gMQ

;f Kobe University Repository : Kernel

R
4ope

PDF issue: 2026-07-14

In the eye of the beholder: The role of
environmental literacy and psychological
distance on green purchase intention. A study
on the combination of gain-loss framing

Jose Gil Calvo

(Degree)
B (BRE%)

(Date of Degree)
2024-03-25

(Date of Publication)
2025-03-01

(Resource Type)
doctoral thesis

(Report Number)
FA 8888395

(URL)
https://hdl. handle. net/20.500. 14094/0100490064

X HAVFT VY RMARZOZMERTY. BNER - TEFASZELEY. ZEEETROON TV ZEENT, BIICTRHACEIW,

KOBE

\j].\]\'l:lihl'[ Y
J

%)



Doctoral Dissertation

In the eye of the beholder: The role of
environmental literacy and psychological distance
on green purchase intention.

A study on the combination of gain-loss framing

7)) —VIBARMICE T 2REY) 77 v — LOHEEEHED KR E,

FAv-mR 7L —LDHAGDREICET B

January 22, 2024

Graduate School of Business Administration
Fumikazu MORIMURA'’s Laboratory
Business Administration

190B136B

Gil Calvo Jose






Table of Contents

Lo- INEPOAUCTION .ttt et et e et e s bt e e st e s bt e e sbteesabeeesaseesabeesneeesabeeennneenns 1
2.~ LIterature REVIEW ......eeiiieiiee ettt e s e e s e e s e e s nnr e e s nneeee s 8
2.1.- PSYChOlOgICal DISTANCE ...eeeiieiiiei et etre e e e br e e e eeabe e e e e araee e eares 9
2.2.- Green Purchase INTENTION .....oovirieee et 12
2.3.- RESEAICH GOQIS ... .iiiieiieiieiteee ettt st s 14
3.- Study 1: The impact of the middle level psychological distance on green purchase intention
..................................................................................................................................................... 15
3.1.- OVEIrVIEW AN AIM .ttt sttt ettt e b e saee st s e b e neennees 15
3.2.- Hypothesis of the relationship between psychological distance and green purchase
10 ¢=T 01 4o o P PO P PO PPPRP 16
I TR 1V 114 Voo o] [ =4V R U 17
3.3.1.- Data COIECLION ...ttt st st et 17
3.3.2.- Latent variable MeEasUres..........euiii ittt s 19
3.3.3.- Manipulation and stimuli.........cccceiiiiiiei e 20
3.3 PrOCEAUI.c. ettt ettt ettt e s bt e et e st e e sbe e e sabeesabeesabeesabeeenareas 21
3.3 D PreteSt i e 22
IO N T 1YL LU 23
3.4.1.- SAMPlE CharaCteriStiCs ....iiieciiiiiiiiie e rree e e e ee e e e 23
3.4.2.- Measurement MOAE| ......ooviiiiiiiiieieeeeeee e 24
3.4.2.- Regression @analysis ....ccuuiiiiiiie i 25
3.5.- Discussion and CONCIUSIONS ......cocueeriieiieniiniieie ettt ettt st st e sbee e 28
3.5.1.- Theoretical CONtriDULIONS ...cc.eiiuiiiiiiiieeeee et 29
3.5.2.- Practical CoNtribULIONS.......cooviriiiiieieeeeeeee e 30
3.6, LIMItatioNS..ccocviiiiiiiiiiiiicce s 31
4.- Study 2: The role of environmental literacy and its impact on psychological distance and
Ereen PUIChase INTENTION .......cuiii et ee e e e ebee e e e ebee e e e e abee e e eeareeeeenrees 31
4.1.- OVErVIEW @Nd AIM .coiiiiiiiiiiieceeree ettt s s e et enr e s e 31
4.2.- Literature review of environmental Iteracy ......cccccveeevcieiieciiee e 32
4.2.1.- Proposed theoretical frameWork.........ccueeiieiiii it 34
S B \V/ 114 o ToTo [o] [o =4V 2% USSR 35
R AN T AV SRR 36
4.5.- Discussion and CONCIUSIONS .......eeiuieriiiiiiriiiieete ettt 38
4.5.1.- Theoretical CONTribULIONS ....c..coiiiiiiiiiieee e e 39
4.5.2.- Practical ContribULIONS. .....cc.eiiiiiiiieee e e 40

L Y 1 Y1 =) A oY 1N 40



5.- Study 3: A study on the usage of positive/negative framing on the relationship between

environmental literacy, psychological distance and green purchase intention ......................... 41
5.1.- OVEIrVIEW @Nd AIM ettt sttt e sb e s st e b e b nnees 41
5.2.- Literature review of framing effects .......cccocuiiiiciii e 42
5.2.1.- Proposed theoretical frameworK.......ccoeeiiiiiiciei e 45
LT TR 1Y/ =14 T o] [ -4V S PRSP 45
5= ANAIYSIS weeeeiiieiie e e e st e e e b re e e e s b aeeeeebaeeeeeraaeeeann 47
5.5.- Discussion and CONCIUSIONS ......cocueeiuieriieriinieeieeieette sttt ettt st st nnees 51
5.5.1.- Theoretical CONtribULIONS. .......couiiiiiieeeeeeee e 53
5.5.2.- Practical CONTribBULIONS ......eeiiiiiiiiieeie ettt 54
S IR 111 =) (o] o - F PP PP PPRPOPRRTROt 55
6.- Study 4: How companies manage the psychological distance towards sustainable issues and
environmental literacy through brand experiences: the case of IKEA.........ccccceeeeiieeeccieee e, 55
6.1.- OVEIrVIEW AN AIM ettt ettt e e e s bt e sbe e e sabe e sabeesnaeesbeeenareas 56
6.2.- Literature review of brand eXPeri@NCe ......cccvviiieciiie e 56
6.2.1.- Proposed theoretical framework.......ccueei i 59
Lo TR 1V 114 VYo o] [ =4V RS 60
6.3.1.- Case selection and JUSEIfiCation ........ccooeeiieiiiiiinie e 61
6.3.2.- Case study data COlIECLION .....cciiciieiiiiie e e 62
6.4.- CaSE STUAY ANGIYSIS .eiiiuriiiiiiiiieeceiieee sttt et e st e e e st e e e sbte e e e sbteeeesbteeessseeeeesseneaesans 64
6.4.1.- How is the IKEA brand experience developed and what are the key ideas behind it?
............................................................................................................................................. 68

6.4.2.- How does brand experience aid in managing customer’s psychological distance to

SUSTAINADIE ISSUBS? ...t s 71

6.4.3.- How does brand experience aid in the transferal of environmental literacy?......... 74
6.5.- DiscUSSION @aNd CONCIUSIONS ......ooieriiiiriiiiiieie ettt ettt st st et nneas 76

6.5.1.- Theoretical CoNtribULIONS ...c..eevviiiieiieeeeeee e 76

6.5.2.- Practical CoNtribUTIONS.......cooviiiiiiieiieeeeeee e 77
6.6.- LIMITatioNS. .. eeeeiiieiee e s e 78

2R (o] 0 Tol (V1Yo o P TSP PRI 79
7.1.- Overview Of FINAINGS .....vviiiceee ettt et e e e e bt e e e e ebaeeaeeaes 79
7.2.- Overview of theoretical CONtribULtIONS.......cccueiiiiiiiieee e, 80
7.3.- Limitations and future reSearch........cocoeuererriesieneeseeeeeee e 82

8- RETEIENCES. ... ettt ettt sttt et bt e s bt e s ae e sat e et e e be e sbeesheesaee e 84

PN o 01T T [ USRS 108



1.- Introduction

The greatest challenge that humanity faces is not unknown, and it comes directly from their
own hand. Its name is climate change, and every year, the wall to overcome advancing
towards humanity gets bigger and bigger. Unprecedented economic development and
technological progress bring with them many challenges to the environment, such as rampant
pollution, erasure of natural habitats for many species and global warming. It is expected for
private household consumption patterns in 2030 to be responsible for up to 60% of the
world’s greenhouse emission patterns (Ilvanova et al., 2016). These figures directly affect how
much can this economic development be sustained.

As an unstoppable force of nature fueled by human hand, climate change has started
attracting the attention of all parties towards the environment. How to preserve it? To coexist
with the Earth, mankind must focus on the balance. A balance that is given by correct use,
reduction and recycling of the Earth’s natural elements.

As commerce is tantamount to humanity, the need to engage in just commerce that respects
the environmental needs that all humanity is facing at the moment has been on the rise since
the past few decades, in which environmentally conscious consumers have risen to the
occasion, pressuring companies and policymakers, who, in return of long-term relationships
with new potential clients, have responded in kind, and a growing body of literature related to
environmental protection, activities, attitudes and knowledge has blossomed.

More and more organizations and specially customers, are paying attention to the
environment, which is the impact that that have on the production chain, and how to reduce
or completely eliminate their footprint in it. In the case of realizing the importance of the
environment, many consumers are also realizing that it is not only about reducing, reusing and
recycling, but by consuming as well. As consumers began to change their lifestyles, companies
have sprung, ready to change their business activities and search for a place in a new and
competitive market for sustainable products. These sustainable products are designed to
protect or improve the environment, through saving energy, resources, or eliminating the use
of toxic substances. These green products not only offer less health risks to their consumers,
they also bring up the standard of living for all humanity.

In the present marketplace, customers are able to choose between an increasing range of
green products, on top of regular or conventional products (i.e., good that are produced by
traditional methods, without specific care for their sustainability). As an example, fast fashion
retailer Zara offers its “Join Life” growing line of textile products alongside their conventional
counterparts for seasonal lines of textiles products, both of them standing in direct
competition. Compared to their regular fashion products, the products of the “Join Life” line
use biodegradable, ethically-sourced raw materials and come with a reduced usage in plastics.
These green products are sold at an approximate 25% price premium compared to regular
products (Gheorghe & Matefi, 2021; Lin & Chang, 2012). In the realm of green marketing,
companies make use of several product cues to quickly convey the status of green products:
the color of a product’s packaging and its contents (i.e., green, pink or colorless), the wording
of its category (i.e., Zara’s Join Life, Palmolive’s Pure + Clear, Clorox’s Green Works) and the
use of certain labels (i.e., the Environmental Protection Agency’s “Design for the Environment”
certification, the “Energy Star” rating, the European Commission’s “Ecolabel). Therefore, the
differences between green products and their regular counterparts are varied, and can be



observed from several points of view: pricing differences, usage consequences, sourcing of raw
materials or social adoption (Lee, 2011).

Prior research on the field of green marketing has focused mainly on the point of view of the
consumer, and there are several key topics discussed in the field, such as the motivation
behind the acquisition of green products over regular products (Griskevicius et al., 2010; Van
Vugt, 2009), the customer characteristics of a typical green consumer (Jo & Shin, 2017;
Straughan & Roberts, 1999; Young et al., 2010), the influence of marketing communications in
altering the preferences towards green products (Kalafatis et al., 1999; Peloza et al., 2013;
Pickett-Baker & Ozaki, 2008), consumer reactions towards green marketing (Borin et al., 2013;
Jo & Shin, 2017), willingness to pay premium for green products (Lee, 2011; Veisten, 2007),
perceived quality of green products compared to regular products (Y.-S. Chen et al., 2015;
D’Souza et al., 2007) and key attributes of green products (Hasanzade et al., 2018; Van Loo et
al., 2015; Wessells et al., 1999). On the other hand, past literature from the field of green
marketing that investigates the point of view of corporations and brands have primarily
studied the effect of green strategies on life cycle costs (H. J. Park & Lin, 2020), product
differentiation (Yang et al., 2015), competitive management (Laurin & Fantazy, 2017; Saeidi et
al., 2015) and new market development (Claudy et al., 2013; Cova & Pace, 2006).

As the benefits of green products remains still as untapped potential, consumers’ have slowly
begun to demand for these green products, and companies have slowly adapted to this new
market. Thus, as sustainable development becomes a trend, the development of new types of
green products has brough a stage in which consumers and companies can offer social
progress through a just and fair way, based on commerce. The development of these new
products has also created positive effects for the economy, by stimulating research and
development in industries that were thought to be completely solved. Once the products are
developed, they need to meet the customer preferences, to achieve long-term business profits.
That is where the field of green marketing rises, as the need to match a customer’s sensibilities
to environmental solutions, with the production capabilities that the company can offer, both
tangible and intangible.

However, as the consumer demand for green product rises, and companies follow suit in
searching for new markets, the degree of development of these markets by 2024 is still not
enough. Prior studies have found that around 30% of consumers of green products have
expressed worries about the environment, yet they have been unable to find adequate
solutions to their environmental needs (Young et al.,, 2010). But this problem is not only
supply-bound, but also bounded by the demand. The purchase rate of green products remains
comparatively low (Rex & Baumann, 2007). Although there seems to be hope for green
products in the future with an increase in the purchases of green products by 7.3% since 2015,
which is 2.7 times faster than regular products (Tezer et al., 2023), the reality shows that green
products are mired in many failures. In the realm of green products, customers are the first
movers through pressure, mobilization and demand. For example, in the industry of fast
fashion, the use of boycotts has been the most successful method of pressuring companies
into taking radical steps towards the creation of green product lines (Locke, 2013). The lack of
a true, cohesive community of consumers prevents punctual boycotts from ever springing true
change in big corporations for the fast fashion industry. However, the new standards of a
fragmentary social media presence, can provide consumers with opportunities to spread
movements that pressure companies into complying with environmental practices and offering
alternatives to regular products. In general, products that offer quick turnover have remained



unsuccessful in mobilizing individual consumers, and so green products remain a niche option
for these industries. Additionally, regardless of the motivation for improving manufacturing
processes, political motivations are key in increasing the demand for sustainable products
(Soule, 2012). However, sustainability remains an ineffective marketing tool because politically
motivated purchases of products such as appliances and automobiles are almost nonexistent.
Despite this, some industries have awakened the appeal of green consumption, such as the
foods and beverages consumer goods market, as the evolution of dietary and sanitary cultures
evolve in first world countries. Therefore, against these failures of green products of remaining
relevant in the minds of consumers, a growing body of literature has sprung up positing them
as solutions to an issue — a sustainable one — through the manipulation of a customer’s mental
image of these issues (Aktan & Kethlida, 2023). Therefore, this dissertation will use the
concept of psychological distance as a generator of motivation and action for customers of
green products.

