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Abstract

Going green in consumption is gaining momentum glgbbut little is known how national
cultural values and consumers’ ethical ideologieplan green consumption. With a
culturally rich sample of 1929 responses from camss in Finland, Germany, Portugal, and
the United Kingdom, the present study examines kaltural long-term orientation and
collectivism predict consumers’ green consumpti@ues, and if these relationships are
moderated by ethical ideologies. The study findg tultural collectivism has a significant
positive effect on green consumption values, agebgol. However, the results show that the
two long-term orientation constructs, namely plagniand tradition, point in opposite
directions when predicting green consumption. Wenalgstrate that while long-term
planning has a significant positive effect on gremansumption values, the effect of
traditional values is negative. We further showtthi@s negative effect varies across
consumers’ ethical ideologies so that the effectthe greatest for Exceptionists and
Absolutists, that is, those who rely in their aoBan universal moral principles rather than
particular circumstances. Therefore, our reseamitributes to the literature by providing
new evidence for the cultural and ethical aspetgréen consumption values. Furthermore,
the study suggests that managers pay special iattettt the consumeraho have high

collectivistic and future-oriented values to prometvironmentally friendly consumption.
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1. Introduction

Sustainable consumption has received increasirgprels attention from the beginning of
this century (Bangsa and Schlegelmilch 2019). Theng Planet Report 2008 warned us
about the danger of over exploitation of Earth’ture resources to meet our ever-increasing
demand for goods and services (WWF 2008). AccorttinBruckman and Jackson (2010),
“sustainable consumption patterns are necessarye@izing a sustainable society and
economy” (p.324). However, we are still far awaynfr adopting sustainable production and
consumption behaviors, which is evident from thedtLiving Planet Report 2018 (WWF
2018). Although there is no ‘one-size-fits-all’ gbbn to the problem of unsustainable
consumption, the role of consumers in sustainameswamption has become central to policy
discussions due to the realization that societahghs also require individual level changes
(Pollex 2017). Consumers can act as agents of mmental change by adopting social
practices that contribute to sustainable developr(i@arr et al. 2011). Recent trends from
international surveys show that interest in sustal®m consumption choices among consumers
has been growing. A study by Nielson (2015) conmpgis30,000 consumers from 60
countries finds that most consumers are willingag more for products and services coming
from socially and environmentally responsible comgsa. Another study by Unilever (2017)
involving 20,000 consumers from five major develd@and developing economies reveals
that one-third of consumers often buy products fompanies that they feel are committed

to having a positive impact on both society andremment.

There is no doubt that we need more sustainablsucoption to avoid exceeding the Earth’s
carrying capacity. Along with sustainable consumptihe concept of ethical consumption is
also gaining momemtum, which generally refers toscmpotion habits that are motivated
by various ethical choices such as fairly tradedl amvironmentally friendly goods
(Szmingin et al. 2006). The lateBthical Consumer Markets Report 2018 indicates that
consumers in general are, indeed, turning towaral®e rathical options in their consumption
behaviors (ECRA 2018). Companies are also incrgbsinffering products that are
environmentally friendly in terms of compositionddor packaging (Haws et al. 2014). At the
same time, research into various aspects of ethicghess practices is increasing (Chow and
Chen 2012), but the extant literature on consunteice in the marketplace is notably

underrepresented (Moraes et al. 2019; Shabbir. 20418). Haws et al. (2014) propose a



concept and measures of “green consumption vaheekétter understand the differences in
the value that consumers place on conserving thigoement in consumption settings. We
know that not all consumers are willing to buy eamimentally friendly products or services
for reasons such as existing habits, time or dodt (et al. 2016). However, some consumers
voluntarily adopt greener practices such as gresmsumption and sustainable lifestyles to
contribute to society and the environment (Tanned Hast 2003). Consequently, earlier
research clearly indicates that consumers diffetha value they place on conserving the

environment in consumption contexts (Haws et al420

Recent studies report significant country-levelfed#nces in households’ sustainable
consumption patterns arguing that in more develamratries the household consumption
tends to be more sustainable (Bartolj et al. 20H®wever, consumer values and ethics are
rather shaped by cultural differences than natignéran and Chow 2008). Moreover, we
know that culture influences peoples’ values aritcat ideologies (Pekerti and Arli 2017)
and that culture plays a role, both directly andiregctly, in influencing consumption
behavior of green products (e.g., de Maya et al120seng and Hung 2013; Ritter et al.
2015). As cultural differences influence both petmns and behaviors of consumers in
different counties (Nair and Little 2016), diffetecultural dimensions are likely to have

implications for ethics and green consumption value

While several studies have emerged over the lasyéars aiming to explain consumers’
green purchasing behaviors by analyzing differesrs@nal, social, and economic factors
(e.g., Chan et al. 2008; Paco et al. 2019; ShanmnthForopon 2019), only a few have
analyzed consumers’ green consumption behavior finrethical perspective (e.g., Chan et
al. 2008; Zou and Chan 2019). This is unexpecteth@grevious research argues that the
driving factors for green consumption are oftenicathy motivated. Consequently,
incorporating ethical ideologies into the analydigreen consumption values and behaviors
would provide robustness to findings (Luchs ell0; Lu et al. 2015; Zou and Chan 2019).
Although the connections between consumers’ cultwakues, ethical ideologies, and green
consumption appear to be evident, the academi@anasen this topic is practically non-
existent. Therefore, this study aims at investigatwhether culture predicts consumers’
green consumption values, whether consumers’ éthiedogies moderate the linkages
between consumers’ cultural values and green copisoim values, and whether socio-

demographic variables have any impacts on consurgeegen consumption values. The
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novelty of the present study stems from utilizinguaye dataset from four culturally distinct
European countries to uncover how consumers’ @lltualues predict green consumption
values, and if ethical ideologies shape these &ff@avo of the most important theoretical
contributions of this study are, first, it providas empirical understanding of the role of
cultural dimensions in shaping consumers’ greensgomption values. Second, this study
provides insights into the moderating effects dificatl ideologies on the relationships

between cultural dimensions and green consumpatres.

