria for defining ecological responsibility, which would take

4 nconsistent behavior into account.

Pugose

This study is concerned with developing a profile of consumers
who are aware of the ecological implications of their consumption

decisions and behave in an ecologically consistent manner. They are

defined as the ecologically responsible consumers.

The project seeks to determine whether or not four personality

l’l’homas C. Kinnear and James R, Taylor, "The Effect of
Ecological Concern on Brand Perceptions," Journal of Marketing Research
(l'lay 1973): 191-197; and W. Thomas Anderson, Jr., Karl E. Henion, and
L4 P. Cox III, "Socially vs. Ecologically Responsible Consumers,"

€A ited by Ronald C. Curhan in 1974 Combined Proceedings Series No. 36,

Chicago: American Marketing Association, 1974), pp. 304-31l1.

2Dav:[d J. Pritzsche, '""The Environmental Consistency of Consumer

P‘-‘l-tx:chases," in 1974 Combined Proceedings Series No. 36, edited by

©mald C. Curhan, (Chicago: American Marketing Association, 1974),

Pp . 312-315.
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scales and certain selected demographic variables are useful in

distinguishing the ecologically responsible consumers from non-

ecologically responsible consumers. The four personality scales used

are: (1) Social Responsibility Scale (SRS), (2) Concern for Environ-

mental Rights Scale (CERS), (3) Opinion Leadership Scale for Packaged

Food Products (OLSP), and (4) Opinion Leadership Scale for Automobiles

(oLsA).
The Social Responsibility Scale has been used by several

researchers to measure one's social consciousness. Anderson, Henion,

and Cox have used the SRS to distinguish ecologically responsible con-

sumers from nonecologically responsible consumers. The Concern for

Enwvironmental Rights Scale was used by Gale and Rutherford to measure

environmental concern among college students. Finally, the two

Opinion Leadership Scales, originally devised by Rogers and C:;u:tamo5

&and later modified by King and Sn.muners,5 are used in this research to

T xry and find out whether opinion leaders are ecologically responsible

OoxT not.

Using data obtained from the above scales and certain selected

delnographic variables, an ecological consciousness scale will be

v \

3Leonard Berkowitz and Kenneth G. Lutterman, '"The Traditionally
Soeially Responsible Personality," Public Opinion Quarterly 32
CSammer 1968): pp. 169-185.

e I'Riley E. Dunlop, Richard P. Gale, and Brent M. Rutherford,
C oncern for Environmental Rights Among College Students," American

Qmal of Economics and Sociology 32 (January 1973): pp. 45-60.
5

Ibid., pp. 45-60.
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developed. It will be based on the variables that exhibit the greatest
significance in distinguishing consumers who are ecologically responsi-
ble from those who are not. Ecologically responsible consumers are
defined behaviorally in this study as those who are aware of an
ecological problem connected with the products that they buy or use.
Nonecologically responsible consumers, on the other hand, are those who
do not satisfy one or more of the above criteria. The results of the
study, if significant, will allow marketing managers to define market
segments and devise marketing strategies accordingly. Interested
gxoups will be able to obtain a better perspective on the character-
A stics of ecologically responsible consumers, how they are motivated,
and whether or not they can influence their apathetic neighbors.
Finally, the study will also seek to validate some of the
Previous findings regarding the four personality scales: (1) Social
Responsibility Scale (2) Concern for Environmental Rights Scale,
(3) Opinion Leadership Scale for Packaged Food Products, and (4)

Opinion Leadership Scale for Automobiles.

Hypotheses
The general hypotheses of this dissertation are divided into four

topic areas. The first, which for this study is the most important, is
C ©Oncerned with ecologically responsible consumers. Do they exist?
e 8o, what are their characteristics?

The other three topic areas covered by the general hypotheses
< o©omncern the validation of previous findings regarding the four personal-
Xty scales and their relationship to such demographic variables as age,

1ncome, and education as well as the associations between the four
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scales. Thus, the second part contains hypotheses about the Social
Responsibility Scale, the third part focuses on the Concern for
Environmental Rights Scale, and the last part deals with the two

Opinion Leadership Scales.

Part 1 Ecologically Responsible Consumers
Definition
In the material that follows, reference will be made to
ecologically responsible consumers. These consumers are aware of an
ecological problem in their consumption decisions, and behave in an
ecologically consistent manner.

General Hypothesis 1

Ecologically responsible consumers in Royal Oak, Michigan can

be identified.

General Hypothesis 2

Ecologically responsible consumers in Royal Oak, Michigan are
Socially responsible.6

General Hypothesis 3

Ecologically responsible consumers in Royal Oak, Michigan are

OPinion leaders. 7

6Socially responsible consumers receive above average scores in
T he Social Responsibility Scale.

7Opinion leaders in the study receive scores in the upper 30
P e rcent of the OLSP and OLSA.
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General Hypothesis 4

Ecologically responsible consumers in Royal Oak, Michigan are
younger than the average consumer.

General Hypothesis 5

Ecologically responsible consumers in Royal Oak, Michigan are
better educated than the average consumer.

General Hypothesis 6

Ecologically responsible consumers in Royal Oak, Michigan have
higher social status than the average consumer.

General Hypothesis 7

Ecologically responsible consumers in Royal Oak, Michigan are
more affluent than the average consumer.

General Hypothesis 8

There are more ecologically responsible females than males in

Royal 0ak, Michigan.

Parxt II Socially Responsible Consumers

Definition

In the material that follows reference will be made to socially
Tesgponsible consumers. These consumers receive above average scores
Lxa the Social Responsibility Scale.

General Hypothesis 1

Socially responsible consumers in Royal Oak, Michigan are
younger than the average consumer.

General Hypothesis 2

Socially responsible consumers in Royal Oak, Michigan are

l>ettex: educated than the average consumer,
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General Hypothesis 3

Socially responsible consumers in Royal Oak, Michigan have
higher social status than the average consumer,

General Hypothesis 4

Socially responsible consumers in Royal Oak, Michigan are more
affluent than the average consumer.

General Hypothesis 5

Socially responsible consumers in Royal Oak, Michigan are

concerned with environmental rights.8

General Hypothesis 6

Socially responsible consumers in Royal Oak, Michigan are

opinion leaders.

Part III Concern for Environmental Rights Scale
Definition
In the material that follows reference will be made to consumers
Concerned with environmental rights. These consumers receive above
|awverage scores in the Concern for Environmental Rights Scale.

General Hypothesis 1

Consumers concerned with environmental rights in Royal Oak,
M:lchigan are younger than the average consumer.

General Hypothesis 2

Consumers concerned with environmental rights in Royal Oak,

Michigan are better educated than the average consumer.

—

8Consumers concerned with environmental rights receive above
|Average scores in the Concern for Environmental Rights Scale.
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General Hypothesis 3

Consumers concerned with environmental rights in Royal Oak,
Michigan have higher social status than the average consumer.

General Hypothesis 4

Consumers concerned with environmental rights in Royal Oak,
Michigan are more affluent than the average consumer.