The expansion of this market has accelerated, but understanding customer behavior in the
market of green products is a complex task, as it involves many interlinked factors. For the
field of green marketing, a consumer’s expressed green purchase intention is a key
manifestation of their green consumption behavior, and the study of the factors that affect
this purchase intention is of great importance for scholars and companies alike.

Recent research (Thggersen & Crompton, 2009; Yu et al., 2017) have observed that consumer’s
that exhibit higher levels of awareness towards sustainable issues are more likely to engage
upon their concerns, recognizing a sense of responsibility towards these issues. Through green
marketing, brands are able to communicate the urgency of sustainability issues, and create a
cascading effect for customers that are persuaded by these messages, as previous case studies
of recycling, supply and demand and pricing incentives have shown that green consumers
influence others through messages or personal examples, and that preferences towards green
products is always born from regular products, and not vice versa, meaning that a customer
that is conforming to eco-friendly principles and habits will reengage in them, and serve as a
disseminator of these practices to social circles (Akehurst et al., 2012; Yu et al., 2017).

One of the most common sustainable issues tackled in green marketing is climate change
(Aktan & Kethlida, 2023; C. Jones et al., 2017; Leiserowitz et al., 2010; A. Spence et al., 2011; A.
Spence & Pidgeon, 2010) as its complexity and universal influence, in a temporal and spatial
way. As mentioned previously, the circumstances for climate change are particular, and involve
a fundamental risk that cannot be fundamentally stopped through the use of green
alternatives, and whose circumstances are essentially abstract and far away into the future,
pro-environmental behaviors towards lessening the impact of climate change are adaptive,
rather than reactive (Yu et al., 2017). It has become imperative for green marketing to appeal
to the ethics of every individual to induce them to engage in green behavior (thus seeking
green products) and instilling knowledge and skills that affect sustainable behavior.

One common framework through which climate change has been studies is through the
framework of construal level theory (CLT) (Liberman et al., 2007; Trope & Liberman, 2010),
which uses the concept of psychological distance - the mental image formed when an
individual thinks about a specific concept. The way that environmental issues are perceived
will affect their purchase decisions, by making them feel closer or far from the source of
problems. To promote green products, marketers must pay attention to a consumer’s thought
process regarding environmental issues like climate change. Previous literature has studied the
effect of the perceived psychological distance of environmental issues over green purchase
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intention, but the results remain mixed. Due to these controversial findings, there is a lack of
comprehensive evaluation on the optimum level of psychological distance to these issues to
promote purchase behavior of green products.

This paper focuses on climate change in the context of CLT because of two reasons. Firstly,
because of the rising importance of climate change in green marketing as a background
motivator for sustainable action (Gifford & Comeau, 2011; Ledn et al., 2021; O’Neill &
Nicholson-Cole, 2009; A. Spence et al., 2011, 2012). Secondly, because of the particular
characteristics of climate change. Based on CLT, the degree of abstractness (construal level)
comes determined by personal experiences, thus manifesting higher or lower psychological
distance. Because of its very nature, climate change is abstract in origin and has future
consequences, therefore costumers will invariably feel a high level of psychological distance
with the issue. Previous research has recognized high levels of psychological distance towards
sustainable issues as one of the primary limitations towards sustainable behavior (McDonald
et al.,, 2015). As such, previous authors have argued that in the case of climate change, a high
level of psychological distance is a natural state of mind to be (Bar-Anan et al., 2007), and
experimentation on customers of green products has shown that marketing communications
that focus on single and distant stimuli (such as aiding to solve problems in the far future, to
help coming generations or to avoid an uncertain fate) can effectively increase green purchase
intention (Liberman et al., 2007). However, more recent research performed in a sample of UK
consumers has shown that manipulation of climate change’s consequences and origins
towards a lower construal level (lower psychological distance) showed a higher degree of
concern and willingness to purchase green products regardless of price or inconveniences (A.
Spence et al., 2012). Spence et al. (2011) ‘s research on mitigation of flood damages found that
an individual’s psychological distance to climate change is directly correlated to the actions
they take to mitigate it. As psychological distance is related to the sentiments and concerns
towards climate change, it is a predictor of the intentions to engage in survival strategies and
mitigation strategies of it (McDonald et al., 2015). Because of these reasons, this dissertation
focuses on the usage of psychological distance as one of the key elements to predict green
purchase intention, when the background sustainable issue employed in green marketing is
climate change.

The concept of psychological distance is the main basis of this dissertation, as it has been
studied previously in the context of green marketing as one predictor of green purchase
intention (Aktan & Kethiida, 2023; C. Jones et al., 2017; Kim & Song, 2019; Schill & Shaw, 2016;
Zheng et al., 2023). But what does a high or low level of psychological distance towards a
sustainable issue (like climate change) mean? Based on construal level theory, and taking
climate change as an example, a higher level of psychological distance towards it would mean
that an individual thinks of climate change as an event that will take place in the future, is
uncertain and will happen far away. Conversely, a lower level of psychological distance
towards climate change would mean that an individual thinks of it as an event that is taking
place now, is certain and is happening around them. It was argued previously that climate
change by its very nature is a future consequence for humanity — therefore, it should only be
perceived in a higher level of psychological distance. However, punctual manipulation can
reduce an individual’s given psychological distance towards climate change, and affect their
intentions to engage (or not) in mitigative behavior. Therein lies the strength of psychological
distance and its importance to study it in the context of climate change, as it can be
manipulated to promote sustainable behaviors, regardless of the nature of climate change
itself (Loy & Spence, 2020).



CLT and psychological distance play a key role in the perception of climate change and the
motivation of customers to engage in green purchases to combat it — but which mental
approach is the optimum is a topic for which there is no consensus in the previous literature.
To fill in this research gap, this dissertation aims to understand empirically which psychological
distance towards climate change increases the intention to engage in green purchases the
most.

Similarly, due to the nature of climate change as an objective high-level construal issue, and
the lack of enough evidence towards a high or a low level of psychological distance being the
optimum at increasing mitigative behavior, this dissertation offers a third point of view in the
context of CLT, it being the “middle level of psychological distance”. This level, which has not
been addressed in the literature previously, will be studied as a middle point between the
existing bodies of literature, by presenting climate change as an event that is happening
relatively closer to the self physically, and in a timespan of between 5 to 20 years. The study of
the middle level of psychological distance of climate change will recontextualize part of the
existing literature and open new avenues for future research.

Another key concept in the literature of environmental and sustainable behavior is that of a
customer’s environmental literacy, and its impact on the promotion of pro-environmental
behavior, specifically green purchase intention. The concept of environmental literacy as a
consumer characteristic has not been studied together with psychological distance in
predicting purchase intention, although the two have been studied separately, thus this
dissertation will move to fill in this research gap.

Finally, in the real world, the use of marketing communications comes often with the use of
framing devices, often called framing effects. For example, positive or negative depictions of
climate change can affect how customers engage with a brand if there is a fit between their
expectations and the reality of the brand’s offerings. As is with the concept of environmental
literacy, past research has studied the effect that framing effect has on green purchase
intention separately to psychological distance, and this dissertation proposes to perform a
study to fill in this research gap.

This dissertation’s uses two categories of products as the object of study. First, the
quantitative studies focus on the usage of paper packaging products for consumer goods,
household foods and beverages. The reason to focus on these products is twofold: firstly, the
usage of non-biodegradable packaging has been a key topic in the research of the minimization
of environmental degradation (Caspers et al., 2023; Molina-Besch et al., 2019). Thus, the
recognition of the importance of environmental packaging has led consumers and
governments to work on several policies that address these issues (Radu et al., 2020; Tencati
et al., 2016). Secondly, such approaches have led to an increase of knowledge about this topic,
as well as the promotion of consumer awareness and education about responsible disposal,
benefits of plastic replacements and consumption choices, making the study of packaging
products extremely fitting for the goal of this dissertation — observing the effect that
psychological distance to climate change and a customer’s knowledge about it affect their
intention to purchase products that use sustainable packaging. The ease of communication
through labels and the direct comparison of materials (plastic vs paper), make this type of
product the best localized case to test the effects of climate change through the lens of green
marketing and the consumer.



Since plastic waste is more easily recognized than carbon emissions, the usage of an everyday
consumption product in comparison with the automobile or the appliance industry provides
more flexibility to studying the effects of psychological distance and environmental literacy
over green purchase intention.

The second product category studied in the exploratory case study research, this dissertation
studies the industry of furniture retailing, as a way to generalize the findings obtained through
qguantitative research in response to the paper packaging products industry, and to observe
the evolution of the manufacturing process towards the creation of marketing communication
materials in long-lasting products, compared to the short life of the paper packaging products.

The usage of two different points of view (consumer vs producer) and industry (paper
packaging vs furniture retailing) contributes to the literature by providing an ample spectrum
of results and arguments towards a combination of psychological distance and environmental
literacy that increases the intention to engage in green purchases.

To address the gaps in the literature mentioned previously, this dissertation uses a
combination of qualitative and quantitative methods to analyze the factors that affect
consumer’s green purchase intention.

This dissertation will base its argumentations on the construal level theory. According to this
theory, people create mental constructs when a stimulus or event is given (Trope & Liberman,
2010). Depending on how close or far they imagine these constructs, a specific high or low
level “construal” will be supported. Through a match between the imagined concept and the
actual construal held by the individual, green purchase intentions and other sustainable
behaviors can be predicted.

Ill

On the basis of construal level theory, this dissertation presents four studies, using a
combination of regression analysis, structural equation modelling, three-way between-subject
ANOVA tests and exploratory case study research in order to analyze the factors that influence
green purchase intention, with psychological distance as the core element common to all of
them.

Therefore, the present dissertation aims to address the following four research gaps:

1. A lack of the study of the middle level of psychological distance. Specifically, the
definition of this concept and its impact on the motivation to engage in sustainable
behavior and purchases compared to a high/low level of psychological distance, as well
as the specific context that leads to the middle level of psychological distance being
the optimum level for increasing green purchase intention.

2. A lack of study on the interaction of environmental literacy (consumer characteristic)
and psychological distance of climate change (cognitive factor) on the motivation to
engage in sustainable behavior and purchases.

3. A lack of study of the use of positive and negative framing effects on the relationship
between environmental literacy, psychological distance and green purchase intention,
as well as the specific combination of these factors that leads to the optimum level for
increasing green purchase intention.



4. A lack of exploratory research about the ways in which brands manage their features

and experiences to enhance a customer’s environmental literacy and psychological
distance to sustainable issues to motivate them into purchase green products.

To cover these gaps, the following research questions are suggested, each one corresponding
to one of the studies, and thus answered by each of them:

1.

What is the relationship between psychological distance of climate change and green
purchase intention? What is the optimum level of psychological distance to increase
the sales of green products? (Study 1 — Regression Analysis)

What is the effect of customers possessing higher literacy about environmental issues
and practices on the psychological distance they have towards sustainable issues, and
how does this affect their intention to purchase green products? (Study 2 — Structural
Equation Modelling)

Does the interaction effect of psychological distance and environmental literacy differ
with a positive/negative framing? Which combination increases green purchase
intention the most? (Study 3 — Three-way ANOVA)

How do companies that invest in sustainable products develop and manage their
customer’s environmental literacy and psychological distance to sustainable issues in
order to promote sustainable products? What marketing elements are employed for
this? (Study 4 — Exploratory Case Study Research)

These four studies compose the main body of the dissertation, which is structured in the
following way:

Section 1 — Introduction: provides an outlook of the main motivation of the
dissertation, presents the research gaps and questions.

Section 2 — Literature Review: introduces the concept of psychological distance and
brand experience through an exhaustive literature review, as well as the goals of the
research.

Section 3 — Study 1: Regression analysis performed using data gathered from a sample
of Japanese consumers, focusing on the proposed inverse U-shaped relationship
between psychological distance of climate change and green purchase intention. The
importance of the middle level of psychological distance and its usage in the context of
climate change is introduced.

Section 4 — Study 2: Structural equation modelling analysis performed using data
gathered from a sample of Japanese consumers, focusing on the proposed relationship
of environmental literacy and psychological distance of climate change over green
purchase intention. The concept of environmental literacy is introduced and defined
through and exhaustive literature review.



e Section 5 — Study 3: Three-way ANOVA test performed using data gathered from a
sample of Japanese consumers, focusing on the interaction effect of positive/negative
framing effect over the relationship psychological distance and environmental literacy
over green purchase intention. The concept of framing effect is introduced and
defined through exhaustive literature review.

e Section 6 — Study 4: Exploratory Case Study Research performed on the development
of brand experience of a company that develops green products and its influence on
the management of customer psychological distance towards sustainable issues and
acquisition of environmental literacy. The concept of brand experience is introduced
and defined through an exhaustive literature review.

e Section 7 — Conclusion: the practical and theoretical findings of each of the studies are
summarized and contrasted with the research gaps previously introduced. A series of
limitations for the current dissertation and avenues for future research are introduced
to round out the argumentation.

To better understand the structure of this dissertation, Figure 1 shows a diagram of the flow of
the different sections.

Section 1

Introduction ‘

A4 . Psychological Distance
Section 2 Literature Review ‘ "+ Green Purchase intention
1 l -
Sectian 3 Study 1 ‘ 1 ° Inverse U-shaped relationship
Section 4 ’ - ‘ — ¢ Environmental Literacy — Quantitative
3 _
Section 5 ‘ Study 3 ‘ — * Framing Effect
{1 ~ -
Section 6 ‘ — '+ Brand Experience ~— Qualitative
i ~ B
Section 7 Conclusion ‘

Figure 1.- Flow of the dissertation.