2. Literature review and hypotheses development

2.1. Green consumption values

Increasing environmental deterioration due to owesamption and overexploitation of
natural resources has become a global concern (eamova et al. 2016; Liobikiene and
Bernatoniene 2017). Therefore, a deeper understignaif environmentally friendly
consumption behavior has become imperative for bpdlicy makers and marketers
interested in motivating consumers towards adopsogtainable consumption behaviors
(e.g., Ritter et al. 2015; Bailey et al. 2016; Patal. 2019). The concept of environmentally
friendly consumption dates to the early theoried aotions in the marketing literature such
as theTheory of Responsible Consumption (Fisk 1974),Ecological Marketing (Henion and
Kinnear 1976), andecologically Concerned Consumer (Kardash 1974). The literature uses
numerous terms such as “green”, “environmentallyceoned”, “ethical’, and “sustainable”
to describe ecologically friendly consumption (e@regory-Smith et al. 2017). Recent
studies argue that an individual’'s green consumpti@alues positively predict this

consumption (Haws et al. 2014, Bailey et al. 2016).

The earlier literature conceptualizes the concgpeen consumption values” from various
perspectives. Haws et al. (2014, p. 337) definergemnsumption values as “the tendency to
express the value of environmental protection tghoone’s purchases and consumption
behaviors.” Varshneya et al. (2017, p. 481) regarals “the reflection of environmental
protection by different actions because of valuean individual to save the environment”.
The study by Haws et al. (2014) reports that gemrsumption values are strongly related to
careful use of collective, environmental, and peat@esources, and consumers with greater

green consumption values demonstrate stronger rprefes for environmentally friendly



products. Nowadays consumers are becoming moreeaavad sustainably oriented with a
concern that the natural environment is fast detating. Moreover, they are not reluctant to
adopt sustainable consumption behaviors by makifegtyle compromises and incurring
additional costs (e.g., Marde and Verite-Masseftl62 Yin et al. 2018; Prendergast and
Tsang 2019). Green consumption values may wellagxpsuch a change in consumer
preferences for environmentally friendly produdtwever, current research is limited in
analyzing the factors that contribute to the dewelent of green consumption values among
consumers (Bailey et al. 2016). We expect that wmess’ cultural values have a significant
relationship with green consumption values and tedtical ideologies moderate the

relationship.

2.2. Cultural values

According to Hofstede et al. (2010), “culture i ttollective programming of the mind that
distinguishes the members of one group or categbgyeople from others” (p.6). Culture

plays an important role in influencing individualgfeen consumption behaviors (e.g., de
Maya et al. 2011; Tseng and Hung 2013; Ritter eR@Ll5; Ghazali et al. 2017). Not only

this, culture is also one of the most critical astinfluencing ethical decision-making (e.qg.,
Hunt and Vitell 1986; Hur et al. 2017) and consurattics can vary across cultures (e.qg.,
Vitell et al. 1993; Lu et al. 1999). Indeed, Paiter et al. (2006) argue that using cultural
dimensions instead of nationality in a study pregidjreater explanatory power as cultural
dimensions allow us to analyze cultural norms aaitstthat are beyond country borders. We
use cultural dimensions proposed by Hofstede (1888)Hofstede and Bond (1988), one of
the most widely used cultural dimensions (Nakat@920to test if culture shapes green
consumption values. We predict such effects by tultural dimensions: long-term

orientation and collectivism.

2.2.1. Long-term orientation

Long-term orientation has its origin from Bond’'si@dse Value Survey comparing students
from 23 countries (Hofstede and Bond 1988) andais witially known as “Confucian Work

Dynamism”. Long-term orientation indicates timeemtiation of a society along a continuum.
Societies located on one end of the continuum tendalue perseverance, thrift, order of
relationship by status, and a sense of shame (Gab €018). On the contrary, societies

located at the other end of the contimum known lemtgerm orientation prefer virtues
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related to the past and present, particularly resfoe tradition, protecting one’s face, and

fulfilling social obligations (Guo et al. 2018).

Although several studies use long-term orientatibns not beyond criticism (e.g., Bond
2002; Fang 2003). To address the criticisms relatddofstede’s original measures, Bearden
et al. (2006) developed and validated a long-terrantation scale consisting of two sub-
dimensions: “Tradition” and “Planning”. Traditioefers to a respect for traditions of the past
and Planning denotes the value of planning forfulere (Nevins et al. 2007). Bearden et al.
(2007) define long-term orientation as “the cultuvalue of viewing time holistically,
valuing both the past and the future rather thagndeg actions important only for their
effects in the here and now or the short term”§p)4Following this definition, a high score
in long-term orientation would suggest that anwdlial will value planning, hard work for
the future, and perseverance. Nevins et al. (200&xsure the impacts of tradition and
planning on students’ personal ethical values ampbnt that higher levels of tradition and
planning lead to higher personal ethical valueyTharther argue that individuals who place
high importance on planning and tradition consigeethical behaviors as dangerous, having
negative consequences, and violating the traditiesaes of honesty and integritiy (Nevins
et al. 2007). Vermeir and Verbeke (2008) also refgmat consumers who hold traditional
values are more inclined to buy sustainable praduct their study Hassan et al. (2011)
found the two sub-dimesnions of long-term orieotatio be valid in a study involving 10
European countries. They report that planning hasgaificant positive relationship with
attitude in four of those countries, whereas tradihas such an association with attitude only

in one country.