General Hypothesis 5

Consumers concerned with environmental rights in Royal Oak,

Michigan are opinion leaders.

Part IV  Opinion Leadership Scale

Definition

In the material that follows reference will be made to opinion
1 eaders. These consumers receive above average scores in the Opinion
I.eadership Scale.

General Hypothesis 1

Opinion leaders in Royal Oak, Michigan are better educated
€ han nonopinion leaders.

General Hypothesis 2

Opinion leaders in Royal Oak, Michigan have higher social status
Than nonopinion leaders.

General Hypothesis 3

Opinion leaders in Royal Oak, Michigan are moye affluent than
Ty onopinion leaders.

General Hypothesis 4

Opinion leaders in Royal Oak, Michigan overlap across product

T ategories.
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Limitations of the Study

Besides the problems encountered in most survey research of this
nature, several limitations associated specifically with this study are:
1. The findings of this study cannot be generalized beyond
the City of Royal Oak without incurring the risk that
Royal Oak may not be representative of the population in

other studies.
2. The sample size is relatively small.

3. The extent of biased responses in favor of the ecology is

unknown, even though precautions were made to minimize bias.

4. Ecological problems and govermmental regulations have been

changing.

5. The interviews were conducted in the midst of a severe
recession and were affected by the energy crisis; thus there
is the possibility of an abnormal situation that is not

found in periods of prosperity.

Organization of the Dissertation

This dissertation is an empirical study of ecologically responsible
COmngumers. The first chapter presents the need and purpose of this research,
A= yell as its limitations. It also lists the general hypotheses. Several
Yuestions are posed: Do ecologically responsible consumers exist? If they
do » who are they? What are their demographic and personality character-
i~531:ics? Can a scale be developed to identify them?

The second chapter is a review of the literature on market seg-

Mentation and ecologically responsible consumers. The market segmentation
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literature proved to be helpful in providing ideas for ways to identify
and group ecologically responsible consumers. The ecologically
responsible consumer literature provided some additional insights,
highlighting the fact that virtually all the reports chose to de-
emphasize the importance of definitions and terminology. This study
attempts to correct this condition.

The third chapter outlines the research methodology. Here,
dependent and independent variables, sampling, questionnaire design,
dnterpretation and administration, testable hypotheses, and statistical
I nstruments used are described. Ecologically responsible behavior is
developed in terms of purchase of low phosphate detergents and
XT"e@turnable soft drink containers, conservation of energy, and use of
A ow lead gasoline as the major dependent variables. Four personality
£ cales, Social Responsibility Scale, Concern for Environmental Rights
S cale, Opinion Leadership Scale for Packaged Food Products, and Opinion
I-eadership Scale for Automobiles and such demographic variables as age,
1n<:ome, education, social status are used as independent variables.

P revious findings about the four scales and their relationship to
S elected demographic variables and personality scales are examined.

The fourth chapter contains the interview results, the analysis
©Of data and interpretations. One hundred and seven completed question-
Maires formed the basis of the data analysis.

The fifth and last chapter summarizes the results of the
aualys:f.s, evaluates the hypotheses, presents the major findings, and

diseusses the implications of this research.




CHAPTER II

REVIEW OF THE RELEVANT LITERATURE

The review of the relevant literature is presented in this
chapter, which is divided into two major sections. The first section
deals with the theoretical background needed for a framework of
axnalysis and considers the segmentation literature concerning
€< ologically responsible consumers., It is the literature of the
A =2 & ter that provides the best insights into what contributions this
*= € wady may make, which dependent and independent variables ought to be

=g «d, and the results that might be expected.

Literature on Market Segmentation

"Market segmentation is the subdividing of a market into homo-
&eneous submarkets of customers, where any submarket may conceivably be
=« ccted as a market target to be reached with a distinct marketing
mik."l In market segmentation research, the attempt is to look for
QQnsumers with similar personal characteristics in each market segment.
Q't\c:e a segment is determined, buyers within the segment are deemed to
hQ similar in their purchase response functions.

Segmenting a market according to consumers with similar

= gponses to a set of hypothesized variables is not enough to test

Qngem:ation validity. Howard and Sheth have noted: '"To test the
\

lPhilip Kotler, Marketing Management: Analysis, Planning, and

g\bm't_@_];, 2nd ed. (Englewood Cliffs: Prentice-Hall, Inc., 1972),
166.

12
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validity of segmenting a market . , . a third piece of information,

the shape and position of the buyers' response curves' is required.

The reason is that consumers similar in overt buying behavior at one
period in time may not be similar later if stimuli and other conditions
change.

The characteristics of the buyers' response curves are almost
dAimpossible to derive. Moreover, in attempting to derive them
aAssumptions must be made regarding the similarity of buyer response
Fuaxactions. One assumption which has proven to be tenable in previous
XT“e& ssearch is used in this study. It is that consumers exhibiting
= ®X mmdilar overt buying behavior characteristics and similar responses to
1_‘3"Dot:hes:i.zed variables have similar response func(:ions.3
'A widely used procedure in market segmentation studies is to -
== <=1 ect a product and then develop a profile of those consumers who
Dl—'-t'chase it. Another method is to develop a profile of consumers with
= X milar buying behavior and personal chracteristics, and then work
baekward by asking what kinds of products these consumers would buy.
']?h X s dissertation utilizes the latter procedure, called backward market
S & mentation.
Backward market segmentation is chosen because the focus here is
th on a specific product or product line. Rather it is on products
th &t affect the ecology. The concern is not only whether ecological

=
:(‘Qducts, such as recycled paper towels and unleaded gasoline, can be

< 2.Iohm A. Howard and Jagdish N. Sheth, The Theory of Behavior
™Y vy York: John Wiley & Sons, Inc., 1969), p. 71.

3V. Parker Lessig, Personal Characteristics and Consumer Buying
“==>Tkavior: A Multidimensional Approach (Pullman: Washington State
Tn Hversity Press, 1971), pp. 23-24.

RSY
g
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sold for a profit, but also with the public policy implications of

such decisions. For if an ecologically responsible group of consumers

exist, two questions are germaine. First, why are these consumers

ecologically responsible? Second, what are their behavioral character-

istics? By answering the first question, it may be possible to isolate

critical variables that are associated with or cause consumers to be-

Ccome more ecologically responsible. The answer to the second question

can provide a means of identifying ecologically responsible consumers.

Many of the market segmentation approaches to be discussed in

T he following sections have proven useful for achieving product

= e gmnmentation as well as backward market segmentation. The material is

<> xganized around four topics: (1) traditional segmentation, (2) use of

== & titude, (3) use of personality, and (4) life-style research.

T\taditional Segmentation
Haley classified traditional research in market segmentation in

T« xms of geographical, demographic, and volume segmentation studies.

-»
4\ 11 are based on an ex-post facto analysis of the kinds of people who

TEnE ke up various segments of a market. They rely on descriptive factors

™= ther than causal factors. For this reason they are not efficient

> x-edictors of future buying behavior that is of central interest to

XD =2 rketers. nd
\

4Russe11 I. Haley, "Benefit Segmentation: A Decision-Oriented

T <01," Journal of Marketing 32 (July 1968): 30-31.