2.- Literature Review

Although concern about the social impacts of commerce can be identified throughout history,
it has only been recently when research has started to catch up to studying the environmental
impact that commerce has on the world. Thus, the literature surrounding green marketing and
its factors is still a nascent one, where several theories are still in dispute. Researchers have
agreed that green marketing is too complex to be only understood as simple tactical
opportunism or “hype” generated by green products (Punyatoya, 2014).

This dissertation’s broad scope and field is that of green marketing, and its focus is on the
interaction effect of several concepts that have been previously researched in this field, but
rarely together: psychological distance, green purchase intention, environmental literacy and
framing effect. A thorough literature review was performed to ensure that the most relevant



arguments for each concept was understood, and to identify what is missing, so that this
dissertation can advance the field of green marketing into its future.

To better structure the narrative of the four Studies that form this dissertation, each concept
will be introduced in the study that introduces it into the picture. Since the concept of
psychological distance and green purchase intention is common to all studies, Section 2 will
introduce them to serve as an axis pillar of the discussion. Environmental literacy will be
introduced in Section 4/Study 2. Framing effect will be introduced in Section 5/Study 3. Brand
experience will be introduced in Section 6/Study 4.

2.1.- Psychological Distance

Would a person respond in the same way if they are told that they have a meeting in a month
from now rather than tomorrow? Would that person conceive mentally the meeting in the
same way if the meeting venue is at a country 10.000 km away rather than at the building next
door?

These questions illustrate the importance of psychological distance and construal level theory
(CLT). Psychological distance (PD) is defined as “an individual’s subjective distance perceived
between themselves and a given stimulus”. This distance is perceived in four different
dimensions which are defined in Table 1 (Liberman et al., 2007; Liberman & Trope, 2008; Trope
& Liberman, 2010). Depending on how close or far they seem mentally to a person, these
stimuli are categorized as low (near future, here, someone you know, probable) psychological
distance, in comparison with high (distant future, far away, a stranger, improbable).

Psychological Distance Dimensions Definition
Temporal Near vs distant future
Spatial Here vs far away
Social Someone you know vs a stranger
Hypothetical Probable vs improbable

Table 1.- Description of psychological distance dimensions, based on Liberman and Trope (2008)

The most common framework to understand psychological distance is construal level theory
(CLT), coined by Liberman and Trope (2008). According to it, psychological distance is
associated with a series of mental constructs (construals) that people create when an event or
stimulus is given. For example, by asking someone about the mental construct of Christmas,
answers can vary differently between people that feel the holiday as something close to them
(in time or in feasibility of celebrating it) compared to people that feel it as something far (in
time or in desirability of celebrating it). Construal levels have a bi-directional relationship with
psychological distance: when psychological distance increases, so does the construal level, and
the reverse is also true (Trope & Liberman, 2010).

Therefore, CLT associates the feeling an event or stimulus being far from the self
psychologically speaking as “high level construal”, and the feeling of an event or stimulus being
far from the self psychologically speaking as “low level construal”. Low level construals focus
on the details, the context and the feasibility (“how would you do x?"’). Meanwhile high level
construals focus on the big picture, the goals and the desirability (“why would you do x?”)
(Bar-Anan et al., 2007; Pick-Alony et al., 2014). The division between desirability and feasibility
is a shared element with the action identification theory, in which an action can be determined
as means-oriented or end-oriented (Vallacher & Wegner, 1989). Previous research using the
framework of CLT has found that the manner in which people construe events mentally has a
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significant influence in decision making and evaluation of alternatives. As an example,
Liberman and Trope (2008) asked participants of one experiment to select one option between
choices with combinations of high desirability/low feasibility (interesting but inconvenient to
take class) and low desirability/high feasibility (uninteresting but convenient but convenient to
take class) under different temporal distances. The results showed that high construal
participants preferred the high desirability option, where the low construal respondents
preferred the more feasible option.

From this point onwards, this dissertation will treat “high level construal”, “psychologically far”
and “high level of psychological distance” as interchangeable, and similarly, “low level
construal”, “psychologically close” and “low level of psychological distance” as interchangeable.

Figure 2 shows a diagram of the framework.

Close Psychological Distance Far
(Low) (Construal level) (High)
Event or
stimulus
- Details - Big picture
- Contextual - Goals
- MHOWH - IlWhyll

Figure 2.- Construal Level Theory framework, based on Liberman and Trope (2010).

Psychological distance has been studied extensively in the field of consumer behavior.
Different combinations of psychological distance/construal level have been linked to several
factors and phenomena, for example, promotion-type effectiveness (Cheema & Patrick, 2008),
as an antecedent for donation motivation (Zhu et al., 2017), exertion of self-control in
impulsive purchases (Agrawal & Wan, 2009), evaluation of product endorsement (Fujita et al.,
2008). Psychological distance has been found to be strongly related to the ad performance
(Kim & Song, 2019). As an example, consumer appeals through close-up (versus long-shot)
visual stimulus have different effect depending on the viewer’s construal image of the topic
shown. The fit resultant from a match between hedonic (motivated by pleasure/desirability) or
utilitarian (motivated by usefulness/feasibility) product types has been found to improve
consumer reaction and purchase intentions (Theodorakis & Painesis, 2022). A study performed
on consumer’s reactions to controversial ads and marketing campaigns found that higher
(versus lower) psychological distance attenuated (accentuated) unfavorable reactions
(Theodorakis & Painesis, 2022). The findings on psychological distance’s role on consumer
behavior point out that congruency between construal level and assessment of the product
leads to better evaluations and repurchase intention (Martin et al., 2009).
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In the context of brand management, past research on psychological distance has studied its
influence on brand commitment (Connors et al., 2021; J. Park & Stoel, 2005) positive brand
evaluation (Helmefalk & Hultén, 2017; Septianto & Pratiwi, 2016) and brand experience (Kim &
Song, 2019). Brands that leverage the psychological distance of their customers by
manipulating the low or high-level construal terms are able to send congruent messages about
brand values, increasing brand trust and purchase intention (Punyatoya, 2014).

The field of study that is most important for this dissertation is the literature of psychological
distance surrounding environmental and sustainable practices, including green purchase
intention. In this context, a number of researchers have found that variations in psychological
distance can alter decision-making preferences, with or without the aid of framing devices
(Brigger et al., 2016; Schill & Shaw, 2016; White et al.,, 2011). CLT posits that the
attractiveness of concrete (versus abstract) consumption goals relies on how consumers
mentally consider events as concrete (versus abstract) (Liberman et al., 2007). Thus, the
effectiveness of marketing communication of green product’s features differs depending on
the individual’s psychological distance. Through the use of positive and negative frames, White
et al. (2011) showed that the benefits of the use of each type of frame vastly differed between
the construal level of the subjects. Other research has shown showed that individuals may
genuinely prefer sustainable products regarding their benefits in the future, and would not
choose a sustainable product because of its benefits in the present (lbrahim & Al-Ajlouni,
2018; van Dam & van Trijp, 2013).

The social dimension of psychological distance plays a key role in the context of threat
perception, which is considered one of the criteria for evaluating the severity of environmental
risks (Dessai et al., 2004; Fransson & Garling, 1999). As one of the earliest forays into the study
of sustainable behavior, Fischer et al. (1991) found that subjects that expressed a close
relationship with environmental threats were more willing to pay a premium on their everyday
purchases, compared to respondents who perceived it as more diffuse. In a similar way,
Baldassare and Katz (1992) found that respondents that felt that environmental risk was a
liability to their livelihood directly were more prepared to adopt environmental behavior
(recycling, reducing the use of plastics, buying green products). Following this line of research,
Leiserowitz’s (2010) research showed that one of the factors that affected threat perception
was the degree of familiarity with its consequences; the more personal that they seemed, the
more serious measures were prepared to be taken in response. Despite this, there exists a
contradicting body of literature that argues that in the context of persuasive messages, the
usage of positive framing led to socially distant messages encouraging sustainable behavior
(Nan, 2007), as well as ads targeted for products related to benefitting others than the self (i.e.,
green products) being conceptualized as high-level construal are more persuasive (Yang et al.,
2015).

As environmental threats happen on a longer time scale than most people are used to grasp,
the influence of temporal distance has been widely discussed as a source of temporal
dilemmas (Milfont et al., 2012). Temporal distance has been found to enhance the effect of
high-level (goal focused) information, and reducing the influence of low-level (task focused)
information on prediction of behavior. Similarly, prior literature has found that taking when
showing green product ads, using a long-term focus trigger high construals of sustainable
consumption, which lead to more sustainable choices in average. It is argued that this is due to
an emphasis on the hedonic value rather than utilitarian one, with higher temporal distance
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(Kivetz & Tyler, 2007). Therefore, to fulfill this dissertation’s goals, it is of extreme importance
to use this dimension of psychological distance.

Another dimension of psychological distance that has been worked on in the field of green
consumption and sustainable behavior is the spatial one. Prior literature has widely
acknowledged that the closeness to local impacts of climate change is more effective in
creating concern environmental issues (van der Linden, 2015). However, previous literature
has been divided on what temporal distance to sustainable issues is the best one at motivating
environmental behavior. On one hand, authors under CLT argue that when a mental construct
is known clearly, distant perception (high construal) attenuates pro-environmental actions,
while proximality (low construal) incentivizes engagement (Loy & Spence, 2020). On the other
hand, past research has shown that when environmental issues are not easily defined in the
mind of respondents, it is actually a high level of psychological distance that helps aid in easier
identifying process of the core problem and solution at hand (i.e., climate change and driving
electric cars) (A. Spence et al., 2011). The source of this difference in the literature seems to
come from the fact that environmental problems are complex at a global level (high spatial),
and uncertainties can arise when considering the effectiveness of local level (low spatial)
actions (Moser & Dilling, 2004). Because of its important nuance, this dimension of
psychological distance will also be employed in this dissertation to board the effect of
psychological distance on green purchase intention.

In summary, findings in previous literature are inconsistent about which level of psychological
distance is the most apt for consumer of green products, with both high-level construal and
low-level construal being pointed out as the sources of pro-environmental behavior. In the
name of advancing the literature, this dissertation proposes the study of an additional level of
psychological distance, the middle-level construal, or middle level of psychological distance to
climate change.

Since there is currently no literature that has touched upon this level of construal, this
dissertation argues that the middle level of psychological distance to climate change is defined
as: a mental representation of an event or stimulus that is based on an abstract construal
(high-level), but oriented towards feasibility, with clear solutions, in the form of green
purchases. Thus, this dissertation aims to add further layers to the current literature by
introducing this new construal level, alongside the more commonly researched, high and low
construal levels.

2.2.- Green Purchase Intention

What would motivate you to buy an electric car over a regular, gasoline-powered one? Trust in
the manufacturer? Better, competitive prices? The feeling of “doing what is right”? Better
features or quality? Or as a way to “fit in” with people around you?

The concept of green purchase intention deals with these questions. The concept of green
purchase intention (GPI) is defined as “the likelihood and reasons that a consumer would buy a
particular product resulting from their environmental needs” (Y. Chen & Chang, 2012).
Therefore, green purchase intention is closely linked with the hedonic value assigned to green
products. As is with the literature of psychological distance, the literature surrounding green
purchase intention also remark on the importance of a fit between the desirability of a green
product, over their feasibility of satisfying basic needs. If such a fit exists, the intention to
purchase green products will be higher (Jo & Shin, 2017).
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Consumers that are buying green products do so to fulfill their own needs to “protect or not
damage the environment” (Roe et al., 2001). Previous research has shown that green purchase
intention materializes into purchase behavior by two avenues: switching brands for
environmental reasons or switching to the same brand’s green version of products (Chan,
2001). Green purchase intention’s place in the literature as an estimator for the green demand
of consumers marks it as one of the most important concepts in the field of green marketing.

As one of the factors that influence the purchase of green products, green purchase intention
is often studied as the consequence of a series of factors. One the key contributions to
understand what factors influence green purchase intention is Zhuang et al.’s (2021) seminal
paper that performs a meta-analysis on these factors, dividing them in three categories:

1.- Cognitive factors: based on a consumer’s perception of green products and environmental
issues. Some of these cognitive factors are a customer’s environmental awareness, as
customers that acknowledge the impact of environmental issues are more likely to seek out
products that makes them feel better (Punyatoya, 2014). Green perceived value and quality
have been found to increase a customer’s familiarity with green products, as well as being
drivers of repurchase intention When green perceived value and perceived eco friendliness
increases, customers will feel more justified in choosing green products (Y. Chen & Chang,
2012; Y.-S. Chen et al., 2015). Other cognitive factors, such a customer’s perceived
effectiveness have been studied as key antecedents of green purchase intention. Referring to
the degree to which customers think that they are contributing to solving an environmental
issue through green purchases, Sharma and Dayal (2016) found that subjects that were told
about the contribution that their purchases had on the environment, were more likely to want
to repurchase green products.

Since these cognitive factors are closely related with the mental image that is formed when
thinking about green products, they are closely linked with the construal level theory and
psychological distance (Rabinovich et al., 2009; A. Spence et al., 2011; A. Spence & Pidgeon,
2010; Yang et al., 2015), following previous literature, this dissertation establishes the use of
psychological distance as a predictor of green purchase intention.

2.- Consumer individual characteristics: based on a consumer’s particular attributes that set it
apart from others. Among these, customer’s environmental literacy has been the focus of past
research, that studied how consumers knowledge about green products enhances their
intention to purchase them and boost word-of-mouth engagement (Aktan & Kethiida, 2023;
Paul et al.,, 2016). Another important characteristic of a consumer is their trust in green
products, that is, how much of the relationship between a sustainable product and consumer
is based on a certainty that the product satisfies the consumer’s environmental needs. Chen’s
(2010) landmark research about green trust pointed out that in the field of green marketing,
trust is often more needed than in the case of traditional products, as their hedonic value is
put above any utilitarian case.