Studies investigating the role of long-term ori¢ioi@ on consumers’ pro-environmental
values are not extensive, even though previousreisaendicates that long-term orientation
correlates with environmental responsibility antegrity (Arli and Tjiptono 2014). Indeed,
as sustainability research primarily aims to uni@derd the impacts of our short-term actions
on long-term consequences, the role of long-terentation becomes evident. Bearden et al.
(2007) suggest that higher levels of the two subedlisions of long-term orientation (i.e.,
tradition and planning) would be associated witipher levels of consumer frugality, lower
level of compulsive buying, and higher levels dfiedl values. Nevins et al. (2007) also
indicate positive relationships between the two-dubesnions of long-term orientation and
personal ethics. Since the outcomes of pro-enviestai behaviors are future oriented (Qian



and Yin 2017), consumers with high long-term oméion are expected to adopt
environmentally friendly behaviors as they valueserving the environment for future
generations (Kim and Choi 2005; Leonidou et al. ®0Following the earlier literature
regarding the positive impacts of the two sub-disiems of long-term orientation on

consumers’ ethical values we hypothesize that:

Hla Planning has a positive effect on green consiamptlues.

H1lb Tradition has a positive effect on green congdionpvalues .

2.2.2. Collectivism

In Hofstede’s cultural typology, individualism andllectivism represent the opposite ends of
a continuum (Hofstede 1980). In individualistictoués, individuals place greater importance
on achieving personal goals rather than maintaihiaugnonious relationship (e.g., Hofstede
1984). In contrast, individuals in collectivist tures place importance on a greater good for
their extended family or organization and are gsal oriented, and they value reciprocation
of favors, a sense of belonging, and respect &atitions (e.g., Triandis 1995; Sivadas et al.
2008; Hofstede, 2011). Husted and Allen (2008) ssgthat collectivism should affect the
relationship between moral reasoning and moral\dehas people in the collectivist cultures
will behave in accordance with the group/socialnm®rand place greater emphasis on the
roles they fulfil in relation to others. Earliersearch also suggests a positive effect of
collectivism on pro-environmental behaviors, inchgdwillingness to pay for green products
(e.g., McCarty and Shrum 2001; Kim and Choi 200&déry-Smith et al. 2017). Collectivist
persons are more likely to develop pro-environmeatitudes (Kim and Choi 2005) and
protect the environment so that the whole sociagiuding themselves, can enjoy prosperity
(McCarty and Shrum 2001). Based on the previousares we hypothesize that:

H2 Collectivism has a positive effect on green comgtion values.

2.3. Consumers’ ethical ideologies

Muncy and Vitell (1992) conceptualized consumeriosthas “the moral principles and
standards that guide behavior of individuals orugs as they obtain, use and dispose of
goods and services” (p. 298). According to modeusiress ethics theories, different
individuals when faced with decision situationstthave ethical content, will apply ethical

guidelines based on the philosophical principlesdadntology (obligations or rules) and
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teleology (guided by the consequences of actions) (Murphty laacczniak 1981; Hunt and
Vitell 1986; Ferrell et al. 1989). Forsyth (198®92) introduced the concepts of “ldealism”
and “Relativism” to describe individual differences moral philosophy. He argues that
idealism is “the degree to which the individualswase that desirable consequences can, with
the ‘right’ action, always be obtained”, whereasatigism is “the degree to which an
individual rejects universal moral rules when makethical judgements” (Forsyth 1980, p.
175-176). Earlier studies suggest that the effeealism on consumers’ ethical judgments
and behavior is positive, whereas the effect oditrgbm is negative, but often weak (e.qg.,
Barnett et al. 1996; Davis et al. 200glihawadana et al. 2016; Zou and Chan 2019). More
specifically, idealistic consumers tend to rejectethical behaviors, whereas relativistic
consumers tend to accept such behaviors (e.g.me&yHr et al. 1999; Steenhaut and van
Kenhove 2006; Singh et al. 2007; Vitell and Patward2008).

At an individual level, Ndubisi et al. (2016) argthat individuals’ ethical standards can be
raised by long-term orientation as the individsaldss likely to perceive unethical behavior
favorably because it violates the traditional valwé integrity and honesty. However, the
relationship between ethical decision-making amdjiterm orientation is still not sufficiently
understood (e.g., Christie et al. 2003; Nevind.e2@07; Arli and Tjiptono 2014). Regarding
the relationship between ethical ideologies andectivism, previous research suggests that
collectivistic consumers perceive unethical proldess more unacceptable and severe than
their individualistic counterparts (Tavakoli et aD03; Bernardi and Long 2004). In addition
to suggesting the ethical idelogies, Forsyth (1988p argues that an individual’s ethical
judgements are based on the adoption of one ofdistinct approaches such as situationism
(high idealism, high relativism), absolutism (higktealism, low relativism), subjectivism
(low idealism, high relativism), and exceptionistow( idealism, low relativism) (Table 1).
He further suggests that “an individual’s inclusiato one of these groups would determine
whether the individual espouses idealistic or miemlistic values and believes moral rules

are universal or relative” (Forsyth 1980, p. 176).



Table 1. Taxonomy of ethical ideologies (Sourceskitn 1980)

Idealism Relativism
High Low

High Situationist: Individuals should act to Absolutist: Individuals should act in ways
secure the best possible consequences for #ilat are consistent with moral rules, for doing
concerned even if doing so will violate so will in most cases yield the best
traditional rules about ethics. consequences for all concerned

Low Subjectivist: Individuals’ personal values  Exceptionist Individuals should act in ways
and perspectives should guide their moral that are consistent with moral rules, but one
choices, rather than universal ethical should remain pragmatically open to
principles or desire to achieve positive exceptions to these rules
conseguences.