3Ibid., p. 31.
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Traditional methods of market segmentation have been useful in
defining various groups of consmne!:'s.6 It is important to realize,
however, that identifying a segment is only one step in the market
segmentation process. Another significant step is to determine whether

or not the segment is accessible to marketers and is economically

viable.
Above all, marketers are concerned with behavior, and this

< omp lex aspect requires measurement techniques more sophisticated than

Thosge offered by traditional methods. In the context of this study,
fox example, predicting the responses to various ecological products
owald require knowledge of ecological awareness as well as demographic
f~a-etor.=.s. Such information simply cannot be gleaned from demographic,
geOgr:aph:tc, and volume segmentation studies, since they do not consider
The causal factors affecting behavior. In an effort to examine this

|2 et of consumer behavior, marketers have conducted numerous

*®®= = jtudinal studies.

=
——==gF=mentation by Atitude

The use of attitude measurements to predict consumer behavior

B quite popular in market segmentation studies. The results, however,

L3N

*|m~pe not been encouraging. Adler has written:

\

. 6James U. McNeal, Dimensions of Consumer Behavior (New York:
B> pleton-Century-Crofts, 1965), p. 301.
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Published studies (on attitude) have mainly shown
either an absence of or a non-obvious relation-
ship. At this point in time, we have to admit that
attitude sometimes foreshadows behavior, other times
it does not;_sometimes partially, more generally,

:meerfectly.7
This statement seems to hold true for studies of attitudes toward

pollution. For example, it was mentioned earlier that over 50 percent

of the respondents in one study view pollution as a major national
problem but only a minority are doing something about it. In this
wveln, Tide, a high phosphate detergent, is still the largest selling

1 aundry detergent in the country,8 and most soft drinks are still

bought in nonreturnable containers.

The basic assumption made in attitudinal research, that there
is a strong relationship between attitude and behavior, has been
Questioned. Fishbein believes that this assumption has led to poor

resultsm and suggests two possible reasons for the failure of attitude

™M« asurements predicting behavior:

1. The particular attitude being considered may be measured

toward an inappropriate stimulus object.

= 7Lee Adler, "Can Attitudes Predict Customer Behavior?" in
X oceedings of the 1966 World Congress (Chicagd . American Marketing

Sociation, 1966), p. 349.

P 8w1111am Simon Ruckeyser, "Facts and Foam in the Row Over

edOSphates," in Consumerisms: Search for the Consumer Interest,

J~91ted by David A. Aaker and George S. Day (New York: The Free Press,
74), p. 381.

w %William G. Zikmund and William J. Stanton, "Recycling Solid
| S tes: A Channels-of-Distribution Problem," Journal of Marketing 35.

loMartin Fishbein, "Attitude and the Prediction of Behavior,"
Readings in Attitude Theory and Measurement, edited by Martin
Rbein (New York: John Wiley & Sons, Inc., 1967), p. 477.
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2. The particular behavior being studied may be completely

or partially unrelated to at:t:itude.11

Although the usefulness of at:titu&e as a predictor has been
criticized, few researchers question its theoretical importance.
Consequently, its failure to predict behavior has not led to an
abandonment of the techniques. Rather, researchers have attempted to

redefine and reconceptualize the concept of attitude and its relation

to behavior. 12

Attitude measurement began to receive considerable attention
wi th the introduction of multi-attribute models by Rosenberg in 1956
and Fishbein in 1963.13 The basic Fishbein model is represented by the
following equation:

n
A,= T Db
37 e i3 %

where A; is an individual's attitude (i.e., affect
for or “against) toward an object (e.g., brand) j;

bjy is the individual's belief (expressed as a sub-
jective probability) that object j is associated
with some other "object" i (e.g., a brand attribute);
ay is the evaluative aspect (i.e., judged goodness or

lrid., p. 483.

a 12James H. Myers and Mark I. Alpert, '"Determinant Buying
Ttitudes: Meaning and Measurement," Journal of Marketing 32, Part 1
COctober 1968) : 13.

1 13Martin Fishbein, "A Consideration of Beliefs, and Their Role
lnn Attitude Measurement,” in Readings in Attitude Theory and Measure-
S =It, edited by Martin Fishbein (New York: John Wiley & Sons, Inc.,
1967y, p. 257

s P- .
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badness) of attribute 1j; and n is the number of
salient beliefs.14

In an excellent review of multi-attribute models, Wilkie and Pessemier
explained that '"the potential advantage of multi-attribute models over
the simpler 'overall affect' approach is in gaining understanding of
attitudinal structure. Diagnosis of brand strengths and weaknesses on
relevant product attributes can then be used to suggest specific
changes in a brand and its marketing support:."]'5
Although this dissertation will not pursue the discussion of
multi-attribute models because they are not used in this research, their
importance in the consumer behavior literature is increasing, and their
PoOtential usefulness in studies of ecologically responsible consumers
is noted.
Attitude is only one dimension of consumer behavior. For
behavior is dependent not only upon attitudes, but also upon other
va-1‘:I.ables, such as personality and reference groups. The next section

A4 scusses personality and its relationship to behavior.

ll'nilton J. Rosenberg, "Cognitive Structure and Attitudinal
gffect," Journal of Abnormal and Social Psychology 53 (November 1956):
b67-372; and Martin Fishbein, "An Investigation of the Relationship
©tween Beliefs about an Object and the Attitude Toward That Object,”

Huamay Relations 16 (August 1963): 223-240.

a 15James R. Bettman, Noel Capon, and Richard J. Lutz, 'Multi-
T tribute Measurement Models and Multiattribute Attitude Theory:

C Test of Construct Validity," Journal of Consumers Research 1
Maxrch 1975): 1.
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Personality
The relationship between behavior and personality has intrigued
numerous market researchers. According to Kassarjian, personality
studies may be grouped according to several schools of thought:
(1) psychoanalytic theory, (2) social theories, (3) stimulus-response
theories, (4) trait and factor theories, (5) theories of self and self-
concept, (6) life-style research, and (7) miscellaneous (other
a,ppt:oaches).l6 Each will be discussed in turn. However, only life-
s tyle research will receive some elaboration, because several of its

concepts are used in this research.

Psychoanalytic Theory

Freud's psychoanalytic theory contends that behavior is a
function of three interrelated factors, the id, ego, and superego.
The i4d is that part of the psyche containing one's restrained impulses.
The superego represents the norms and values of society. And the ego
< oOntrols the unrestrained impulses of the id and the moralistic
X emands of the superego.