3.- Social factors: based on the social pressure or collectivistic tendencies that surround a
consumer, and can influence the intention to purchase green products. Societal norms are
defined as the social pressure received by individuals to carry out or refrain from particular
behaviors. Previous research has pointed out that consumers comply with social pressure to
avoid punishment, feelings or shame or to emulate referents of behavior in society. Past
literature on social factors has shown that when customers were told that green purchases
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were being recognized by their significant ones, they were more likely to engage in it (Bong Ko
& Jin, 2017).

In the context of brand management, previous research performed on sustainable product
packaging has demonstrated the proper use of tags and informational blurbs can help inform
customers about the benefits of sustainable products, increasing their attractiveness and
activating the hedonic-seeking nature of green purchase intention (Pancer et al., 2017).

Another concept that has been found to influence green purchase intention is a customer’s
evaluation of a brand experience. As with other cognitive factors, the evaluation of a brand
experience can increase familiarity with sustainable products, their availability and help the
congruency effect of hedonic value, if the brand identity is consistent with this evaluation (Jo &
Shin, 2017; Saari et al., 2017; Yoganathan et al., 2019).

In summary, green purchase intention is a critical concept in the field of green marketing, one
which works as an ancillary pillar for the rest of concepts in the field. Despite this, the research
on green purchase intention, with Zhuang’s (2021) meta-analysis on the concept having only
54 distinct entries.

Furthermore, the literature about the relationship of green purchase intention with
psychological distance is divided, with some authors arguing that it is a high level of
psychological distance that increases green purchase intention the most (Leiserowitz et al.,
2010; A. Spence & Pidgeon, 2010), and others arguing that it is a low level of psychological
distance (Feng et al.,, 2021; Zheng et al.,, 2023). With the goal of advancing the current
literature, this dissertation will explore the relationships of green purchase intention with
psychological distance (Studies 1, 2, 3, 4), brand experience (Study 1), environmental literacy
(Study 3) and framing effect (Study 4), as there is currently no precedent in the literature that
has sought to study the interaction between these concepts.

2.3.- Research Goals

Overall, although psychological distance has been considered as an antecedent of green
purchase intention in the literature, there is still a limited number of studies available in the
context of other variables, such as environmental literacy, brand experience and framing effect.

Therefore, this current dissertation employs construal-level theory as a framework for
psychological distance to examine its influence on green purchase intention. The psychological
distance emphasized in this study is the temporal distance of climate change (when will it
happen?) and the spatial distance to its consequences (where will it happen?).

This dissertation aims to further advance the understanding of the role of psychological
distance in green marketing by fulfilling the following research goals:

1.- Empirically analyzing the relationship between psychological distance to climate change
and green purchase intention, and establishing at which level is it more impactful on a
customer’s desire to purchase green products (Study 1).

2.- Empirically analyzing the effect that a customer’s existing environmental literacy brings to
the relationship between psychological distance to climate change and green purchase
intention (Study 2).
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3.- Empirically analyzing the effect that a positive/negative framing effect brings on the
relationship between psychological distance to climate change and green purchase intention
(Study 3).

4.- Understanding how brands create experiences that directly influence a customer’s
psychological distance to climate change and enhance their environmental literacy (Study 4).

The result of the pursuit of these goals will be summarized in Section 7, alongside the
contributions to the theoretical and practical field of green marketing.

3.- Study 1: The impact of the middle level psychological distance
on green purchase intention

3.1.- Overview and Aim

Study 1 aims to perform a quantitative empirical research study to fulfill the first research goal
of this dissertation: empirically analyzing the relationship between psychological distance to
climate change and green purchase intention, and establishing at which level is it more
impactful on a customer’s desire to purchase green products.

The main research question that Study 1 aims to answer is: “What is the relationship between
psychological distance of climate change and green purchase intention? What is the optimum
level of psychological distance to increase the sales of green products?”.

To that end, a quantitative research based on data collected from a survey of Japanese
consumers is employed, using scale items previously employed in the literature to gauge their
opinions and thoughts on their perceived psychological distance of climate change and their
green purchase intention.

Study 1 serves as the main framework on which the rest of the studies will be built upon, by
introducing the empirical relationship of psychological distance of climate change and green
purchase intention. Through this quantitative analysis, Study 1 paves way for Study 2 and 3, by
providing an early look into the relationship of psychological distance and green purchase
intention as well as introducing the measurement tool and model.

Study 1 is structured in the following way:

e Section 3.2 will introduce the hypothesis that is meant to be proven through
guantitative analysis. Study 1 proposes the middle level of psychological distance of
climate change as the most beneficial one in encouraging green purchases. To that
end, an inverse-U shaped relationship between the two variables is proposed as the
main contribution.

e Section 3.3 will introduce the methodology of the quantitative analysis, by introducing
the tools to be used (survey data and regression analysis), explaining the survey in
detail, showing the items and scales adopted from the literature, explaining the flow
of the survey and detailing the pretest that was carried out before the main sample
was obtained.

e Section 3.4 contains an in-depth analysis of the sample obtained. Firstly, the
descriptive characteristics are explained. Secondly, the measurement model for the
current dissertation is validated. Finally, regression analysis is carried out.
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e Section 3.5 contains the summary of the discussion of the results, as well as the
conclusions reached from answering the research question. Theoretical and
contributions form are summarized too.

e Section 3.6 addresses the limitations of Study 1, and proposes future avenues for
research, as well as directly link it with Study 2.

3.2.- Hypothesis of the relationship between psychological distance and
green purchase intention

As mentioned during Section 2, there is no relevant literature in the field of green marketing
that has studied the effect that a middle level construal has over green purchase intention,
thus one of the goals of this dissertation is to provide an empirical analysis of the relationship
between psychological distance and green purchase intention, through the point of view of
consumers for green products.

Following previous literature, the dimensions of psychological distance that will be considered
for this empirical analysis will be the temporal and spatial ones, based on recommendations
for the study of psychological distance and its influence on pro-environmental behaviors (A.
Spence & Pidgeon, 2010).

Since there exists a lack of consensus over which level of psychological distance is the highest
at increasing green purchase intention (high or low), this dissertation suggests a third
possibility: a middle level of psychological distance. This middle level is characterized as a
temporal and spatial mental construction of climate change that combines features of high
and low level, thus balancing the distance towards an equilibrium. For example, by focusing on
a specific point in the future where climate change may affect the individual (i.e., 20 years) and
a location (i.e., neighboring country), a mental representation of climate change that sits in the
middle of the previously theorized high construal (climate change will happen in the far future,
and it will happen far away) or low construal (climate change will happen soon, and it will
happen close) is proposed, and the relationship between psychological distance and green
purchase intention is theorized as nonlinear and with the shape of an inverse U, so that there
exists an optimum point (middle level of psychological distance). This relationship will be
tested through a regression analysis of a sample of Japanese consumers, put in a scenario of
paper packaging products and its contribution to decreasing the impact of climate change, to
activate the specific construal in their minds.

To fill this research gap and introduce the element of the middle level of psychological distance
as the optimum distance to increase green purchase intention, it is formally theorized that the
relationship between psychological distance and green purchase intention is an inverse U-
shaped one.

H1: There is an inverted U-shaped relationship between psychological distance (PD) of
climate change and green purchase intention (GPl). That is, there is an optimal
psychological distance interval (proposed to be the middle level) at which GPI is the
highest, and if the perceived psychological distance is higher or lower, green purchase
intention would be lower than the optimal level.

The proposed hypothesis for Study 1 is depicted in Figure 3, which shows a proposed
theoretical framework.
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H1: Inflection point
(middle level)

4 H1: There is an inverted U-shaped relationship between
Psychological Distance (PD) and Green Purchase Intention
(GPI).

There is an optimal PD interval at which GPl is the highest,
and if the perceived PD is higher or lower, GPl would be
lower than the optimal level.

Green Purchase Intention

Psychological Distance

Figure 3.- Proposed theoretical framework for Study 2

3.3.- Methodology

To test the hypothesis of Study 1, it was necessary to gather data regarding the interaction of a
sustainable product’s customer’s psychological distance to sustainable issues and the purchase
intention of green products.

The use of this data serves two main purposes. The primary goal of the analysis is to test the
impact of psychological distance over green purchase intention.

The secondary goal, which is based on the hypothesis formulated previously, is to test the
whether the impact of psychological distance over green purchase intention is the strongest at
a middle level, in contrast with a high or low level. As was mentioned previously, this research
question has not been posed previously in the literature, and it serves as one of the main ways
of this dissertation to contribute to the literature.

According with these goals, quantitative observations of customers of green products’
psychological distance towards the sustainable issues and their intention to purchase products
that remedy them was required. Since psychological distance and purchase intention are not
latent variables, a survey was chosen as the tool for data collection. Through a survey’s items,
variables that are latent can be inferred from a series of questions that gauge a respondent’s
opinion and feelings.

Since the data that is to be used in the analysis of the middle impact of psychological distance
will be later used to answer different research questions in Studies 2 and 3, this section will
deal with the introduction of the data collection instrument in detail, the dependent measures
of the latent variables, summarizing the manipulation effect and carrying out a pretest.

3.3.1.- Data collection

The tool employed to collect data was Yahoo! Crowdsourcing. As a crowdsourcing online
platform, it allows users to engage in a series of tasks for monetary rewards, often in the form
of “Pay Pay Points”, a point currency system used by the mobile payment smartphone
application “Pay Pay”, a platform that belongs to LY Corporation, the holding company that is
the owner of Yahoo! Japan.

The advantages to choosing Yahoo! Crowdsourcing as the platform to host the survey were
threefold:
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1.- Access to diverse data: as the owner of several internet services such as of social network
services, internet search engines and telephone providers, Yahoo! offers its users a cohesive
integration into its crowdsourcing services, massively increasing the potential pool of
registered users in the service. The user base of Yahoo! Crowdsourcing was of approximately 1
million users as of July 2023. In the case domain-specific knowledge or particular skills are
required, Yahoo! Crowdsourcing offers the possibility to filter respondents through them.
Conversely, there is no specific requirement in skills, location or time for users to take on tasks,
which increases the potential pool of respondents.

2.- Cost-effectiveness: the use of a large pool of combined user-bases provides Yahoo!
Crowdsourcing the benefit of scalability over other alternatives, such as marketing agencies or
consumer panels. At the same time, since each user can undertake as many tasks as they want
in Yahoo! Crowdsourcing, payment can be easily scalable and adjusted depending on the
difficulty of the task, reducing overall costs to host a specific task and offer payment for said
task.

3.- Improved data quality: Yahoo! Crowdsourcing platforms has in place standards of data
quality inspection and established recruitment and follow-up processes to ensure accurate and
relevant data is provided.

Crowdsourcing samples are widely used in social science studies (Goodman & Paolacci, 2017),
as they are more representative than convenience samples and provide data of high quality
and validity (Berry et al., 2022).

As was justified in Section 1, since this study focuses on the promotion of sustainable products
as the main object for this study, it was decided to use sustainable-labeled paper packaging
products as the motivator for purchase intention in this case. Since the goal of this survey was
to gauge the sensibility for green purchase intention in a quick and deliberate manner, a
scenario revolving around the benefits of sustainable packaging products was created as a
priming tool for respondents. The details about this scenario and the rest of the stimuli will be
discussed below.

The size of the sample was determined based on the total population size in Japan
123.000.000 (as of October 2023). Given the total population, to achieve a 5% margin of error
on statistical estimations, a sample size of 400 is required (Serdar et al., 2021). Knowing this,
the goal was to obtain 750 samples, which surpasses that benchmark.

To serve as the basis of Studies 2 and 3 as well, the survey was designed to collect data not
only on the psychological distance towards climate change and green purchase intention of
sustainable packaging products, but also on the environmental knowledge and practices that
respondents have on climate change (herein referred to as environmental literacy) and the
effect that a positive or negative framing of climate change’s consequences or situation can
influence the previous three variables (herein referred to as framing effect). Therefore, the
three latent variables (psychological distance, green purchase intention and environmental
literacy) were measured through existing scales shown to be valid and reliable in previous
research. For the measure of the framing effect, two manipulation scenarios were created
based on Tong et al.’s (2021) previous research. Since the scales and scenarios employed by
previous research are in English and this survey is meant for Japanese consumers of green
products, all of the information contained in the survey was translated into Japanese. Help was
enlisted from two local students from Kobe University, who translated from English to
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Japanese and then were sent the completed translation from each other to correct it. A final
translated version of the survey was finalized incorporating the comments from both students.

3.3.2.- Latent variable measures

Environmental literacy

Environmental literacy was measured by nine 7-point Likert scale items (agree/disagree) based
on the revised New Ecological Paradigm (NEP) scale by Dunlap et al. (2000) and the
Environmental Attitude of the University (EUA) scale by Manzanal et al. (2007) and Rodriguez-
Barreiro et al. (2013). For Studies 1 and 3, responses for all nine items were averaged into one
scale (uni-dimensional).

Psychological distance

Psychological distance was measured by six 7-point Likert scale items (agree/disagree) based
on previous research by Spence & Pidgeon (2012) and Jones et al. (2017). For Studies 1 and 3,
responses for all six items were averaged into one scale (uni-dimensional).

Green purchase intention

Green purchase intention was measured by four 7-point Likert scale items (agree/disagree)
based on previous research by Tong et al. (2021). For Studies 1 and 3, responses for all four
items were averaged into one scale (uni-dimensional).