Among a few studies that have investigated theatiaris in the ethical idelogies sub-groups
across countries or cultures, Forsyth et al. (208Bprted that an exceptionist ethic is more
common in Western countries, subjectivism and s8d@osm in Eastern countries, and
absolutism and situationsm in Middle Eastern caesiiMore recently Ko et al. (2019) have
investigated the moderating role of ethical idedsgon the effect of ethical leadership on
purchasing agents’ unethical behavior. Their stindycates that when the purchasing agents
are situationist (high idealism; high relativisnthe effect of ethical leadership on their
unethical purchasing practice will be the strondgist et al. 2019). However, we are unable
to uncover any research exploring how the effett®nsumers’ cultural dimensions on their
green consumption values vary across these foiga¢tidleologies sub-groups Although it
appears evident that individuals’ ethical ideolggiefluence the role cultural values play in
their pro-environmental behavior, prior research hat sufficiently suggested the direction
of effects of the ethical idelogies sub-groups loa relation between cultural dimensions and
green consumption values. Therefore, we base opothgsis on more general theoretical
analysis of how the effects of cultural dimensiomsgreen consumption values vary across
the four ethical idelogies sub-groups at the mddeél (Figure 1). Following this, we

hypothesize that:

H3 The relationships between cultural values amemgiconsumption values vary across the

four ethical idelogies sub-groups.

2.4. Controlling for socio-demographic influence

Previous studies have reported that gender andteagk to have significant effects on

consumers’ sustainable consumption behaviors @ahperts 1996; Elango et al. 2010; Luchs
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and Mooradin 2011). In addition, some studies hal® reported consumers’ incomes
having significant effect on their pro-environmdratitudes and behaviors (Scott and Willits
1994; Clark et al. 2003¥elsch and Kihling 2009). Therefore, to test ifstngocioeconomic

variables influence our results, we include gendge and income as controls (Figure 1).

H3 Moderator: Ethical ideologies sub-groups
Situationists vs. Absolutists vs. Subjectivists Egceptionists

Long-term
orientation:Planning

Hla

Long-term
orientation: Tradition

Hilb

Green Consumption Values

H2

Controls:Gender, Age, Income

Figure 1. Conceptual model and hypotheses.

3. Materials and methods

3.1. Measurement scales

As for our dependent variable, green consumptidnesa we rely on Haws et al. (2014) who
suggest a six-item GREEN scale to capture “indiaidutendency to express the value of

environmental protection through one’s purchasescamsumption behaviors” (p. 337).

Regarding cultural factors, we measure long-terientaition based on Bearden et al. (2006)
who suggest two dimensions, tradition and plannwmigh four items each. With regard to
collectivism, we rely on Yoo et al. (2011) who daied a six-item construct in a cross-
national study.

Forsyth (1980) created the original Ethics Posit@uestionnaire (EPQ); however, the two-

factor model with idealism and relativism has oftaihed to obtain acceptable model fit (e.g.,

10



Davis et al. 2001). Therefore, we use a modifiesioa of the EPQ proposed by Cui et al.

(2005) consisting of a total of twelve items, sexms per scale.

We measure all items on a five-point Likert scdle=(‘strongly disagree’ to 5 = ‘strongly
agree’) and present them in the Appendix. With r@ga the control variables, we measured
gender as a categorical variable (male =1 and femr2) and age as a continuous variable. In
order to control for the variations in incomes a@srdhe four countries, we recoded the
income variable into low and high categories bagedational average income levels of
Finland, Germany, Portugal and the UK provided byostat (2019). The income bands for
Finland, Germany and Portugal start from <EUR 4,¥UR 5,000-EUR 9,999, and spread
up to > EUR80,000; whereas Euro equivant incomel®&or the UK are <£ 4, 410, £ 4,411-
£ 8,825, and extend up to £70, 629.

3.2. Data collection

We concentrate on European Union countries bectiess&uropean Commission provides
general guidelines and environmental standardsitformember countries. Therefore, we
believe that the general consumption environmerglatively similar across the countries in
the European Union compared to countries acro$sréift continents. However, individuals
in Northern, Central, and Southern-Europe signifilya differ in their cultural values.
Consequently, to get a culturally diverse represterg dataset across Europe, we used a
market research company to collect data from Fthl&ermany, Portugal and the United
Kingdom (UK). These countries represent distinctdpean societies not only in cultural

dimensions but also in terms of language, histog/ethnicity.

We first designed the questionnaire in English &adslated it into Finnish, German, and
Portuguese via a professional language office drogitranslation services. Each version of
the questionnaire was further tested by a groupative speakers of these languages. We
asked the market research company to provide us nefiresentative consumer panel data
consisting of 500 responses per country. The faath contains 1929 usable responses
(Finland: 485, Germany: 487, Portugal: 480, and Wtke 477). The pooled data showed
nearly an equal percentage of male and female negmbs with an average age of 44 years
(SD = 16.2). The data splits nearly evenly into lamd high income categories in each

country.
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3.3. Measurement validity

3.3.1. Confirmatory factor model and discriminant \alidity

At first, we used confirmatory factor analysis talidate the theory-driven latent constructs
measured with the original 32 items and total sengbl1929 responses. The model did not
show a good fit, ag2/df value was above 5 (Hu and Bentler 1999). Modiion indices
showed that the model fit could be improved bywilg measurement items 2-3 and 14-15
to correlate (e.g. Byrne 2004). After this proceduhe measurement model showed a good
fit with y2/df = 4.31, GFI = 0.94, CFl = 0.95, SRMR = 0.051&RMSEA= 0.04. All the
standardized regression estimates exceeded 0.5Badhel] significantly < 0.01) on their
respective constructs. Cronbach’s alpl@ ¥alues ranging from 0.68 to 0.90 indicated
sufficient internal consistency of the construcdithough Cronbach’sy for the construct
‘Planning’ was lower than the acceptable threshadld.7 (Nunnally 1978), it can still be
acceptable following Aron and Aron (1999) and Hairal. (2006) who suggest that for
exploratory and social sciences studies Cronbacmgrginally lower than 0.7 is adequate.
Following Fornell and Larcker (1981), we testedcdmsinant validity by comparing the
square root of average variance extracted (AVEh vatoss-construct correlations. The
results supported discriminant validity, as theasquoot of each AVE exceeded the cross-

construct correlations (Table 2).