Psychoanalytic theory has exerted a considerable influence in
The consumer behavior literature, especially in the area of motivation

T e@search. Although there are currently more critics than supporters
e————

16William L. Wilkie and Edgar A. Pessemier, "Issues in

Marketing's Use of Multi-Attribute Attitude Models," Journal of
\!Ia-t'keting Research 10 (November 1973): 428.
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of psychoanalytic theory, its contribution to consumer behavior has

been significant .17

Social Theorists

Instead of emphasizing the biological basis of personality,

social theorists concern themselves with social relationships, such as

striving for superiority and seeking love, brotherhood, and secur:Lty.18

Kassarjian indicated that the impact of social theorists on consumer

behavior research is minimal.19

Stimulus-Response Theories

Stimulus-response theorists conceive of personality
as a conglomerate of habitual responses acquired over
time to specific and generalized cues. The bulk of
theorizing and empirical research has been concerned
with specifying conditions under whii,s habits are
formed, changed, replaced or broken.

Although the influence of learning theory on buyer behavior
t:l'leory has been significant, empirical research in this area has not
been significant. Kassarjian suggests that "The reason for the lack of
ALmpact is probably that personality tests and measuring instruments

Qasing this theoretical base do not exist."21

17Harold H. Kassarjian, "Personality and Consumer Behavior," in
P\el‘spectives in Consumer Behavior, rev., edited by Harold H. Kassarjian
And Thomas S. Robertson (Glenview, Illinois: Scott, Foresman and
Coupany, 1973), pp. 129-130.

181144, p. 130.

Y1p44., p. 130.

201,44., p. 131.

2lrp44., p. 131.
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Trait and Factor Theories

The core of these theories is that personality is
composed of a set of traits or factors, some gen-
eral and others specific to a particular situation
or test. In comstructing a personality instrument,
the theorist typically begins with a wide array of
behavioral measures, mostly responses to test items,
and with statistical techniques distills factors 22
which are then defined as the personality variables.

The consumer behavior literature contains a large number of
trait and factor studies using sophisticated statistical techniques.
However, findings indicate that quantification has not significantly
Increased the explanatory power of personality variables.

Theories of Self and Self-Concept

The core of these views (Theories of Self and Self-
Concept) is that the individual has a real- and ideal-
self. This me or self is "The Sum total of all that a
man can call his--his body, traits, and abilities; his
material possessions; his family, friends, and enemies;
his vocations and avocations and much else.”" . . .
Congruence between the symbolic image of a product
(e.g., a .38 caliber is aggressive and masculine, a
Lincoln automobile is extravagant and wealthy) and a
consumer's self-image implies greater probability of
positive evaluation, preference, or ownership of that
product or brand.

Contributions of these theories of Self and Self-Concept to the

“<Omnsumer behavior literature are increasing.

Life-Style Research

Although life-style research is sometimes included with person-
Ea':l-ii:y research, it encompasses a broader range. The life-style concept

jE:E_JE?sed on distinctive or characteristic modes of living of societal

220,54, p. 132.

231p14., p. 135.
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segments,24 and it includes such variables as personality, attitudes,

activities, interests, opinions, and demographic factors. At this time,

most life-style researchers have not been able to explain more than 10

percent of the variance occuring in consumer behavior. While not a

large percentage, such a factor should not be neglected however.

There are several problems in this field of research. First,

the measuring instruments being used are still in the process of

. 5
refinement. In essence, '"the studies to date are encouraging, - but

more sophisticated techniques may yield better data in the future.
Second, many researchers have used the "shotgun" approach to hypothesis

formulation. This is a drawback because reliance is not placed on

theory. Third, many have attempted to predict behavior in terms of one

P Xoduct class rather than to seek consistent patterns of behavior among

S everal product classes.26

Present life-style research falls into two categories. First

There is benefit segmentation research which "is based upon being able
T O measure consumer value systems in detail, together with what the

Consumer thinks about various brands in the product category of

1nterest."27 This approach is more specific in character and is

P rimarily concerned with the consumer perception of benefits accrued

———

2l'William Lazer, "Life Style Concepts and Marketing," in
Qeeedimgs, Winter Conference (Chicago: American Marketing
Sociation, 1963), pp. 130-39.

25Kassarjian, "Personality," p. 416.

261444, p. 416.

27Russe11 I. Haley, "Benefit Segmentation," Journal of

Marketing, p. 32.
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from consumption of certain products. Second, there is a more general
approach based on obtaining consumer responses regarding their activi-
ties, interests, and opinions on a broad range of issues that are

hypothesized to be of value in discerning behavior patt‘.erns.28

Miscellaneous Other Approaches

This catch-all category includes those marketing research
studies that do not fall into any of the aforementioned categories.

Their impact on the consumer behavior literature has not been signific-

ant.

Review of Personality Studies

In 1971 Kassarjian reviewed the findings of personality

T esgearchers over the years and said: "A review of these dozens of
S tudies and papers can be summarized in a single word, egu:l.vocal."29
The two most important limitations of such research are the use of poor
meaguring instruments and the lack of specific hypotheses or
Theoretical justification. In 1975 Kassarjian and Sheffet reviewed
The literature published since 1971 and arrived at Kassarjian's earlier
Conclusion. The authors proposed that successful explanation of

B ehavior will occur "only when we can explain the behavior of a single
Andividual in a variety of situations over time."30

As is the case with attitude studies, personality studies

2BSee, for example, William D. Wells and Douglas J. Tigert,

Ac:iv:lties, Interests and Opinions," Journal of Advertising Research
(August 1971): 27-35.

29Harold H. Kassarjian, "Personality and Consumer Behavior:

Aa Review," Journal of Marketing Research 8 (November 1971): 409-418.

301414., p. 415.
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should not be discounted simply because they have been criticized.
Obviously the market segmentation approach is not useless simply

because the multiple correlations (explanation of variances) are low.

As Bass, Tigert, and Lonsdale have pointed out:

The absence of a satisfactory theory of individual
behavior does not necessarily imply the absence of
valid propositions about the group's behavior. For
marketing strategy, it is the behavior of groups,
not persons, that is primarily important . . . .
For purposes of market segmentation, however, it is

sufficient that the variables yield large differences
in mean purchase rates.

Some researchers are attempting to improve their measuring

ins truments and theoretical just:ification,32 and still others are

At tempting to circumvent the problem of low multiple correlatioms by

Comnsidering behavior patterns rather than specific behavior.33

Having briefly discussed market segmentation, attention is now
Tocused on a review of the relevant literature regarding changing

Public opinion on environmental issues and ecologically responsible

CoOmsumers. This will provide a clearer perspective on the dynamics of

the ecological movement. By knowing what has occurred and is occurring

to<'Zlay, some insights may be gained into the future directions of the

€ <ological movement.
e ———

c 3]'Harold H. Kassarjian and Mary Jane Sheffet, '"Personality and
Onsumer Behavior : One More Time," unpubl. manuscript, University of
@lifornia, Los Angeles, 1975, p. 8.

. 32Frank M. Bass, Douglas J. Tigert, and Ronald T. Lonsdale,
'Iiarket Segmentation: Group Versus Individual Behavior," Journal of
%«atingE Research 5 (August 1968): 265.
. 33Parker M. Worthing, M. Venkatesan, and Steve Smith,
CA Modified Approach to the Exploration of Personality and Product Use,"
~—mbined Proceedings: 1971 Spring and Fall Conferences (Chicago:
rican Marketing Association 1971), pp. 363-67.
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Ecologically Responsible Consumers

Tichenor and associates have provided an apt review of the
historical background of the ecological movement. Their summary is

presented here.