Table 2 contains a summary of the items for each variable, their source and translation in

Japanese.
Concept Item Translation Source
| am interested in reading and am concerned about the impact of climate TR ABRIEICE 2 3 EIconwTcHEaLTEY, *
change towards the environment NicoLT oA
T LI D B
Iam concerned about environmental problems and health hazards caused by air k&5 KE 75 1< X 2 BB E 2 B2 L Tw» P
; - Rodriguez-
or water pollution 2
- - - - Barreiro et
Most environmental problems can be solved by applying better technologies BEREOIZ L A LI L 0 EREEITOISHIC X b kT | (2013)
. al.
Environmental 5. | !
Literacy Humans have the right to modify the natural environment to suit their needs ANEIEE SR C ARBEEASOET 2RI W E L 5, Manzanal et
The loss of rainforest will restrict the progress of humanity BETRAR D W 2 13 A D S % HlIR T 3 al. (2007)
Conservation improves people’s standard of living and contributes to human [RAETET) T A & DK R ) X, Aok =ik Dunlap et
welfare 3. aI.(ZOOO)
| recycle paper and bottles at home IR TSP LY RV FA 2L LTS
| separate burnable and plastic waste FAITRE R L T RF v 7 CAREDBLTW S,
| buy environmentally friendly products PR I L - A A LTV 3,
Climate change is a significant problem mainly in distant locations. RS EICE T CREL CWAREELMNECH 3.
Serious consequences of climate change primarily occur in places that are far LNRAS B O VEA I 5B, TS T T A 6 L HE 7 Hus ol
away from here. <% Spence &
; " ———— - Pidgeon
Psychological Climate change mostly affects other parts of the world. SUEEHITIE L A L DA, RO OHIRICHES 3.
Distance Serious consequences of climate change will be felt primarily in the future. SUREZSEIC X AL B I IR L b NE A S, (2012) and
Climate change effects will mostly occur in the future. QUREEENC L 2B T ICRICGEC 27455 Jones et al.
Climate change will be more of a significant problem in the future compared AMEZEENIIRIE L 0 DIF RO SN L ok E AREEIC A2 A (2017)
with now. -
2.
| want to make a special effort to buy products made from recycled materials TV A ZAEMLOEL NG FES LB L~
Uy,
Green | would switch products for ecological reasons FAIBRESICE LW e WO IR O BEREI AT 2 5, T |
Purchase If I had a choice between two equal products, | would purchase the one less FE 2 D[R g2 b —2 2B REGE, AL PEEICED ongetal.
. harmful to other people and the environment I S s a2 s (2021)
Intention Bl EEDIES .

| would avoid buying a product because it has potentially harmful environmental

effects

BB ICAE 2w 2 RIS T RO H 2 W2 AT 2
T IdET 5.

Table 2.- Questions of the survey used to gather data for Studies 1, 2 and 3.
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3.3.3.- Manipulation and stimuli

Framing effect

Framing effect was measured as a control variable, based on dividing subjects into three
categories: exposed to no framing effects (control), exposed to positive framing of climate
change (positive) and exposed to negative framing of climate change (negative). Respondents
were randomly assigned to one of these three groups upon start of the survey. Following a link
outside of Yahoo! Crowdsourcing to a Google Forms, participants were shown a text and a
corresponding image. The text asked them to imagine themselves in the situation presented.
Both negative and positive scenarios expose an environmental pollution problem. These
scenarios are based on previous research by Tong et al. (2021).

The positive scenario presents climate change as a side-effect of human development and
underlines the importance of human action, as well as the possibility of prevention of further
damage, in general posing a hopeful scenario. The scenario also contains a digital drawing that
supports the uplifting tone of the scenario.

The negative scenario presents climate change as a consequence of human development and
underlines the dramatic effects of ecological disasters, as well as the necessity of human
intervention as soon as possible, in general posing a frightful scenario. The scenario also
contains a digital drawing that supports the dramatic tone of the scenario.

For measuring purposes, framing effect is measured as a dummy variable, taking values of 0
for the control group, 1 for the positive group and 2 for the negative group.

After reading this scenario, participants were shown a second scenario, that was common to
all groups (control, positive, negative). This second scenario focused on showing the benefits
of sustainable packaging products over their non-green replacements. The scenario poses that
more and more Japanese packaging firms are investing in recyclable and environmentally
friendly paper wrappings for their products as a consequence of a new policy to cut down on
national plastic consumption from April of next year. Two fictional companies, Company A and
B are showcased as spearheads of this movement by developing paper-based packaging that is
easily disposed of and has minimal ecological impact. The scenario also contains a picture of
several green packaging products to support the mental image that a respondent may have
about these.

Table 3 contains a summary of the contents of each scenario, their sources, the images used to
support them and translation in Japanese.

Type Item Translation Image
RUEEEN LR LA A2 D 25 L, FRCRERICEE
Climate change will lead to a rise in sea-level, especially in the FRITFEINTVET, LaL, b LIRA 2S5
coastal cities. However, if we take timely action to adopt green S N g N
. and energy-saving lifestyles, the sea level rise problem will be PCHTAERRAE FRICETT 5201, i
Positive alleviated and will not bring great harm for a long time. M EFoMBEIER S ., BHcbZ > TKE %R
frame BhbEoT LB TH .

At the same time, we can also prevent the global ecology from
being damaged and also make a contribution to improving the

living environment. FIRFICfA 7 B ISR O EIER 2 W2 DT E, E 5
BB OUEERICb AT 5
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Fh7zboEIk, 1 A472Y 1 HICK S0 ¥v s 740

Our country emits approximately 50 kg. of carbon per person per - S e .
day, and it will take a thousand trees to fully absorb it. Climate BSREPHEL . 2N EFTRICBINT B IcETAOA
change will clause global sea levels to rise and coastal cities to be 23 TF, T[MEZB) L R oo L7 %2 5] ¥

. destroyed. SR 2 B X 2 N
Negative L. AT AERE 5 TL LS,
frame If everyone does not take active action to reduce the amount of - R 2 T L = X 7 LA f
carbon emissions, the consequences are unimaginable. Your city At D BRMAY RATE 2R T R viEGA, £ ORRIT

will face flooding, erosion of coastal lowlands, contamination of R EHT2HDTT, HazDEATHSHFIFH
water, salinization of farmland, and even the risk of an entire city Ky RS~ DA, KDER, ORI,
being swallowed up by the sea. . N . R
Z L Tl RMEpIc iR A TN 5 Elis H Y £ 5,

Table 3.- Scenario items used in each framing group, used in the survey.

3.3.4.- Procedure

A task for completion of a survey titled “Climate change and sustainable packaging” was
created in Yahoo! Crowdsourcing. After having created the task, participants that chose to take
part in it were instructed about the contents of it, as well as the flow of the different sections.
The participants also provided informed consent for providing their personal data.

The survey was divided into four different sections.

Survey Section 1 was the Introduction. Participants read a short description about the goal of
the survey, the fact that one section of the survey takes part on a different site (Google Forms),
the payment and the maximum time (15 minutes) allowed to complete the task. Respondents
were rewarded with 4 “Pay Pay” points for the completion of the survey, which required filling
all of the fields and inputting their personal ID.

Survey Section 2 was the Scenario. Participants were given a link to a Google Forms that
contains the aforementioned scenarios. In order to select randomly which participants are
assigned to which scenario, a webtool based on Fergusson (2016) was created. The webtool
randomized which Google Forms was administered for each click, meaning that 33% of the
sample was expected to be assigned to each group (control, positive, negative), meaning it was
expected to obtain 250 samples for each scenario. Each participant was shown the framing
scenario corresponding to their group (positive for positive framing group, negative for the
negative framing group and none for the control group, who were only shown the second
scenario). Following that, all respondents were shown the same second scenario regarding the
benefits of sustainable packaging. After this, participants are given a code that they need to
introduce back in Yahoo! Crowdsourcing to proceed in the task. Control group was given the
code ECO1, positive group was given the code ECO2 and negative group was given the code
ECO3. This method allows for categorization of each participant on the results. When a
respondent returned to the main platform, they were asked two questions in a 5-point Likert
scale (negative/positive) regarding their opinion on the approach to both climate change and
human action in the described scenarios. The ratings of these two items were used to check
the effectiveness of the manipulation. Two questions were chosen to check the manipulation
effect in order to account for both sides of the scenario (climate change effects vs human
action) and reduce risk of not being able to check the stimuli.

Survey Section 3 was comprised of the Main Questions. Participants were instructed to
complete a questionnaire about their environmental knowledge and practices, how they felt
towards climate change in terms of time and space, and their willingness to purchase green
products, on a 7-point Likert scale. To make sure that the subjects were paying attention
during this part of the survey, two control check questions were included, asking participants
to choose to “strongly agree” and to “strongly disagree”. Responses that did not meet the
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control check were discarded. In order to avoid common method bias, the order of each of the
items was randomized between latent variables.

Survey Section 4 was comprised of the Demographic Questions. These questions asked
participants about their age (in age brackets), sex (male/female), yearly income (in income
brackets of $10.000) and their highest education level.

Figure 4 shows a diagram of the flow of the sections of the survey and the grouping

mechanism.
‘ Introduction ‘ Vahoo!
ahoo!
‘ =— .
- - Crowdsourcing
‘ Demographic questions ‘
< ¥ ¥ =
‘ Positive scenario ‘ ‘ No scenario ‘ ‘ Negative scenario ‘
i ¥ It =— Google Forms
‘ Sustainable packaging scenario ‘
¥ ¥ ¥ =
‘ Main questions + Control questions ‘ Yahoo!
¥ h 4 ¥ [ Crowdsourcing
‘ End ‘

Figure 4.- Flow of the survey used to gather data for Study 1, 2 and 3.

3.3.5.- Pretest

To test the validity of the framing effect as well as the fit of the scales, a pretest with the same
exact procedure as the main survey, and was held from November 10 to November 11, set for
100 samples to be gathered. Each respondent obtained 4 “Pay Pay” points for completing the
task. To check the effectiveness of the framing manipulation, the mean of the scores of the
two manipulation check questions that followed immediately after the Scenario part of the
survey. The average rating of these two items were used in a simple t-test comparing the
mean score for the positive and negative group.

Regarding Manipulation Check 1 (“What was the approach to climate change of the
scenario?”), the results indicated there is not a significant statistical difference (t(19) = 1.791,
p = .089, 95% confidence interval) in the mean score for subjects in the positive group (Mpositive
=3.68, SD = .83) and negative group (Mnegative = 3.06, SD = 1.29).

Regarding Manipulation Check 2 (“What was the approach to human action in the scenario?”)
the results indicated that there is_a significant statistical difference (t(20) = 2.552, p = .019,
95% confidence interval) in the mean score for subjects in the positive group (Mpositive = 3.93,
SD = .62) and negative group (Mnegative = 3.25, SD = 1.00).

Table 4 contains the indicators of the t-test for the comparison of means of the manipulation
check of the pretest.

Positive framing Negative framing
M SD M SD df t p Cohen’s d
MANIP 1 3.68 .83 3.06 1.29 19 1.791 .089 .639
MANIP 2 3.93 .62 3.25 1.00 20 2.552 .019 921

Table 4.- Differences between positive framing and negative framing on manipulation check scores of the pretest.
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Since at least one of the two checks provides enough statistical difference between the two
groups, the pretest results suggested that the manipulation check worked effectively and
could be adopted in the main survey.

3.4.- Analysis

The objective of this section is to carry out an in-depth analysis of the data gathered through
the survey, with the goal of understanding the relationship between psychological distance
and green purchase intention. This section will be focused on presenting the main
characteristics of the sample collected, carrying out an analysis of the measurement model,
performing the required statistical calculations to answer the research question and
showcasing the results.

3.4.1.- Sample characteristics

The main survey gathered 750 samples from November 16 to November 17. Successful
responses awarded each user with 4 “Pay Pay” points, which equated to 110 yen paid per
sample. Cases in which the respondents did not reply correctly to the control questions were
discarded (n = 40, equating to 5.3%) to lower noise (Thomas & Clifford, 2017).

Table 5 illustrate the remaining 710 samples’ demographic characteristics:

Variables Iltems Frequency Percent
Female 465 65.49
Sex Male 245 34.51
0-17 1 0.14
18-24 14 1.97
25-34 52 7.32
Age 35-44 166 23.36
45-54 272 38.31
55-64 155 21.85
65+ 50 7.04
Middle School 7 0.99
High School 186 26.20
. . Vocational School 97 13.66
Highest Education level Undergraduate 367 51.69
Master 43 6.06
Doctor 10 1.41
Less than 1.5 million 242 34.08
Less than 3 million 120 16.90
Less than 4.5 million 133 18.73
. Less than 6 million 94 13.24
Annual income —
ivalent in Japanese Less than 7.5 m|II|(.)r? 52 7.32
equiva v * Less than 11.25 million 53 7.46
en (¥) Less than 15 million 11 155
Less than 22.5 million 1 0.14
Less than 30 million 1 0.14
More than 30 million 3 0.42
*¥1=50.0068

Table 5.- Demographic profiles of the respondents of the survey.

As a consequence of the true random nature of the webtool used to divide participants into
each framing group, an even split between the groups was not achieved. Out of the 710
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samples, 163 samples belonged to the control group; 248 to the positive group and 299
samples to the negative group.

The same manipulation check questions as in the pretest were used. To check if the validity of
the manipulation scenarios was met, the previous t-test as employed. For the main survey,
both positive (Mgositive = 3.60, SD = .793) and negative (Mnegative = 3.20, SD = .972) groups for
Manipulation Check 1 (t(545) = 5.247, p = .001, 95% confidence interval) and for Manipulation
Check 2 (t(545) = 2.959, p = .001, 95% confidence interval) were proven to be statistically
different with enough significance to claim that the manipulation checked successfully worked
in invoking the adequate framing to be used in Studies 1, 2 and 3. Table 6 contains the
indicators of the t-test for the comparison of means of the manipulation check of the main

survey.
Positive framing Negative framing
M SD M SD df t p Cohen’sd
MANIP 1 3.60 .79 3.20 .972 545 5.247 .001 .621
MANIP 2 3.65 44 3.44 .863 545 2.959 .003 423

Table 6.- Differences between positive framing and negative framing on manipulation check scores of the pretest.

3.4.2.- Measurement model

Before proceeding with the analysis of the sample, confirmatory factor analysis (CFA) was
employed to test the suitability of the measurement items validity in properly identifying their
latent variables as well as the proper fit that these items provide to the overall proposed
model.