3.3.2. Multi-group invariance analysis

To test the equivalence of the measurement modelsaicthe four countries (Finland,
Germany, the Netherlands and the UK) and acrosdoine moderating groups of ethical
ideologies (situationists, absolutists, subjectsvisand exceptionists), we tested both
configural and metric invariances. Configural ineace is the least stringent step in the
measurement invariance ladder and it tests wheligeconstructs have the same pattern of
free and fixed loadings across groups. With redarthe country, the invariance analysis
supported configural invariance, as the four-granponstrained model showed an adequate
fit (x2/df= 2.01, GFI = 0.89, CFl = 0.93, SRMR = 0.05, B&A = 0.02) and all the factor
loadings were highly significantp(< 0.001) across the countries. Regarding the athic
idelogies sub-groups, we followed the earlier &tare (e.g., Barnett et al. 1994; Dubinsky et
al. 2005; VanMeter et al. 2013) in establishingdytr's (1980) classification of ethical

12



Table 2. Discriminant validity and correlation tsf the full measurement model

Green Collectivism  Tradition Planning Idealism Relativism
Constructs Consumption
Values
Green
Consumption 0.78
Values
Collectivism 0.32%** 0.75
Tradition 0.19%** 0.24*** 0.71
Planning 0.39*** 0.29*** 0.55%** 0.60
Idealism 0.50%*** 0.22%** 0.23***  0.29*** 0.75
Relativism 0.12%** 0.19%** 0.15%**  0.26**  0.13*** 0.67

Note: The bold diagonal values represent the squateof each AVE. ***p < 0.001

ideologies and used a median split to divide idealand relativism dimensions into low and
high groups. These low and high groups were furtthierded into four sub-groups —
situationists (ca. 23%), absolutists (ca. 20%) jexttlvists (ca. 25%), and exceptionists (ca.
31%). We also achieved configural invariance, as fibur-group unconstrained model
showed an adequate fj2(df= 2.03, GFI = 0.94, CFI = 0.96, SRMR = 0.05, 8EA = 0.02)
and all the factor loadings were highly significgpt< 0.001) across the ethical ideologies
sub-groups.

A metric invariance test, as the second step, oh@tess the cross-group validity of the model
beyond the basic factor structure (Hair at al. 201f0a measurement item satisfies metric
invariance, different scores on the item can be nmingdully compared across groups
(Steenkamp and Baumgartner 1998). We tested mietvariance by constraining factor
loadings to be equivalent across the four countded the four ethical ideologies. If
constraining factor loadings does not significatgcrease a model fit (i.g0,> 0.05), then

the constrained model can be accepted over thenstramed model (Hair et al. 2010).

At first, we tested the metric invariance of theasiwrement model across the countries and
the result was not satisfactory, as the fully caised model was significantly poorer than
the fit of the configural invariance modely2 ¢t = 210.17(7g), p < 0.001). A path-by-path
examination (Byrne 2004) revealed that this wastdu@ree items in the idealism scale, four

items in the relativism scale, two items each ie thlanning, collectivism and green
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consumption values scales, and one item in théitadscale being non-invariant across the
four countries. Therefore, the equality constraioisthese parameters were relaxed and,
consequently, the resulting model supported parietkic invariance (Table 3), as the model
was not significantly poorer than the fit of thenfigural invariance modelA§? ¢t =50.61

@6y P > 0.05). Similarly with regard to the four ethical ideleg sub-groups, at first we did
not achieve metric invariance, as the fully constd model was significantly poorer than
the fit of the configural invariance model)@2 aq4r = 101.38152), p < 0.001). However, after
relaxing the equality constraints of one item eaclthe planning and tradition scales, two
items each in the collectivism and green conswnptialues scale, the resulting model
supported partial metric invariance (Table 3),r&smodel was not significantly poorer than

the fit of the configural invariance modeh xqf = 40.6930), p > 0.05).

Table 3. Results of the multigroup invariance testmrding country and ethical ideologies

Model fit Model differences

x df yIdf  CFI  RMSEA Ay Adf  Chi-square
difference test

Country

Configural invariance 3731.53 1788 2.09 0.93 0.02

(comparative model)

Full metric invariance  3941.70 1866 2.11 0.93 0.02 210.17 78 p<0.001
Final partial metric 3782.13 1824 2.07 0.93 0.02 50.61 36 p> 0.05
invariance

Ethical idelogies

Configural invariance 1320.68 652 2.03 0.96 0.02

(comparative model)

Full metric invariance  1422.06 700 2.03 0.95 0.02 101.38 152 p<0.001
Final partial metric 1361.37 682 1.99 0.96 0.02 40.69 30 p>0.05
invariance

Note:p > 0.05 (invariance supported)

3.3.3. Common method bias assessment

The study followed the procedures proposed by Radfsat al. (2003) to control for

common method bias. At first, we assured the redgats that their responses would remain
anonymous, that there were no right or wrong answand that they should answer as
honestly as possible. Podsakoff et al. (2003) ssitgdbat these procedures reduce
respondents’ evaluation apprehension and make kxesriikely to edit their responses to be
more socially desirable, lenient and acquiescemxtNwe used two statistical controls:
Harman’s single factor test (Andersson and Batefr®8v; Aulakh and Gencturk 2000) and

the 'marker variable' technique, where the markeiable was designed to be conceptually
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totally unrelated to both the predictors and thigeion variable. In the Harman’s single
factor test, we examined an unrotated explorataciofr solution with a single factor solution,
and it explained about 22 percent of the varianciné data set. This indicates that common
method bias should not be an issue as the maxinaui@nce explained by a single factor did
not exceed the 50 percent threshold. Howevernieithod suffers from some limitations as it
does not statistically control for method effectsl at is more of a diagnostic technique for
assessing the extent to which common method varieac be a major problem (Podsakoff et
al. 2003).