Twenty years ago (1950s), concern about the environ-
ment was largely confined to a relatively small circle
of interest groups and professional organizations
devoted to conserving or preserving certain natural
resources. The soil conservation movement of the
1930's had not captured general public attention in

a major way, however significant it may have been in
rural areas. In the early 1960s, it may fairly be said
that the pesticide controversy was a forerunner of the
environmental issue. A principal factor here was
Rachel Carson's book, Silent Spring (published in 1962),
followed by a variety of books by other biologists,
ecologists, and similar professionals. Later in the
decade, environmental questions captured the imagination
of a growing number of legislators, congressmen, and
public officials. Environmental study centers were
formed. This government activity was accompanied by
rapidly increasing mass media attention and subsequent
public definition of environment as an issue.

Perxhaps national awareness of the environment reached its highest level

An 1969-1970, culminating in Earth Day.35 The wide publicity given to

The environmental issue might have been a drawback. Tichenor and
As sociates has explained it thus:

Another characteristic of the environmental issue is
its apparent consensus quality. Environment being
something that no public spokesman is likely to oppose,
it has reached public prominence in an atmosphere of
general agreement about the importance of the issue.

What may be overlooked today is that issues with
apparent appeal for the majority initially, as

34?. J. Tichenor et al, "Environment and Public Opinion,"

~Fournal of Environmental Education 6 (Summer 1971): 38.

35Thomas J. Rilo, "Basic Guidelines for Environmental

EQucation,” 6 (Fall 1974): 52.
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environment possesses today, may contain the seeds
for later conflicts and cleavages (such as the general
need for improvement in education after WWII and the
1950s) .
If environmental concern follows the pattern of other
public issues, then, we might well prepare for the
possibility that the . . . consensus about the
importance of the issue may give way to some social
conflicts of a type which have not been widely exper-
ienced in the past.
Researchers who ask consumers about their opinions regarding the ecology
are faced with an unenviable task. For most consumers would not want to
appear ecologically irresponsible in front of the researchers. Answers
would probably be biased in favor of the ecology. Therefore, it may be
difficult to arrive at an unbiased estimate of the proportion of
€ cologically responsible consumers.
In the business sector, increasing concern for ecological impact
has led to the development of modified and/or new products. Many of

¥ As such products are

These products, however, were hastily developed.
B rought into the market, the need for research into the characteristics

O f ecologically responsible consumers is heightened.

Research studies on ecological responsibility may be divided
T oughly into two categories. The first includes those studies dealing
P ximarily with ecological concern and/or behavioral intent--studies
< oncerning consumers' opinions. The second includes those studies that
deal with actual ecological behavior--studies that deal with consumers'

Actions.

36Tichener et al, "Environment," p. 39.

s 37Harold J. Kassarjian, "Incorporating Ecology into Marketing
Trategy: The Case of Air Pollution," Journal of Marketing 35
~JFuly 1971): 61-65.
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Ecological Concern

Most of the studies reviewed below deal with pollution, which
is a narrower subject than ecology simply because this has been the
direction of most studies.

Kassarjian's 1971 article about ecology and air pollution was
one of the first attempts to describe the characteristics of ecologi-
cally concerned consumers. Consumer concern about air pollution was
cross-tabulated with consumer awareness of an advertised "low pollutant"

8asoline, rate of usage for gasoline, and demographic variables. The
major conclusion from his study was that the only significant dis-
criminator of those consumers expressing air pollution concern was the
attitude of consumers toward air pollution itself. The usual market
Segnentation criteria, such as demographics, personality, and so

38 did not relate. It should be noted that Kassarjian's

forth,
<onclusions differ from those of the later studies. For they found
demnographic and personality variables to be significant discriminators
OF ecological concern. Perhaps some of the discrepancy between
Kassarjian's findings and the other research studies might be
Aattributed to both the timing of Kassarjian's study which was conducted
At an earlier period in the ecological movement, and to the specific
P roblem with which he dealt--air pollution rather than pollution in
&eneral.

Two subsequent studies concluded that demographic variables

are useful in distinguishing ecologically concerned consumers. In

QOne project, young, white-collar professionals were found to be more

—~—

381p44., p. 65.
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"eco-concerned" than other groups.39 Darling's work revealed that

younger, better educated females were more concerned with pollution

than were people who were older, less educated, or mlale.l‘0

Another group of studies has addressed the problem of ecologi-
cal concern and behavioral intention (willingness to pay for pollution
abatement). A stateof the art report for this group of studies
suggests that, with the only exception of education, studies using
other demographic variables have produced conflicting results:

Thus, available literature portrays a public which
is concerned with pollution abatement and which
considers itself aware of environmental problems.
There is, among the majority, an inclination to be
willing to pay a small amount for remediation.
Unfortunately, the only common thread . . . is the
amount of formal education of the respondent. As

to other demographic variables, the studies reviewed
are in conflict, with some emphasizing and some
denying the importance of age, income, and/or sex as
possible indication of awareness and willingness to
pay for remediation of environmental/air/water
pollution. 1

It appears, therefore, that researchers have been able to seg-
ment on demographic lines but that they seldom produce the same
S egnmentation variables, with education being the only exception. Which
Suggests that either the research has not gone very far, or that

Qemography is just one of numerous factors which must be considered.

—

398. A. Greenburg and R. A. Herberger, "Is There an Ecology
:i<>necious Market Segment?'", Atlanta Economic Review (March-April 1973):
2-43,

40John R. Darling, "Consumer Perception of the Pollution
P roblem: A Research Study,"” paper presented at the annual meeting of
®he Southern Marketing Association, November 1971.

. 41R1chard C. Reizenstein, Gerald E. Hills, and John W. Philpot,
'Fﬂillingness to Pay for Control of Air Pollution: A Demographic
alysis," in 1974 Combined Proceedings Series No. 36, edited by
;:Etanald C. Curhan (Chicago: American Marketing Association, 1974),
~ 324,
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The step from attitude and behavioral intention to actual buyer
behavior is a giant one. For there is a possibility that consumers do

not relate directly ecological problems, such as pollution, to their

everyday consumption decisions. Some consumers may not even realize

that they themselves consume ecologically unsound products. Rather,
they may blame industry for causing substantial amounts of pollution.
For example, in two polls conducted in 1966 and 1967, respectively,

only 23 percent of the respondents felt that people in general are the

major cause of water pollution.42

Ecological Behavior

Relationships between attitude and ecological behavior have

been a concern of several studies. Findings suggest that there is a

relationship; however, it is weak,l'3 which is not unexpected. For the
L ack of any real relationship between attitude and behavior is con-
S A gtent with those of others in the consumer behavior literature.