All of the 19 latent variable items were assessed to explain over 74% of the total variance, with
factor loading from 0.669 to 0.810 (KMO measure of sampling adequacy: .921). Together with
Bartlett’s test of sphericity (x2(171) = 6701, p = .001, 95% confidence interval), these results
indicate that the multidimensional scale of the measurement items is sufficiently valid. Table 7
contains the estimates for the KMO and Bartlett’s test.

To assess common method bias, Harman’s single factor test was employed. All 19 latent
variable items were analyzed as a common unidimensional construct. Results showed that one
factor solution accounted for 39.03% of the total variance, which is below the critical threshold
of 50%. Therefore, common method variance was not a significant risk for the analysis.

To assess univariate normality for each of the latent variable items, Kolmogov-Smirnov (all
items: df = 710, p = .001) and Shapiro-Welk (all items: df = 710, p = .001) were performed. As
per the results, the ratings of the items do not meet univariate normality. Skewness and
kurtosis were checked to support the previous tests. Since several critical ratios exceed +1.96,
univariate normality is not assumed. The multivariate kurtosis value (154.30) was used to
assess multivariate normality and since the critical ratio (c.r. = 72.78) exceeds %1.96,
multivariate normality is not assumed.

Since multivariate normality is not assumed, the maximum likelihood estimator for
confirmatory factor analysis cannot be used. According to Bandalos (2014), when working with
ordinal data that does not meet the assumption of normality, diagonal weighted least squares
(DWLS) with a robustness can be used as an estimator and was used in the confirmatory factor
analysis of the model. Table 7 contains the estimators for KMO, Bartlett’s Harman’s and
normality tests.
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KMO and Bartlett’s Test

KMO test 921
X2 6701
Bartlett’s test of sphericity df 171
Significance .001
Harman'’s single factor test
Components Sums of squared loadings
1 39.027

Tests of normality

Kolmogorov-Smirnov All p <.001
Shapiro-Wilk All p <.001
Multivariate Kurtosis 154.30

Table 7.- Estimators for the KMO, Bartlett’s, Harman’s and normality tests of the measurement model used in
Studies 1, 2 and 3.

R and the lavaan library were used for the test and validation of the measurement model
through confirmatory factor analysis. The measurement model included three latent variables
with 19 observed variables. Confirmatory factor analysis demonstrated that the model had a
good fit with the data (x2/df: 2.17 < 3, CFl: 0.942, TLI: 0.933, RMSEA: 0.076, SRMSR: 0.084). To
check the model’s internal reliability, the Cronbach’s alpha (CA), composite reliability (CR) and
average-variance extracted (AVE) values for each latent variable were checked. As illustrated in
Table 8, the CR and CR values surpassed the threshold values, therefore confirming the
internal reliability of the measurement model (Cronbach, 1951). The AVE for all latent
variables exceeds the benchmark of 0.50, therefore confirming that convergent validity of the
measurement model. The square root of the AVE for each latent variable was compared with
the inter-correlation values between each variable, and they surpassed them, therefore
confirming that discriminant validity was satisfied (Farrell & Rudd, 2009). Table 8 contains the
estimators for the confirmatory factor analysis and the reliability tests.

Confirmatory Factor Analysis

x2/df 2.17<3

CFI .942
TLI .933
RMSEA .076
SRMSR .084

Reliability Tests
Latent variable Iltems CA CR AVE
EL 9 .851 .847 .596
PD 6 773 .752 521
GPI 4 .885 .764 .660

Table 8.- Estimators for the confirmatory factor analysis and reliability tests of the measurement model used in
Studies 1, 2 and 3

Having met the assumptions the confirmatory factor analysis confirms that the measurement
model of the latent variables, as well as the observable items are safe for drawing significant
conclusions.

3.4.2.- Regression analysis

As was mentioned previously, for Study 1, the ratings of the observable items were averaged
into a single uni-dimensional scale for each observation. This is to achieve the goal of this study
to observe the effect of psychological distance over green purchase intention and if the
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relationship is inverse-U shaped, meaning that middle points in the scale of psychological
distance would beget higher intention to purchase green products.

To observe both of these effects, a scatterplot of the respondents’ psychological distance
towards climate change against their green purchase intention was created through IBM’s
SPSS. After observing the data, it became apparent that an inverse-U shaped relationship could
be deduced from simple observation. To provide enough evidence of this relationship, a
quadratic regression line was fitted to test the relationship between the variables. Figure 5
shows the scatterplot as well as the quadratic regression line fitted. As shown in the graph, the
regression line presents a curve, suggesting that psychological distance has a decaying effect
over green purchase intention, in other words, there is a point when increasing the
psychological distance that a customer feels towards climate issues decreases their intention
to purchase sustainable products.
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Figure 5.- Scatterplot of the combination of PD and GPI factors, with the quadratic regression line fitted and
coefficient of determination of Study 1.

To prove if a quadratic regression line was statistically significant, nonlinear regression analysis
with the squared term of psychological distance was carried out. Table 9 summarizes the
estimation results of the regression analysis. Apart from the independent variable of
psychological distance (PD), the quadratic term of psychological distance (PDSquare) was
incorporated to capture the non-linear effect that it had on increasing green purchase
intention (GPI). Results showed that there was a statistically significant relationship between
the independent variables PD and PDSquare and the dependent variable GPI (F(2, 707) =
89.402, p < .001). Combined, these two independent variables account for 20.2% of the
variability in GPI (R =0.202).
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Regression analysis

Model Sum of squares df Mean square F-value Significance
Regression 151.786 2 75.893 89.402 <.001
Residue 600.172 707 .849

Total 751.958 709

Dependent variable: GPI

Predictors: (Constant), PD, PDSquare

Coefficient significance

Model Coefficient Std. Error t-value Significance
(Constant) 1.58 .406 3.900 <.001

PD .85 171 4.959 <.001
PDSquare -.05 .018 -2.695 .007

Dependent variable: GPI

Table 9.- Results of the regression analysis of Study 1.

The positive coefficient of PD and the negative coefficient of PD? show that there is an inverted
U-shaped relationship: there is a positive relationship between psychological distance and
green purchase intention until an inflection point of psychological distance, and after this point,
a negative relationship is manifested.

Based on the estimates shown in the non-linear regression analysis, and the quadratic
regression line provided by the calculations, the inflection point was calculated as the
maximum value of PD where the concavity changes. In the case of a quadratic function, this
occurs at the vertex of the parabola.

The given quadratic equation is:
y = 1.58 + 0.85x — 0.05x?2

To find the vertex (and hence the inflection point), the formula for the vertex of a parabola is
used:

—b
Xvertex = oa

In this case, the equation is in the form ax? + bx + ¢, where a = -0.05, b = 0.85 and c = 1.58.

—0.85

Xyertex = m
—0.85
Xvertex = —01

Xpertex = 8.5

So, the inflection point (value of PD that generates the highest value of GPI) for the given
guadratic regression line is PD = 8.5.

With a median average score of psychological distance of 5.33, it can be said that the positive
psychological distance/green purchase intention relationship characterizes the entire sample.
The inflection point is more than two times higher than the expected score for the middle level
of psychological distance, which is 4. As can be observed in the scatterplot in Figure 5, the
shape of the curve is wide enough that, for the given sample, higher values of psychological
distance result in higher purchase intention of green products.
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While it is assumed that there is an inverse U-shaped relationship, therefore there is a middle
point in which psychological distance has the highest effect over green purchase intention, and
then a decay of the effect, it cannot be concluded that, for the given population, the middle
level of psychological distance produces the highest intentions to purchase green products.
Therefore, the main hypothesis of Study 1 is only partially supported.

3.5.- Discussion and Conclusions

Study 1 focused on the relationship between psychological distance and green purchase
intention, a topic that has seen significant research attention during the past decade and the
beginning of the new one (Feng et al., 2021; Ibrahim & Al-Ajlouni, 2018; Schill & Shaw, 2016;
Zheng et al., 2023). After having combed through extensive past research of psychological
distance and green purchase intention in the field of environmental and sustainable behavior,
Study 1 contributes to the current literature by presenting the influence of psychological
distance of climate changeover green purchase intention in a new light, through the
introduction of the middle level of psychological distance.

This study performed an empirical study on a sample of 750 Japanese consumers, polling their
opinions on climate change as a way to test their psychological distance to this environmental
issue. At the same time, a scenario in the context of sustainable packaging products was
provided, with explicit references to climate change, activating their psychological distance to
it. This study has sought to gather the opinions about the spatial and temporal dimensions of
psychological distance of these respondents, as well as their intention to purchase products.
The data was gathered in the span of two days, from November 16 to November 17. The tool
used to gather the data was a survey conducted through Yahoo! Crowdsourcing. This study
examined previous literature to find scales to measure psychological distance to climate
change (C. Jones et al., 2017; A. Spence et al., 2012), measured with a six-item scale, and green
purchase intention (Tong et al., 2021), measured with a four-item scale.

A regression analysis technique was employed to show the nature of the relationship between
psychological distance and green purchase intention. The results showed that the main
hypothesis of the study, that is, that there is an inverse U-shaped relationship between
psychological distance and green purchase intention, so that a middle level of psychological
distance is the level that will result in an optimum level of green purchase intention is only
partially supported.

Theoretically, the hypothesis is supported, as the relationship between the two variables was
empirically fitted through a quadratic regression line, which was proven to be significant, with
psychological distance and its squared term explaining over 20% of the variance in the green
purchase intention expressed by subjects. Since the quadratic term of the regression line is
negative, this means that the relationship between the two variables fits under this
representation.

Practically, for the given sample, calculating the inflection point, that is, the optimum
psychological level at which green purchase intention is the maximum, the result came out to
be 8.5. Since the items employed to measure psychological distance in this study only go as
maximum as 7, the results point out that the inflection point for psychological distance cannot
be reached with the current measure items, thus revealing that the relationship between
psychological distance and green purchase intention is a positive one for this study. Figure 6
shows the graphical representation of this inflection point.
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Figure 6.- Graphical representation of the inflection point and the quadratic regression line of Study 1.

Thus, even though this study has proven empirically the existence of an inverse U-shaped
relationship for psychological distance of climate change and green purchase intention, in
practical terms, the conclusions of this study is that, to increase the intention to purchase
green products, customers must feel that the environmental issues that they solve are abstract,
imagined as happening far away from them, in spatial and temporal terms. In this way, the
findings of this paper align with past research that has found that a high level of psychological
distance towards sustainable issues enhances pro-environmental behavior (lbrahim & Al-
Ajlouni, 2018; Kivetz & Tyler, 2007; A. Spence & Pidgeon, 2010; van Dam & van Trijp, 2013;
Yang et al., 2015). On the other hand, the presence of a non-linear relationship (inverse U-
shaped) merits further research by defying the current body of literature, in theoretical terms.
In this way, Study 1 unveils an interesting and meaningful interaction between psychological
distance to climate change and green purchase intention, with several theoretical and practical
contributions.

3.5.1.- Theoretical Contributions

Study 1 contributes to the theoretical body of knowledge of psychological distance and green
purchase intention by offering a framework to study the middle level of psychological distance
as an antecedent of green purchase intention, drawing upon construal level theory as a basis.
Study 1 aimed at deciphering what the role of psychological distance of climate change would
be in relation to green purchase intention. In this case, however, the study sought to
contribute to the literature by providing an effect that has yet to be introduced to the
literature: the middle construal level.

This middle level of psychological distance of climate change finds it basis on construal level
theory, and is formally defined as a mental representation of an event or stimulus that is based
on an abstract construal (high-level), but oriented towards feasibility (low-level), with clear
solutions, in the form of green purchases. That is to say, a combination of feature of a high and
low level of psychological distance of climate change. The importance of this middle level is in
its approach to motivation for action: as was mentioned in Section 1, climate change is an
objectively high-level construal concept for humans, but through manipulation performed
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through marketing communications, it is possible to evoke certain levels of psychological
distance. By combining a focus on abstract goals and future, but with clear and feasible steps,
a middle level of psychological distance combines the most prominent features of a high and
low level of psychological distance, which Study 1 proves affects directly the intention to
purchase green products, aligning with previous literature and justifying the importance of
studying the effect of psychological distance in the context of climate change and green
purchase intention.

Theoretically, this study defies the current literature on psychological distance by providing
this new avenue of research to test the relationship with green purchase intention. Drawing
upon construal level theory, the main ideas behind the concept of middle level of
psychological distance come from the congruency effect resultant from a match between
hedonic and utilitarian values that a product offers, alongside the mental image that a
customer has of environmental issues (Theodorakis & Painesis, 2022). When both of these
meets at the middle between a high and low construal, the middle level of psychological
distance is reached, and customers feel more motivated to engage in the purchase of green
products.

It must be pointed out that the although Study 1 provided enough empirical evidence for an
inverted U-shaped relationship between psychological distance of climate change and green
purchase intention, careful analysis of the data revealed that the results of the current study
only point towards a high level of psychological distance being the optimum point to increase
green purchase intention. Therefore, further research avenues are open to the future to
further analyze the middle level of psychological distance. Thus, this study serves as an initial
effort for future contributions.

In summary, Study 1 serves to confirm the prior literature (Ibrahim & Al-Ajlouni, 2018; Kivetz &
Tyler, 2007; A. Spence et al., 2012; van Dam & van Trijp, 2013; Yang et al., 2015), and at the
same time, pioneer the environmental and sustainable behavior literature by offering two
theoretical contributions:

1. An inverse U-shaped relationship between psychological distance of climate change
and green purchase intention: for the current study, the inflection point is a high level
of psychological distance.

2. The introduction of the concept of middle level of psychological distance as a construal
level that merits study.

3.5.2.- Practical Contributions

From a managerial perspective, Study 1 brings a new concept for both policymakers and
marketing managers of green brands: the focus on a middle level of psychological distance of
environmental issues. This study serves as empirical proof of the relationship between the two
variables not being completely linear, but rather based on an inverse U-shaped relationship,
meaning that too close or too far psychologically to environmental issues can hinder green
purchase intention in consumers. Success to consider how can marketing efforts, campaign
messages and green products appeal towards this inflection point in the relationship can lead
to customers feeling more engaged with the brand, being more willing to accept new product
lines that are marketed as sustainable and becoming receptive to the organization’s future
goals. Consequentially, based on the findings, the following recommendations are made to
marketing managers of green brands, environmental policymakers and CEOs of green brands:
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1. Identifying the mental image of environmental issues that your customers have, and
their response to marketing messages of green products.