Due to the limitations of the Harman’s single fadest we used ‘blue attitude’ developed by
Miller and Chiodo (2008) as a marker. This markensists of four items ‘I prefer blue to
other colors', ‘I like the color blue’, ‘I like bkiclothes’, and ‘I hope my next car is blue’. We
included all four items in the questionnaire andasmged them on the same 5-point Likert
scale as the other constructs in the model. Howekerfourth item ‘I hope my next car is
blue’ was removed from the analysis to improve rigl@bility of the marker variableo(=
0.81). Simmering et al. (2014) followed a similgypeoach in their study although they
suggested that the “theoretical unrelatednessus &ttitude cannot be universally assumed”
(p.16). At this stage, we conducted two testseti@et common method bias. First, we tested
the correlation among the marker variable and #ient variables. Lindell and Whitney
(2001) suggest that common method bias will besand if the correlation between any of
the latent variable and marker is greater than(0.3 0.3). In our case, the correlations
between the main constructs and the marker variable between -0.02 and 0.15 (iles
0.3). Second, we performed a confirmatory fact@lysis with the marker variable following
Gaskin and Lim (2017), and the resultant chi-squast for the zero-constrained model
appeared to be insignificani\f2 gt = 38.89(32), p > 0.05). These analyses indicate that

common method bias should not be an issue in adyyst

4. Empirical results

4.1. Structural model testing

To test hypotheses Hla, H1b and H2, we built a&tral model with planning, tradition and
collectivism as the independent variables and gamrsumption values as the dependent
variable. The results show that planning has aifstggnt positive effect on green

consumption valuesB(= 0.45,p < 0.001). This supports hypothesis Hla. Leaninghmn
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findings of the earlier literature, we hypothesizbdt the effect of tradition (H1b) would be
positive. However, the results indicate that thieafof tradition on green consumption
values is negative(= -0.14,p < 0.05). This finding rejects H1b. We further hiipesized
that collectivism would have a positive effect aeen consumption values (H2). Our results
support H2 as the effect of collectivism on greemsumption values is positive and
significant ¢ = 0.25,p < 0.001). Among our control variables, the effemitege p = 0.23,p

< 0.001) and gendef = 0.13,p < 0.001) on green consumption values were sigmfiand
positive, indicating that older consumers and femdlave greater green consumption values
than their counterparts. However, the effect ofome on green consumption values was
nonsignificant § = 0.001,p > 0.05).

4.2. Multi-group moderation analysis

In testing whether the relationships between caltualues and green consumption values
differ across the four ethical idelogies sub-groupe first compared a fully constrained
model in which the paths were constrained equabszcrthe four subgroups to an
unconstrained model in which the paths could vesglf. The result of thg? difference test
show that the four ethical idelogies sub-groups arthe model levelAy? 66) =143.97p <
0.001). This indicates that differences in pathattehships among the ethical idelogies
subgroups exist, and supports H3. We further estichavhich path could vary among the
ethical idelogies sub-groups and which would notchiculating statistical differences path

by path.

The results indicate a significant difference asrbe ethical idelogies sub-groups at the 99%
confidence level in relation to the effect of ttimh on green consumption valuesyt 3)
=11.34,p < 0.01). No other significant differences haveegrpd across the ethical idelogies
sub-groups regarding the effects of planning artbcvism on green consumption values
(Table 4). It seems that the effect of planninggogen consumption values is significant and
positive across all the ethical idelogies sub-gso(lpghest among the exceptionists followed
by the situationists). Similarly, the effect of leaitivism is significant and positive across all
the ethical idelogies sub-groups and such effetihesgreatest among the subjectivists. The
effect of tradition on green consumption valuealso significant though negative across the

ethical idelogies sub-groups except for the subjists. Moreover, it appears that the effect is
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highly significant p < 0.001) among the absolutists and exceptionists, whilg oroderate

(p < 0.05) among the situationists.

Table 4: Results of the multigroup analysis byathtaxonomy

Path Ethics positions sub-groups Model differences
Direct
effects Situationists Absolutists Subjectivists Exceptionists Ay2 Adf p

B _ ® B B
Planning>  0.44 0.23 0.29 0.52 081 3 p>0.05
GCVv
Tradition>  -0.15 -0.22" 0.06" -0.29” 1134 3 p<0.01
GCVv
Collectivism 0.22™ 0.157 0.33" 0.23" 578 3 p>0.05
> GCV

Notes:” p < 0.001;" p < 0.01;*p < 0.05; ns = non-significant; GCV = green consumptioruest
= standardized regression weights

5. Discussion and implications

5.1. Theoretical implications

Studies paying attention to the role of culture atidcs in consumer purchasing behavior are
not only underrepresented (Moraes et al. 2019)y te notably fewer in the case of
environmentally friendly consumption. Values, ethamd culture are significant determinants
of sustainable consumption behavior (Yin et al. 01n this regard, Haws et al. (2014)
claim that consumers with greater green consumptednes would demonstrate stronger
preferences for green consumption behavior. Howeverstudy has so far explored how
consumers’ cultural values shape their green copsamvalues and how they vary across
consumers’ ethical positions. In response tordgsgarch gap, this study draws on Hofstede’s
(1983) cultural dimension framework and Forsytlf'880) ethics position theory to examine
how consumers’ cultural values (long-term oriemtatand collectivism) are related with their
green consumption values, and how such relatioasHiffer across consumers’ ethical
ideologies (i.e., situationism, absolutism, subyestn and exceptionism). The study uses a
large dataset collected from Finland, Germany, B@aiftand the UK to have a representation
of consumers from culturally distinct European sties, which adds to the analysis of green

consumption values.
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The study finds a significant positive effect ofaphing on green consumption values;
however, the effect of tradition on green consumptralues is negative. In this regard, our
results somewhat contradict previous research, wiggests that both the sub-dimensions
of long-term orientation would have positive efieon consumers’ ethical values (Nevins et
al. 2007). Besides planning, collectivism also @ppeto have a significant positive
relationship with green consumption values. It caties that consumers who believe in
collectivist value would demonstrate greater greemsumption values than consumers who
believe in individualistic value. In this regardjraesults correspond with previous findings
suggesting that collectivism has a positive eff@ctpro-environmental behavior including
willingness to pay for green products (e.g., Mc€amd Shrum 2001; Kim and Choi 2005;
Gregory-Smith et al. 2017). Our finding that colleist and long-term oriented consumers
have higher green consumption values than indiVisiimand short-term oriented consumers
ressembles the Greendex (2014) findings whereucoess in highly collectivist and long-
term oriented cultures (e.g., China and South Kodesnonstrated greater environmentally
sustainable consumption behavior than consumersginly individualistic and short-term

orientd cultures (e.g., USA and Canada).