There exists a possibility that the statistical measures of the
Xe@]ationship between attitude and ecological behavior could show higher
CoOxrelations by using more recent techniques, such as Fishbein's
©Xxpectancy value model. Fishbein recommends that attitude should be
me gsured in terms of a specific action in a given situation. Thus,
Insatead of asking a consumer how he feels about pollution in general
Amaq then correlating his response with purchases of low phosphate

——

42Haze1 Erskine, "The Polls: Pollution and Industry," Public
Qmmion Quarterly (Summer 1972): 268.

T 43For: example, see Andrew Kohut, '"Some Observations on Social
XxQicators and Marketing Decisions," paper presented at the First
%%ual Social Indicators Conference, American Marketing Association,

| shington, D.C., 17 February 1972, p. 7.
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detergents, the consumer might be asked: (1) what he (she) believes
about phosphates in detergents (gives a whiter wash, pollutes the
environment, and so forth); (2) whether these beliefs are good or bad;
and (3) how he (she) would feel about using different brands with
different amounts of phosphates. The answers would be tested for
correlation with the actual behavior of the consumer.

The Fishbein model of attitude measurement is not utilized in
this study. It represents the serious possibility of inducing con-
sumer bias in favor of the ecology. For if consumers feel that they
should be against practices that are ecologically unsound, even if

they personally do not really care, the opportunity for bias may exist.
Such consumers may respond in terms of what they think is expected of
then or what they should do. When using this attitude measurement

T echnique, the researcher must be very careful to try and avoid or
control the possibility of bias.

Anderson and Cunningham, using the Berkowitz-Daniels Social

I(Gasponsib:l.l:l.t:y Scale, developed a profile of the socially conscious
Consumer as follows:

1. Pre-middle age adult

2. Relatively high occupational attainment
3. More cosmopolitan

4. Less dogmatic

5. Less alienated

6. Less status conscious

7. Less personally conscious44

44W. Thomas Anderson, Jr., and William H. Cunningham, "The

$;<><:ia11y Conscious Consumer," Journal of Marketing 36 (July 1972): 23-31.
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The Scale indicated that the socially responsible person "appears to
have highly traditional values . . . he is inclined to be somewhat

conservative in terms of many of the ideals of this American core

culture. nk5

Several characteristics noted in the Anderson and Cunningham
socially conscious consumer profile, such as high occupational attain-
ment and cosmopolitanism, are also found in Roger's description of
opinion leaders.46 It might be useful to investigate whether or not
there is a relationship between opinion leadership and the Berkowitz-

Daniels Social Responsibility Scale.

Anderson and Cunningham concluded that both demographic and
S ocio-psychological variables are useful in distinguishing the socially
Conscious consumer. However, the latter were found to be better
P redictors.

Although Anderson and Cunningham in their study did not attempt
T O measure the buying behavior of their predefined socially conscious
Consumer, Anderson, Henion, and Cox produced a sequel which did. This
Second study compared socially responsible and ecologically responsible
Consumers. The former were defined as those who achieved high scores

©On the Social Responsibility Scale. The latter were defined as those

Who delivered materials to recycling centers."7 In this context, it

——

45Leonard Berkowitz and Kenneth G. Lutterman, "The Traditiomal
S ocially Responsible Personality,"” Public Opinion Quarterly 32
CSummer 1968): 171.

46Everett M. Rogers, Diffusion of Innovations (New York:
The Free Press, 1962).

47W Thomas Anderson, Jr., Karl E. Henion, and Eli P. Cox III,
Siocially vs. Ecologically Responsible Consumers," edited by Ronald C.
®arham in 1974 Combined Proceedings Series No. 36 (Chicago: American

1\"Iiarket::lng Association, 1974), pp. 304-311.
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was found that the ecologically responsible consumer tends to be better
educated, younger, of relatively higher socioeconomic and occupational
status, and at an earlier stage in the family life cycle than the
average U. S. household resident.48

The study also identified a difference between socially

responsible and ecologically responsible consumers.
The socially responsible consumer seemingly sub-
scribes to the conventions of society. This,
coupled with his high occupational status, suggests
an achievement orientation that is said to character-
ize the middle class. In contrast with socially
responsible consumers, ecologically responsible
consumers seem quite alienated, yet personally
competent. Thus it seems that ecologically
responsible consumers are self-actualizing individ-
uals and probably largely insulated from the need
for social sanction.?

These two studies on social and ecological responsibility are
dmportant. To date they comprise the most comprehensive research in
the area using demographics and personality variables. The most
dmportant weakness of both was the dependence on only one form of
e@cological behavior--taking materials to a recycling center--as being
Trepresentative of that behavior. Inconsistencies in behavior can
Occur if, for example, these same people also buy high phosphate deter-
&ents and use leaded gasoline. Or problems exist if another person,
Such as a parent or a friend, had asked the individual to deliver the
Tmaterials. Then the person interviewed logically should not be

©onsidered ecologically responsible.

481pid., p. 308.

491p1d., p. 310.
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Research by Kinnear and Taylor indicated '"that the higher a
buyer's ecological concern, the greater is the perceived similarity of

brands that are ecologically non-destructive."50

In a sequel to this
research, Kinnear, Taylor, and Ahmed, found that demographic measures
are not significant in distinguishing ecologically responsible con-
sumers. Rather, their findings indicated that personality variables
are better predictors.51

A significant feature and useful contribution of the earlier
Kinnear research was the formulation of an Index of Ecological Concern.
Primarily, the index measured the consumer's purchase behavior of
laundry detergents and attitudes toward pollution. The index was used
as the independent variable in subsequent work.

There are several limitations of the Kinnear and Taylor studies.
One is the wording of the questions regarding pollution in the Index of
Ecological Concern. For example, one question reads: "I think that a
person should urge her friend not to use products that pollute."52
This may well bias the respondent's choice of answers when public con-
sensus on environmental issues is high, and a respondent might very

well wish to avoid giving the impression of not being pollution

conscious.

50Thomas C. Kinnear and James R. Taylor, "The Effect of
Ecological Concern on Brand Perceptions," Journal of Marketing Research
(May 1973): 196.

51Thomas C. Kinnear et al, "Ecologically Concerned Consumers:
Who Are They?", Journal of Marketing 38 (April 1974): 20-24.

52Kinnear and Taylor, "Effect," p. 196.
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A second problem involves the assumption that ecological
behavior is a function of attitudes about laundry detergents only.
However, a consumer may buy high phosphate detergents because she
(he) feels that phosphate-free detergents are harmful to human health,
as some of the published reports claim.53 Also, detergents might not
be representative of other ecologically relevant products. The third
problem, which has to do with the Index of Ecological Concern, involves
the arbitrary weights assigned by the researchers to the various
questions in the Index.

Platzer developed a profile of ecologically responsible con-
sumers by considering their (1) attitudes toward pollution, (2) buying
behavior, and (3) reasons for the behavior. His study was an improve-
ment over some of the others in the sense that five purchase activities
were mentioned: (1) low lead gasoline, (2) returnable bottles,

(3) low phosphate detergents, (4) paper meat trays, and (5) frozen
foods.