2. Use marketing communications ensure that this construal level is at a high level, that,
that your consumers perceive environmental issues as something that is far away from
them, in terms of time and place, so that the message that green products are the
solution for a global problem might be better be processed, and generating a match
between their mental image of environmental issues and the marketing messages of
your brand.

3.6.- Limitations

Study 1, through its empirical analysis of the opinions from consumers of green products, has
been able to contribute to the literature by empirically analyzing the inverse U-shaped
relationship between psychological distance and green purchase intention.

However, the study presents two major limitations:

1. The main hypothesis is only partially supported. As pointed out previously, the analysis
pointed out that, although there exists a significant inverse-U shaped relationship
between psychological distance of climate change and green purchase intention, in
practical terms, the optimum level of psychological distance is a high one, instead of
the middle level of psychological distance as was hypothesized. Therefore, this study,
although pioneering the field of psychological distance, lacks true empirical and
practical evidence that the middle level of psychological distance is the optimum.
Therefore, future research must be carried out with the use of this framework, to
bring enough evidence to prove the meaning of the inverse U-shaped relationship.

2. The lack of other independent variables. Study 1 only integrated psychological distance
as the main predictor of green purchase intention, due to its relevancy in predicting
environmental behavior (A. Spence & Pidgeon, 2010). However, future studies should
also examine not only cognitive factors of a consumer, but also their personal
characteristics before engaging with sustainable issues.

Studies 2 and 3 will deal with the last limitation of this study, by providing an analysis of
environmental literacy and framing effect, respectively, on the framework proposed by Study 1.

4.- Study 2: The role of environmental literacy and its impact on
psychological distance and green purchase intention

4.1.- Overview and Aim

Study 2 aims to perform quantitative empirical research to fulfill the second goal of this
dissertation: empirically analyzing the effect that a customer’s existing environmental literacy
brings to the relationship between psychological distance to climate change and green
purchase intention.

The main research question that Study 2 answers: “what is the effect of customers knowing
and caring more about sustainability on the psychological distance they have towards
sustainable products?”.
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To that end, a quantitative research based on collecting data from a survey of the population
of Japanese consumers is employed, using scales and items used in previous literature to
capture their environmental knowledge and habits, as well as opinions and thoughts on their
perceived psychological distance of climate change and their green purchase intention.

Study 2 serves as a continuation of Study 1, by following up on its main limitation: the lack of
other independent variables. To account for possible external factors, and following on the
literature of green purchase intention, environmental literacy is proposed as a consumer
characteristic that has a sizeable body of literature, proving it as the perfect consumer
characteristic to introduce in the framework. Through this quantitative analysis of the role of
environmental literacy in the framework proposed by Study 1, Study 2 opens the way for Study
3, by providing a complete framework based on previous literature. Study 2 makes use of the
same measurement tool and model that Study 1 used.

Study 2 is structured in the following way:

e Section 4.2 will introduce the concept of environmental literacy through an exhaustive
literature review, as well as the proposed theoretical framework and hypothesis that
the empirical analysis will follow.

e Section 4.3 will introduce the methodology of the quantitative analysis, by introducing
the tools to be used (survey data and structural equation modelling). Since the
measurement tool and model are the same ones as in Study 1, they are explained in
detail in Section 4.2.

e Section 4.4 contains an in-depth analysis through structural equation modelling of the
proposed theoretical model.

e Section 4.5 contains the summary of the discussion of the results, as well as the
conclusions reached from answering the research question. Theoretical and
contributions form are summarized too.

e Section 4.6 addresses the limitations of Study 2, and proposes future avenues for
research, as well as directly link it with Study 3.

4.2.- Literature review of environmental literacy

Following the introduction of concepts and exhaustive look into past research that was
performed in Section 2, this section will be dedicated to doing the same for the concept of
environmental literacy, defining it, showing its connections with the field of green marketing
and finally, present the hypothesis that Study 3 aims to analyze as its main contributions.

Environmental literacy (EL) is defined as the “an individual’s capability to understand and
interpret ecological issues while taking necessary actions to restore and enhance the
environment” (Roth, 1992). Thus, environmental literacy is not based only on knowledge, but
also on habits and action.

Its first appearance in the field of the literature of environmental and sustainable practices was
in the early 1990s, in the seminal work of Roth (1992), and since then it has been at the
forefront of research focused on sustainable behavior, with environmental literacy deemed as
one of its key antecedents.

Environmental literacy has been studied in several journals regarding its application at several
stages of the education chain, such as the formation of habits and knowledge during primary
and middle schools, universities, etc. (Goldman et al., 2013). Past research has assessed the
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level of environmental literacy of subjects by asking about one’s knowledge of environmental
issues, solutions and current actions (Pothitou et al., 2016). In one such case, Negev et al.
(2008) performed an experiment with middle school students by gauging their information
based on the meaning of the recycling symbol, the importance of the ozone layer and how to
properly separate trash for proper recycling. Some of the survey items used to determine an
individual’s level of environmental literacy are scales that require respondents to evaluate
terms (i.e., global warming, degradable materials, causes of animal extinction) and explain
them in detail.

Previous research has shown that the level of environmental literacy of an individual is able to
predict how new information about sustainable behavior is processed (Quintero Johnson et al.,
2013). In the context of green marketing, past literature on the topic has identified that
consumers that feel that green ads are personally relevant or that address issues that worry
them, they are more likely to not only be persuaded, but to disseminate their knowledge
through word-of-mouth. Therefore, consumers with a high level of environmental literacy are
more likely to resonate and be persuaded by green advertising (Quintero Johnson et al., 2013).
On the other hand, for consumers that are not concerned with environmental issues, green
ads might appear less relevant to them and inherently unappealing, as there is a lack of a fit
between the derived pleasure of green purchases and their environmental needs (or lack
there-of) (Y. Chen & Chang, 2012).

Of great importance to this dissertation is the previous body of literature that has studied the
relationship of environmental literacy with green purchase intention. Following the discussion
of Section 2 about the nature of green purchase intention, as pro-environmental behavior
comes forth from a place of intrinsic and extrinsic pleasure of engaging in environmentally
friendly behavior, with the former referring to the inherent enjoyment of performing the
action and the latter to the concerns borne of a desire to sustain or defend the environment
(Masson & Otto, 2021). Several past studies about the relationship of environmental literacy
and green purchase intention in different cultures (to account for the societal pressure
component of green purchase intention) has revealed mixed results. On one hand, a study
conducted in Israel with middle-school students showed that in spite of possessing a higher-
than-average environmental literacy due to non-formal education, when asked about their
willingness to engage in sustainable behavior, many of the students were reluctant to engage
in compromise (Bocker & Meelen, 2017). Some research has suggested that consumers with a
higher level of environmental concern present a higher green purchase intention, but it does
not materialize into purchases, due to avoidance of paying a premium (Lee, 2011), with other
scholars agreeing that consumers of green products pay more than the average for similar
products in order to engage in green consumption (Royne et al., 2011).

On the other hand, a longitudinal study conducted in China showed that people with higher
knowledge about damage from pesticides and the noxious effects of greenhouse gases were
more likely to have purchased a green product in the span of 2 years since the experiment (Liu
et al., 2020). Another study covering nine European countries was shown to establish a direct
relationship between environmental literacy, ecological concerns and sustainable consumption
behavior (Saari et al., 2017).

Following this reasoning, it is expected that environmentally literate individuals are more likely
to be intrinsically and extrinsically motivated to consume green products.
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There is also a growing body of literature that has studied the relationship of environmental
knowledge and psychological distance. As has been discussed in Section 2, the perceived
mental image of environmental issues and it’s fit with the construal that a consumer has about
it is the main way in which psychological distance can influence green purchase intention. As
environmental problems are not only acted upon, but defined and identified better by people
with higher environmental literacy, past research has shown how the accrual of more
knowledge and habits regarding environmental issues will affect directly the psychological
distance, or construal, that a consumer has about them (Aktan & Kethilida, 2023; Briigger et al.,
2016). However, findings are mixed when regarding the effect that environmental literacy has
over psychological distance. Some scholars argue that when a high level of environmental
literacy provides clearer definitions of environmental issues, consumers will construct those
issues in a concrete construal in their mind, thus environmental literacy having a negative
effect on psychological distance (Aktan & Kethiida, 2023). Opposed to this, past research
about the positive relationship between environmental literacy and psychological distance has
postulated that it is the increase in knowledge that leads to what is known as the “big picture”
effect, in which long-term goals of behavior as well as motivation for action construes
environmental issues as a psychologically distant construal in the consumer’s mind (Y. Chen &
Chang, 2012). These authors argue then, that there is a positive relationship between
environmental literacy and psychological distance.

Therefore, it can be inferred that increases in a customer’s environmental literacy will have a
direct effect on their psychological distance of environmental issues

When considering the effect that environmental literacy and psychological distance have on
increasing the likelihood that a consumer purchases sustainable products, an interaction effect
has also been suggested by scholars in the field. A recent study by Fernandez-Ruano et al.
(2022) collected data from British and American visitors to Spain, conducting an experiment in
the use of promotion to increase environmental awareness, knowledge and habits. The results
found that an increase in the environmental literacy of the tourists yielded in average more
purchases of environmentally friendly souvenirs, denial to participate in wasteful behavior and
energy-consumption behavior. Most importantly, the effects of this increase in environmental
literacy and green behavior were shown to be higher when the destination was perceived as
psychologically close. In another recent study by Chen et al. (F. Chen et al., 2022), it was found
that an increase in subjects’ cognition and repetition of environmentally friendly acts led to
those same subjects participating in local ecological workshops. However, this impact was
shown to be magnified with subjects that had reported that environmental issues were a thing
of the distant future, and that would not happen around them, but identified the effectiveness
of their action regardless. Although the findings in the literature so far remain mixed, it
provides enough arguments to follow the line of reasoning that psychological distance could
mediate the relationship between environmental literacy and green purchase intention.

4.2.1.- Proposed theoretical framework

Based on previous literature, Study 2 proposes the following series of hypothesis, with its
justifications having being explained in detail in Section 4.2:

H1: Environmental literacy has a direct positive influence on green purchase intention.

H2: Environmental literacy has a direct positive influence on psychological distance of
climate change.
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H3: Psychological distance of climate change mediates the relationship between
environmental literacy and green purchase intention, so that a higher level of
psychological distance provides a stronger effect of the relationship.

Following the results of Study 1, where a direct relationship between psychological distance to
climate change and green purchase intention was established, the present Study 2 also
incorporates this interaction effect into the study of the role of environmental literacy and
green purchase intention to increase green purchase intention.

As the results of Study 1 pointed out, although theoretically, the direct relationship between
psychological distance to climate change and green purchase intention is an inverse-U shaped
one, practically, for the current sample of study, a higher-level construal will result in higher
levels of green purchase intention. On the line of this reasoning, and to include the direct
effect of psychological distance of climate change on green purchase intention to the
framework, it is formally hypothesized:

H4: Psychological distance of climate change has a positive direct relationship with
green purchase intention, up until an optimum point, after which it has a negative
influence on GPI.

The proposed hypothesis for Study 2 are depicted in Figure 7, which shows a proposed
theoretical framework.

H1: EL has a positive influence on GPI

Psychological

Distance H2: EL has a positive influence on PD

H2 H4 H3: PD mediates the relationship
between EL and GPI, so that higher
values of PD will increase the effect of
EL over GPI

Green
Purchase
Intention

Environmental
literacy

H1
H4: PD has a positive influence on GPI,
H3: Mediation effect of EL -> PD -> GPI until an optimum point, after which it
has a negative influence on GPI

Figure 7.- Proposed theoretical framework for Study 2

4.3.- Methodology

Study 2 makes use of the data gathered to pursue Study 1, using the same measurement
model with no direct changes. In this case, the latent variable items for environmental literacy,
psychological distance and green purchase intention were used to carry out a structural
equation model analysis. This section will present the data that will be used for analysis, as
well as the chosen tool of analysis, structural equation modelling.

The data to be analyzed is the same sample gathered in the survey used by Study 1. As
commented previously, environmental literacy, along with psychological distance and green
purchase intention, is a latent variable that cannot be easily observed. Thus, it was decided on
a survey to gather the opinion of Japanese customers on these concepts. Following the same
reasoning, as this study sought to illustrate the importance of how marketing messages can
appeal to a specific combination of psychological distance and environmental knowledge, the
data employed has been contextualized in the industry of sustainable packaging products,
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which make particular use of labels to transmit information to position customers in the frame
of mind to consume green products (Aktan & Kethiida, 2023; Zheng et al., 2023).

An in-depth look into the data collection process, latent variable measures, manipulation and
stimuli, procedure of the survey and pretest can be found in sections 3.3.1 through 3.3.5.

Structural equation modeling (SEM) has been acknowledged as the primary method for
assessment of theoretical frameworks where simultaneous relationship of variables is to be
tested (Zaman et al., 2021). Study 2 makes use of covariance-based SEM to estimate the
proposed hypothesis, since covariance-based SEM is better suited for theory testing and model
confirmation, compared to partial-least squares SEM (Zaman et al., 2021). All of the data was
analyzed through the use of the lavaan library in R.

For this study, the use of the data gathered serves two main purposes. The primary goal of the
analysis is to test the relationships between environmental literacy, psychological distance and
green purchase intention.