Our study also provides new insights, as it exglol®w the relationships between
consumers’ cultural values and green consumptidanesavary across consumers’ ethical
positions. The findings suggest that only the refahip between tradition and green
consumption values differs across consumers’ fabica positions sub-groups while the
other relationships (e.g., planning green consumption values and collectivismgreen
consumption values) are invariant across those sabrgroups. Furthermore, it appears that
the positive effects of planning and collectivism green consumption values would be the
greatest among the exceptionists and the subjststjwiespectively. However, the effect of
tradition on green consumption values is only pasitamong the subjectivists though

nonsignificant and negative among all other suhtgso

The significant negative effect of tradition on gmeconsumption values may be attributed to
consumers’ psychological barrier to adopt new typésonsumption behaviors that are
environmentally friendly. Innovation diffusion reseh argues that when an innovation
changes a user’s existing habits and comes intthctowmith the user’s traditional and learned

behavior, the user tends to resist adopting thabvation (Ram and Sheth 1989). This is
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especially the case among those consumers whottadigonal values and whose point of
reference is in the past (Rogers 2003). The editezature shows that innovation resistance
attitude has a negative effect on a consumer'sitiaie to buy products, for example, from
online marketplaces (Laukkanen et al. 2007; Liath édan 2013). Green consumption values
are expected to influence consumers, especiallgetheho pay high attention to the
environmental and social impacts of products anglices before buying them. However,
consumers who mostly buy conventional productsesvises may find it challenging to
embrace environmental and social consideratiortheir purchasing habits. Therefore, this
could probably be a reason that consumers’ traditivalues have a negative effect on their
green consumption values in our study, and thesrtradicts our hypothesis that tradition
will have a positive effect on consumers’ greenstonption values. On the other hand, the
positive effect of planning on green consumptiotugsa is in the expected direction since
consumers who pay high attention to planning foe tluture would like to adopt
environmentally and socially sustainable purchasielgaviors. However, it should be noted
that several studies have reported inconsistemictsffof long-term orientation on ethical
values, ethical decision-making, and green consisme(e.g., Christie et al. 2003; Fok et al.
2016; Hubner 2019). The two sub-dimensions of lterg: orientation have also shown
contradictory effects on consumer ethical beliefshsas recycling (e.g., Arli and Tjiptono
(2014). Long-term orientation serves as a tempafakence point and we still do not know
much about the role of temporal dimensions on iiddials’ values and behaviors (Lin et al.
2018). Therefore, our study provides a new persgeatn how consumers’ long-term
orientation affects their green consumption valurea cross-cultural context. Overall, our
findings regarding opposite effects of the two kegn orientation constructs suggested by
Bearden et al. (2006), verifies the multidimenslonature of the long-term orientation

construct.

Our results further suggest that the relationshipsveen cultural dimensions and green
consumption values vary across the four ethicablmpes suggested by Forsyth (1980). In
this regard, our study corresponds with the studiKd et al. (2019) although they analyzed

the moderating role of the ethical idelogies sutgs in a different context. We find that

this variation is mostly due to the relationshipgween tradition and green consumption
values. The effect of tradition on green consumptialues is the most negative among the
exceptionists (low idealism; low relativism). Thiadicates that when consumers are

exceptionists and pay high significance to tradsiotheir resistance to adopting green
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consumption values in their purchase behavior wbeldhe highest. This result corresponds
with the characteristics of the exceptionists wéradtto balance the positive consequences of
an action against the negative consequences oathian due to their low idealistic values,
relatively orthodox beliefs, and preferences forcartainty avoidance (Forsyth 1980).
Planning also has the greatest effect on greenuogpison values among the exceptionists,
and this is in contrast with the effect of tradition green consumption values among the
exceptionsists. This perhaps indicates that theswwoers who pay high attention to the
planning for future will have strong pro-environnenvalues even though they may have
low idealistic and low relativistic ethical ideoleg. Similarly, collectivism has the greatest
effect on green consumption values among the stiNigs (low idealism; high relativism)
suggesting that in a collesctivistic soicety constsrwho take decisions based on personal
values and perspectives rather than universal atpiinciples would be favorable towards
embracing green consumption values. Furthermore, dffects of both planning and
collectivism on green consumption values appe&etpositve and significant across the four
ethical idelogies sub-groups. It could suggest ttmaisumers who pay high attention to the
planning for future and believe in collectivist wat will adopt pro-environmental
consumption values irrespective of their level @édlistic or relativistic ethical idelogies.
Since previous research has not sufficiently exqpldhe complex moderating role of ethical
idelogies sub-groups on the relationships betwednre and green consumption values, our
findings contribute to the understanding of thesdationships from a cross-cultural

perspective.

5.2. Managerial implications

The study provides signifcant implications for botlarketers and policy makers. First, our
findings provide inputs for designing persuasiverkeing communications for green
products in different cultural contexts. The appeal persuasive advertising vary across
cultures (McCarty and Shrum 2001) and appealshiutlight group benefits appear to be
more appropriate in collectivistic societies thawlividualistic societies (Han and Shavitt
1994). Since this study reveals that both collestivand planning have significant effects on
green consumption values, marketers should emghgsaup benefits as well as the future
good associated with the consumption of green mtsdwhile formulating persuasive
marketing strategies for consumers who are higbliectivist as well as forward looking.