Platzer found that consumers "active" in purchasing ecological
products are better educated and have higher family incomes than the
national average. His definition of an "active" consumer is ome '"who
indicated that he purchased one or more of the five related products

154

because of ecological consideratioms.' In his sample, 55 out of 101

respondents were classified as active. However, only about 20 percent

of these were both "active" and had strong attitudes against pollut:l.on.55

53‘William Simon Rukeyser, "Facts and Foam in the Row Over
Phosphates," pp. 379-391.

54Willard B. Platzer, Jr., "An Analysis of Ecologically
Motivated Consumer Purchase," Ph.D. Diss., University of Arkansas, 1973.

55Ibid., p. 31.
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The 20 percent figure probably yields a better estimate of ecologically
responsible consumers than the 55 "active' consumers in the sample.
For the large number of "active" consumers could be attributed at least
partially to Platzer's direct reference to pollution and ecological
considerations, which could produce answers biased in favor of non-
polluting behavior.

Although Platzer's study included various purchase activities,
he did not consider ecologically consistent behavior. In fact, the
only piece of research in the literature which has addressed itself to
this topic was conducted by Fritzsche.56 The sample in his study
comprised customers of the Better Life Services Corporation, a
collector of recyclable materials. The issues he considered were:
(1) bond referendum for environmental quality, (2) detergent purchases
by phosphate level, (3) gasoline purchases by lead content, (4) paper
towel purchases by recycled paper content, (5) bathroom tissue
purchases by recycled paper content, and (6) support of auto emission
standards. Fritzsche concluded:

The findings of this study evidence a strange
pattern. The majority of the Better Life Customers
were environmentally consistent with regard to
indirect purchases but were environmentall

inconsistent when making direct purchases. 7

The two indirect '"purchases'" were the bond referendum and support of

auto emission standards.

56David J. Fritzsche, "The Environmental Consistency of Consumer
Purchases," in 1974 Combined Proceedings Series No. 36, edited by
Ronald C. Curhan (Chicago: American Marketing Association, 1974),
Pp. 312-315.

>"i4., p. 315.
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Fritzsche's conclusions regarding inconsistencies in direct
purchases of detergents, gasoline, paper towels, and bathroom tissue
may, however, be overstated. First, Fritzsche did not consider
whether the respondents acted irresponsibly by their own choice or
acted unavoidably. For example, the study found that only 6 percent
of the Better Life customers used low lead gasoline. Many customers
are unaware that their automobiles can take unleaded fuel, or are
afraid to try. These consumers are not so much ecologically
irresponsible as ecologically uninformed. Also, consumers who do not
actually buy detergents, but who live in households where high phos-
phate detergents are used, are also considered as being ecologically
irresponsible. A second problem, acknowledged by Fritzsche, was the
lack of promotion or publicity about recycled paper towels and bath-
room tissues as compared with phosphates in detergents or unleaded
gasoline.

These criticisms suggested two criteria for this research.
First there is the need to consider products that have received a
reasonable amount of publicity about their relationship to the ecology.
Thus an effort was made to confine this study to the better-known
ecological issues : (1) phosphates in detergents, (2) returnable soft
drink containers, (3) energy conservation, and (4) unleaded or low
lead fuel. Second, respondents to the questionnaire should be con-
sumers who are actually engaged in the decision-making process when

they buy or use these products.
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Summagz

There are an increasing number of studies about ecologically
responsible consumers, but there are still too few to permit generali-
zation beyond certain demographic factors such as age and education.
The results have been equivocal.

There are two major criticisms of these studies. First there
is no consistent and acceptable definition of ecologically responsible
consumers. Second, attitudinal questions about pollution and ecology
often lead to biased results.

Without a sound definition of ecologically responsible
consumers, generalizations about their characteristics are difficult
to make and even more difficult to defend logically. For example,
the ecologically responsible consumers referred to in one study who
buy low phosphate detergent may not be considered responsible in
another study, which uses delivery of materials for recycling as the
responsibility criterion.

When direct questions are asked about the ecology they actually
force people to be for or against the widespread consensus that there
is an ecological problem. Few people wish to state flatly that they
are against such items as pollution control. If bias is created when
asking attitudinal questions, this will certainly carry over to the
behavior portion of a questionnaire since respondents know what to
look for. Thus, if possible, attitudinal questions probably should be
well disguised or handled indirectly by questions dealing with
ecological literacy or knowledge. In this study, mention of the

ecology was held to a minimum in order to minimize consumer bias.
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Furthermore, a concerted effort was made to provide a logical and
consistent definition of ecologically responsible consumers.

The next chapter explains the research methodology, in
particular the specific steps taken in constructing and administering
the empirical study. Included in the discussion are the choice of
dependent and independent variables, the sample design, testable
hypotheses, questionnaire design, interpretation and administration,

and statistical instruments.



CHAPTER III

RESEARCH METHODOLOGY

Introduction

This dissertation is primarily concerned with consumers who, in
exercising their freedom of choice, engage in ecologically responsible
consumption. This research attempts to establish an acceptable
definition of ecologically responsible consumers; determine whether or
not they exist; and if they do exist, define their demographic and
personality characteristics and how they can be identified. Since
certain selected demographic and personality variables are already in
use, this study also attempts to discover how these personality scales
are related to one another and to other demographic variables.

This chapter is divided into eight sections and deals with the
definition of ecologically responsible consumers, dependent and
independent variables, sample design, sample selection, the instruments
used, and methods of analysis. The first section provides the
definition of ecologically responsible consumers. The second and third
investigate the nature of the dependent and independent variables. The
fourth discusses the choice of the sample size and the method of
selecting the sample. The fifth section lists the testable hypotheses,
and the sixth deals with questionnaire design, interpretation, and
administration. The seventh describes the instruments used in the

analysis, and the last section summarizes the entire chapter.

39
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Ecologica}ly Re;ppnsible Consumers; Definition

The respondents in this study are classified into two behavioral
groups: (1) ecologically responsible consumers (ERCs) and (2) non-
ecologically responsible consumers (NERCs). Three criteria are used as
the basis for the classification.

First, are the respondents aware of an ecological problem
connected with the products that they buy or use? Questions about aware-~
ness include the following; Do they know that high phosphate detergents
pollute rivers and streams? Are they aware that setting a low home
heating temperature would conserve energy for future use? Do they
know that buying soft drinks in returnable containers helps eliminate
solid wastes pollution? Do they realize that leaded gasoline is harm-
ful to man?

Second, do the respondents take ecologically responsible
actions with respect to the products that they buy or use because they
are aware of their ecological problems? If they know that phosphates
pollute the rivers and streams, do they then buy low phosphate deter-
gents? If they are aware of the need to conserve energy, do they
lower their home heating temperature? If they are concerned with
eliminating solid wastes pollution, do they buy returnable soft
drink containers? Do they buy unleaded gasoline because they realize
that lead in the atmosphere is harmful to man? This second criterion
ensures that consumers are considered to be ecologically responsible
only if they buy or use products that are ecologically wholesome
because they are aware of their ecological implications. Those
consumers who buy low phosphate detergents or use unleaded gasoline

because they are less expensive or because they prefer the product are
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not included in the analysis, for they are not buying or using the
products because of their ecological awareness.

Third, do the respondents demonstrate ecologically consistent
behavior? In a strict sense, ecologically consistent behavior by the
consumer includes all his (her) purchase activities. Thus, respondents
who buy low phosphate detergents to prevent water pollution, but who
also consume excessive energy and/or who use disposable soft drink
bottles are not consistent in their ecological behavior. Whatever good
they do by preventing water pollution is negated by their abuse of the
environment through their other purchase activities.

Using this strict definition, ecologically responsible
consumers must satisfy all three of the above criteria: (1) awareness
of an ecological problem, (2) ecologically responsible behavior, and
(3) an ecologically consistent pattern of behavior. On the other hand,
nonecologically responsible consumers are those who do not satisfy one
or more of the above criteria, Thus, nonecologically responsible
consumers might buy low lead gasoline or low phosphate detergents, but
if they are not aware of the ecological problem(s) associated with
these products, they are not considered ecologically responsible. Also,
consumers who are aware and who act to protect the environment in some
but not all purchases or uses of products are still not considered
ecologically responsible because they may negate whatever good they do
for the environment by being ecologically irresponsible in other areas.

It might be argued that requiring a consumer to be totally
consistent in his behavior is unrealistic, for we live in an imperfect
world with imperfect information. Some consumers might not know the

ecological impact of their actions or might believe that what they are
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doing is ecologically sound. For example, some people might actually
believe that energy conservation is unnecessary because the energy crisis
is an artificial problem instigated by o0il companies to enrich themselves,
while energy is, in fact, abundant. Also, some people might use high
phosphate detergents because they believe that the low phosphate
varieties are actually harmful to the environment.

In essence, if one adopts a less stringent definition of ERCs, a
more ''reasonable' proportion of ERCs is to be expected. But to what
extent should the definition be relaxed, if at all? If the definition
is too broad and too vague, one is liable to "create" ERCs rather than
determine objectively whether or not they really exist and in what
proportion they are of the entire population. What is a "reasonable"
definition of an ERC?

The problem might not be insurmountable if consumers are con-
ceived of as being ranked along an ecological responsibility continuum.
At one end are consumers (NERCs) who are unaware of an ecological
problem and who do not buy or use even one product in an ecologically
responsible manner. At the other end of the continuum are the ecologi-
cally responsible consumers (ERCs), who are aware of an ecological
problem and who act in an ecologically responsible manner for all the
products that they buy or use. Thus two factors are involved in the
scale, ecological awareness and ecologically responsible buying
behavior. Figure 3.1 illustrates this continuum.

In a more realistic manner, using the majority rule ERCs
could be defined as those who are aware of the ecological problems
associated with the products that they buy or use and act in an
ecologically responsible manner for at least 50 percent of the products

that they buy or use. Then NERCs would be those consumers who do not
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and act in an
ecologically irre-
sponsible manner in

all the products that

they buy or use.

These consumers are
ecologically aware
and act in an
ecologically respon-
sible manner in half
of the products that
they buy or use.

These consumers are
ecologically aware
and act in an
ecologically
responsible manner
in all of the
products that they
buy or use.

Figure 3.1 The Ecological Responsibility Continum.

satisfy the awareness criterion and/or the ecologically responsible

buying behavior criterion for at least 50 percent of the product

purchases.

An illustration involving the four products used in this study

should clarify the above definitionms.

Respondents who buy low phos~-

phate detergents and returnable soft drink containers because they are

concerned about the ecology are considered to be ecologically

responsible even if they use leaded gasoline and maintain their home

heating temperature at an excessive level (above 68°F), for they are

ecologically responsible in at least 50 percent of their consumption
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behavior (two out of four products), Nonecologically responsible
consumers, on the other hand, might buy or use one of the four products
in an ecologically responsible manner, but they are considered to be
irresponsible because they consume the other three products (over 50
percent of their purchase activities) in an ecologically irresponsible

manner,

Dependent Variables

Ecologically responsible behavior is the primary dependent
variable in this study and is measured in terms of consumer behavior
in four product categories; (1) laundry detergents, (2) soft drinks,
(3) energy, and (4) gasoline. Each was chosen from an array of
products such as paper towels, meat trays, and frozen foods. The
reasons for choosing four products are as follows; (1) Fewer than
four products would represent too small a number to measure
ecological consistency of behavior. (2) More than four products
would necessitate an extremely lengthy interview, and it was felt
that cooperation by respondents would be hampered.

Phosphates in laundry detergents have been the target of
environmentalists' complaints and of governmental legislation. The
issue of returnable containers and recycling has received extensive
publicity. Energy conservation, particularly in the face of the
energy crisis, is still receiving governmental attention. Finally,
lead in gasoline has been an important issue for environmentalists and
government and has led to the use of low lead or no lead gasoline.

Each of the four products is discussed below.
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Laundry Detergents

In this research consumers who are aware that phosphates in
laundry detergents pollute the environment and who buy low phosphate
detergents for this reason are considered to act in an ecologically
responsible manner,

There has been much controversy concerning the use of phos-
phates in laundry detergents. Phosphates are detrimental to rivers
and streams because they increase the rate of eutrophication.1

Eutrophication is a natural growth and aging process during
which aquatic systems acquire nutrients such as phosphorous, nitrogen,
and carbon in fixed proportions. When phosphorods is introduced into
the water systems through sewage and runoffs, algae growth is
encouraged. Consequently, algae die and then decay. The increased
number of decay bacteria uses up deep-water oxygen so critical for
such species as fish and crustaceans. Further decay produces foul-
smelling compounds. Sutton and Harmon note that "by simply adding
nutrients, man can change a relatively clear lake into a foul-smelling,

swamplike body of water thick with algae scums and decaying vegatation."2

Soft Drink Bottles

Consumers who buy returnable soft drink bottles because of their

ecological implications rather than nonreturnable containers are

1David B. Sutton and N. Paul Harmon, Ecology: Selected Concepts
(New York; John Wiley & Sons, Inc., 1973).

21bid., p. 119.
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considered, in this research, to be ecologically responsible.

The use of throw-away bottles and cans is a source of solid
wastes pollution. Even though a number of these nonreturnable con-
tainers are being reprocessed through recycling centers,3 the majority
are used only once and thrown away. Returnable soft drink bottles,
which existed before most throwaways, are considered inconvenient by
many consumers. Returnable bottles often require a deposit at
purchase and must be taken back to the store. Nonreturnable containers
are obviously more convenient, although wasteful. Unless recycling
becomes more popular, consumers who buy soft drinks in throwaway

containers normally contribute to solid wastes pollution.

Energz

In this research, ecologically responsible energy consumption
is measured in terms of home heating temperature. Consumers who,
during the past winter, set their thermostats at or below 68°F in order
to conserve energy are considered to have behaved in an ecologically
responsible manner.

A serious concern today is rapidly depleting energy sources
such as oil, coal, and gas, or what are termed fossil fuels. <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>