Second, the study has an implication for improvisgyeted marketing strategies for ethical
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consumption. Ko et al. (2019) suggest that ethleadership is most effective among
individuals who are situationists (high idealisngthrelativism). Our study reveals that both
planning and collectivism have similar effects aeran consumption values among all four
ethical ideologies sub-groups. Therefore, markesdreuld target forward looking and

collectivist consumers to promote environmentalhierfdly consumption by making it

synonymous with ethical consumption. In other wordsarketers should take a more
audience-centered approach to formulate culturadlgociated marketing stragies for green
products and services. Third, the study finds tleshales and older people appear to
demonstatte greater green consumption values th&in rhale and younger counterparts,
respectively. Therefore, marketers should conssdéective marketing strategies for green
products targeting the female and older consunesggecially the over-50s by meeting their

expectations on social and environmental qualdfegreen products.

5.3. Limitations and areas for future research

The study has a few limitations that readers shoaftsider when drawing conclusions from
the results, and these limitations could indicateations for future research. Although the
study has a large sample of consumers drawn froom 6wlturally distinct European
countries, the sample represents a small substteofilobal population. The scope of the
study is also narrow, as it focuses on only a &ohinumber of antecedents to green
consumption values. Therefore, future studies cdefd other antecedents of sustainable
consumption values such as knowledge, attitudsopat norms, etc. It would also be helpful
if future studies expanded consumers’ green consampalues specific to a product or
service across countries to derive insights aplplecéo specific industries, as such insights
would have wider implications for business manag@éise study has used two cultural
values, long-term orientation and collectivism tegict green consumption values. Besides
long-term orientation and collectivism, “uncertgirvoidance” (Hofstede 1980) could also
be helpful to understand consumers’ green consoemptlues across cultures. Despite these
limitations, the study contributes significantly tiee understanding of green consumption
values by advancing the previous work on this tdpidHaws et al. (2014) and Bailey et al.
(2016). The study incorporates consumers’ ethidablogies and national cultures to the
analysis of green consumption values. Thus, idifigs are expected to provide theoretically
rich inputs for future studies on green consumptialues. Therefore, the present study was a

first attempt to analyze green consumption values fa cross-cultural perspective and much
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research still needs to be done to uncover greesucoption values and their antecedents in

different market environments.
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Appendix . Description of constructs with their corresponditegns and descriptive statistics

Main Constructs and ltems Mean (SD) Cronbach’s
Item Scale alpha

Idealism (Cui et al.2005 24.68 0.89
(3.99)

1. A person should make certain that their actimnger intentionally harm another even to a 4.09 (0.81)

small degree

2. Risks to another should never be tolerated,paetsve of how small the risks might be 3.86 (0.88)

3. The existence of potential harm to others isaggwrong, irrespective of the benefits to be 3.87 (0.87)

gained

4. One should never psychologically or physicalyrh another 4.39 (0.78)

5. One should not perform an action which migharily way threaten the dignity and welfare 4.26 (0.80)

of another person

6. If an action could harm an innocent other, tihshould not be done 4.22 (0.80)

Relativism (Cui et al.(2009 20.37 0.82
(4.10)

7. Moral standards should be seen as being indiligtic; what one person considers to be 3.51 (0.95)

moral may be judged to be immoral by another person

8. Different types of moralities cannot be compaasdo “rightness” 3.56 (0.83)

9. Questions of what is ethical for everyone carenbe resolved since what is moral or 3.38 (1.00)

immoral is up to the individual

10. Moral standards are simply personal rules whiditate how a person should behave, an@.34 (0.99)

are not to be applied in making judgments of others

11. Ethical considerations in interpersonal refaiare so complex that individuals should be 3.26 (0.91)

allowed to formulate their own individual codes

12. Rigidly codifying an ethical position that pesis certain types of action stands in the way.32 (0.89)

of better human relations and adjustment

Long-term Orientation-Tradition (Bearden et al. (2006 14.36 0.81
(3.09)

13. Respect for tradition is important for me 3.67 (0.95)

14. Family heritage is important for me 3.62 (0.99)

15. | value a strong link to my past 3.44 (0.96)

16. Traditional values are important to me 3.62 (0.95)

Long-term Orientation -Planning (Bearden et al. (2006 14.36 0.68
(2.60)

17. | plan for long term 3.51 (0.95)

18. | work hard for success in the future 3.64 (0.91)

19. | don’t mind giving up today’s fun for succésshe future 3.30 (0.98)

20. Persistence is important to me 3.91 (0.76)

Collectivism (Yoo et al. 201} 19.62 0.88
(4.30)

21. Individuals should sacrifice self-interest floe group 3.18 (0.87)

22. Individuals should stick with the group everotigh difficulties 3.34 (0.89)

23. Group welfare is more important than individieard 3.35 (0.90)

24. Group success is more important than individuatess 3.28 (0.90)

25. Individuals should only pursue their goalsrafnsidering the welfare of the group 3.26 (0.89)

26. Group loyalty should be encouraged even ifviiddial goals suffer 3.22 (0.92)

Green Consumption Values(Haws et al. 2014 22.34 0.90
(4.34)

27. It is important to me that the products | usendt harm the environment 3.89 (0.82)

28. | consider the potential environmental impdang actions when making many of my 3.66 (0.88)
decisions

29. My purchase habits are affected by my conaarodir environment 3.50 (0.93)
30. | am concerned about wasting the resourceargflanet 3.99 (0.87)
31. I would describe myself as environmentally cesible 3.64 (0.87)

32. I am willing to be inconvenienced in orderdke actions that are more environmentally 3.67 (0.88)
friendly
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Highlights

» Article examines the effects of national culturel amoderating role of ethics on consumers’

green consumption values.
» Cultural collectivism predicts consumers’ greenswonption values.
» Cultural long-term orientation shows mixed effeatplanning and tradition.

» Effects of planning and collectivism on green conption values is the greatest among
both the exceptionists and the subjectivists.
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