The secondary goal, based on the third hypothesis formulated in the previous section, is to
analyze the mediation effect that psychological distance has on the relationship between
environmental literacy and green purchase intention. In reality, knowledge and habits cannot
be separated from the purchase rationalization process, as can the psychological distance to a
certain issue or brand be separated from what is known about it. Therefore, the analysis of
psychological distance as a mediator will help elucidate its effect in interacting with
environmental literacy to convince customers to purchase green products

4.4.- Analysis

With the measurement tool introduced and explained in-depth previously in Study 1 and the
analysis tool having been chosen as structural equation modelling, the following step is to
confirm several assumptions (multi and unidimensional scales, common method bias and
confirmatory factor analysis) before proceeding to the structural model.

An in-depth analysis and confirmation of the measurement model can be found in Section
3.4.2. Init, the assumptions for covariance-based SEM are confirmed, therefore it is possible to
proceed to carry out the SEM analysis.

As mentioned in section 3.4.2, Kolmogov-Smirnov, Shapiro-Welk, kurtosis and skewness tests
were performed to check for univariate and multivariate normality. As is expected of data
gathered by ordinal variables such as survey scales, the results pointed out that there is no
univariate or multivariate normality assumed, therefore the standard estimator for SEM,
maximum likelihood, could not be used. In order to use an estimator that includes robustness
to account for non-normal distributions of data, such as diagonally weighted least squares with
robust term, the SEM analysis was carried out in R using the library lavaan.

The structural model reveals a good fit, therefore indicating that the data supports the
theoretical model (x2/df: 2.17 < 3, CFl: 0.942, TLI: 0.933, RMSEA: 0.076, SRMSR: 0.084).

Table 10 contains a summary of the relationship between environmental literacy,
psychological distance and green purchase intention estimated by the model (regression
coefficient values, t-statistic values and p-values). Figure 8 illustrates the effects that variables
have on each other as per the proposed theoretical model, as well as the hypothesis that each
relationship signifies.
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Path coefficients t-stats p-value Hypothesis

EL=»PD .216 3.603 <.000 H1 = supported
EL=>GPI 1.160 19.546 <.000 H2 = supported
PD=>GPI .289 2.060 .040 H3 = supported
EL=>PD=>GPI .062 2.068 .039 H4 = supported

Table 10. Results of structural equation modelling of Study 3.

Psychological

B:.216, p < .001 Distance B:.289, p =.040

Green
Purchase
Intention

Environmental
literacy

B: 1.160, p < .001

Mediation effect of EL -> PD -> GPI
B:.062, p = .039

Figure 8.- Structural model and path coefficients of Study 2.

The structural model analysis revealed that there was a statistically significant relationship
between environmental literacy and green purchase intention (B = 1.160, p = .000), thus H1
was accepted. As expected, the relationship between environmental literacy and psychological
distance turned out to be a lightly positive one (B = 0.216, p = .000), validating H2 and
indicating that the more customers are aware of climate change and incorporate it more in
their daily life, they have a clearer view of the bigger picture and feel it as a looming threat
rather than a proximal one. The structural model reveals that the effect of psychological
distance on green purchase intention is a positive one (B = 0.289, p = .040), although its effect
is not as strong as the effect of environmental literacy. These results point towards the effect
of psychological distance being more punctual and, according to the results of the scatterplot
of Study 1, growing steadily up until certain optimum point, and then slightly decreasing. Since
the increase is higher at the beginning and slower at the end of the measured psychological
distance, this increase is pictured as less strong than environmental literacy, but it must be
remembered about the non-linear nature of the relationship of psychological distance and
green purchase intention. Because of this, H4 is confirmed as was stated previously.

After having observed the direct effects of each variable, the mediating role of psychological
distance on the relationship of environmental literacy and green purchase intention was
observed through the use of bootstrapping with 5.000 sample iterations. The structural model
estimated that the indirect effect of environmental literacy on green purchase intention via
psychological distance was slightly weak, but nonetheless significant (B = .062, p = .039, C.I. =
95, upper and lower = .064; .014), thus validating H3 of this study. The analysis reveals that
psychological distance felt towards climate change of customers of sustainable products
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functions as a mediator of their environmental knowledge, and as their knowledge and habits
manifest more, the more psychologically distant they feel towards these issues, the more they
would feel inclined to purchase green products.

4.5.- Discussion and Conclusions

Study 2 focused on the relationship between environmental literacy and psychological
distance over green purchase intention, a topic that has begun to attract research attention
during the past decade (Aktan & Kethiida, 2023; F. Chen et al., 2022; Fernandez-Ruano et al.,
2022). After an extensive review of the literature of environmental literacy, psychological
distance and green purchase intention in the field of environmental and sustainable behavior,
Study 2 makes an effort to present a new theoretical framework of the influence of
environmental literacy over green purchase intention, in conjunction with the perceived
psychological distance of climate change of an individual, through the introduction of a series
of direct relationships, as well as integrating the mediating role of psychological distance of
climate change in the promotion of green purchases.

This study performed empirical research on a sample of 750 Japanese consumers, polling their
knowledge and habits regarding environmental practices, to test their environmental literacy,
as well as polling their opinions on climate change as a way to test their psychological distance
to this environmental issue. At the same time, a scenario | the context of sustainable packaging
products was provided, with explicit references to climate change, activating their
psychological distance to it. This study has sought to gather the opinions about the spatial and
temporal dimensions of psychological distance of these respondents, as well as their intention
to purchase products. The data analyzed was gathered in the span of two days, from
November 16 to November 17. The tool used to gather the data was a survey conducted
through Yahoo! Crowdsourcing. This study examined previous literature to adapt two items
from two scales to measure environmental literacy (Dunlap et al., 2000; Ferndandez-Manzanal
et al., 2007; Rodriguez-Barreiro et al., 2013), measured with a nine-item scale, psychological
distance to climate change (C. Jones et al., 2017; A. Spence et al., 2012), measured with a six-
item scale, and green purchase intention (Tong et al., 2021), measured with a four-item scale.

A structural equation modelling technique was employed to show the nature of the
antecedents of green purchase intention, and both the direct effect of psychological distance
and environmental literacy as predictors of green purchase intention was proven positive and
significant. Furthermore, a holistic mediation model that proposed that psychological distance
has a positive mediation effect on the relationship of environmental literacy and green
purchase intention was proven significant as well.

Therefore, Study 2 proves that its proposed hypothesis are supported, and thus unveils
significant empirical evidence about the nature of the construal level of climate change and
the knowledge that customers have about it, as factors of key importance in promoting the
purchase of green products. Although prior literature has explored the positive direct effect
that psychological distance has over green purchase intention (lbrahim & Al-Ajlouni, 2018;
Kivetz & Tyler, 2007; A. Spence & Pidgeon, 2010; van Dam & van Trijp, 2013; Yang et al., 2015),
as well as the positive direct effect of environmental literacy over green purchase intention
(Bocker & Meelen, 2017; Masson & Otto, 2021; Quintero Johnson et al., 2013; Royne et al.,
2011) no previous study has documented the mediation effect of psychological distance in the
relationship of environmental literacy and green purchase intention.
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This study builds upon recent research on psychological distance and environmental literacy
(Aktan & Kethida, 2023; Zheng et al., 2023) by introducing green purchase intention as the
dependent variable, and by pointing out that it is a combination of high construal level
alongside great environmental knowledge that is most likely to persuade customers to buy
green products. This effect is amplified when both are higher at the same time, compounding
on each other.

4.5.1.- Theoretical Contributions

Study 2 contributes to the theoretical body of knowledge of psychological distance,
environmental literacy and green purchase intention by offering a holistic model including the
positive direct effect of both psychological distance and environmental literacy, as well as a
positive mediation effect of psychological distance on the relationship of environmental
literacy and green purchase intention, drawing upon construal level theory as a basis. Study 2
aimed at deciphering the roles of environmental literacy and psychological distance of climate
change in relation to green purchase intention. In this case, the study sought to contribute to
the literature by providing empirical evidence of a positive mediating effect that has not yet
been introduced in the literature, as well as support to the body of literature that affirms that
there exists a direct positive relationship between both psychological distance and
environmental literacy towards green purchase intention.

Regarding the direct positive effect that environmental literacy has over green purchase
intention, it can be argued that the accrual of environmental knowledge is a factor that helps
process information regarding environmental issues, better discern about green products, and
feel motivated for acting towards their acquired learnings and habits, and this study has
proven that it results in higher purchase intention of green products, and serves as a
confirmation of what other scholars have argued in the literature (Al Mamun et al., 2022;
Masson & Otto, 2021; Royne et al., 2011).

About the direct positive effect that psychological distance has over green purchase intention,
these findings are in line with the ones from Study 1, therefore serving to confirm previous
literature (lbrahim & Al-Ajlouni, 2018; Kivetz & Tyler, 2007; A. Spence & Pidgeon, 2010; van
Dam & van Trijp, 2013; Yang et al., 2015) and at the same time pioneer the current body of
literature by providing a non-linear relationship of psychological distance of climate change
with green purchase intention, which explains the lower strength of the relationship compared
with environmental literacy. Thus, whilst environmental literacy provides a linear relationship
with green purchase intention, so that the more knowledge, the better odds at wanting to
purchase a green product, there is a non-linear relationship for psychological distance and
green purchase intention, and as shown in the scatterplot of Study 1, this relationship grows
quickly at the beginning and then plateaus as the peak of the relationship (a value of 8.5 for
the given sample) is achieved. For the data at hand, this means in practical terms that higher
values of psychological distance towards climate change have a higher effect towards green
purchase intention. However, future research done in different industries and samples can
reveal a different curvature to this non-linear relationship, thus opening the door for new
research about this relationship between the variables in the context of environmental literacy.

Last but not least, Study 2 suggests that for customers with a great knowledge about
environmental issues, the presence of high level construals about climate change will incur in a
strengthened effect over their purchase intention. As the first contribution to the field that
proposes such mediation effect between the three variables, the study rests on the
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contributions of Kivetz and Tyler (2007), who argued that temporal distance has been found to
enhance the effect of high-level (goal focused) information. Therefore, this study argues
towards a framework where the more environmental knowledge and practices are accrued,
the easier it will be processing the enhanced effect of high-level information, focused on the
desirability to achieve long-term goals, or help in faraway places.

In summary, Study 2 serves to confirm the prior literature, and at the same time, offer a rival
explanation in the field of environmental and sustainable behavior literature by offering two
theoretical contributions:

1. A positive direct effect of psychological distance of climate change in the context of
environmental literacy and green purchase intention.

2. A positive mediation effect of psychological distance over the relationship of
environmental literacy and green purchase intention.

4.5.2.- Practical Contributions

From a managerial perspective, Study 2 brings new considerations for both policymakers and
marketing managers of green brands. Firstly, the consideration of a customer’s previous
knowledge regarding environmental issues as a key factor that determines their intention to
purchase green products means that now, more than ever, an effort needs to be made for
products to engage customer intellectually, and aim to build part of their environmental
literacy, as the more they know, the more likely they are to purchase green products. Secondly,
the importance of an abstract representation of environmental issues turns even greater when
factoring in a customer’s environmental literacy. As customers that hold environmental issues
mentally as a far event, both in time and space, are able to focus on the big picture, the need
for solutions rather than prohibitions, and capture the environmental knowledge transmitted
by the brand in an easier way, creating a feedback loop where more knowledge and habits
properly acknowledged due to this high-level representation of environmental issues, boost
more and more the desires of customers to purchase green products. Consequentially, based
on the findings of Study 2, the following two recommendations are made to marketing
managers of green brands, environmental policymakers and CEOs of green brands:

1. To implement mechanisms of environmental knowledge transferal in your brand,
highlighting important definitions of environmental issues, potential solutions and
referral to your own participation in these solutions.

2. To ensure that these knowledge transferal mechanisms focus on environmental issues
on an abstract level, providing clear goals and establishing the importance of
contribution towards prevention of future threats in terms of space and time,
activating a high-level construal in consumers, that will generate a stronger effect of
the environmental literacy accrued by customers on their desire to purchase green
products.

4.6.- Limitations

Study 2, through its empirical analysis of sample data of Japanese consumers, has been able to
contribute to the literature by empirically analyzing the mediation effect that psychological
distance has over the relationship of environmental literacy and green purchase intention, as
well as presenting the non-linear relationship of psychological distance of climate change with
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green purchase intention, compared to the linear relationship of environmental literacy with
green purchase intention.

However, the study presents two major limitations:

1. The lack of data pertaining only to consumers of specific green products. As the
subjects that comprise the collected sample are only suggested about green products
and their intention to purchase them, this limits the possibilities of extending this
study to bridging the gap from purchase intention to actual green product purchasing
behavior. Therefore, future research must be carried out following a sample of
consumers of green products, in an experimental fashion, and testing the effect that
heightened environmental knowledge and psychological distance of environmental
issues has on their actual green purchase behavior.

2. The lack of framing context. In reality, marketing messages are seldom neutral, and
they often come framed positive or negative approaches (De Martino et al., 2006).
There is a sizable body of literature that has studied the effect that these framing
effects has had on sustainable behavior, thus not including it in this model limits its
contributions to the literature by lacking a key concept in green marketing literature.
Therefore, future research must be made on the theoretical framework of Study 3, by
using positive and negative frames to elicit specific responses to respondents with a
specific combination of psychological distance and environmental literacy.

Study 3 will deal with the last limitation of this study, by providing an analysis of framing effect
on the framework proposed by Study 2.

5.- Study 3: A study on the usage of positive/negative framing on
the relationship between environmental literacy, psychological
distance and green purchase intention

5.1.- Overview and Aim

Study 3 aims to perform quantitative empirical research to fulfill the third goal of this
dissertation: empirically analyzing the effect that a positive/negative framing effect brings on
the relationship between psychological distance to climate change and green purchase
intention.

The main research question that Study 3 aims to answer is: “Does the interaction effect of
psychological distance and environmental literacy differ with a positive/negative framing?
Which combination increases purchase intention the most?”

To that end, a quantitative research based on collecting data from a survey the population of
Japanese consumers is employed, using items from scales previously used in the literature to
capture their environmental knowledge and habits, as well as opinions and thoughts on their
perceived psychological distance of climate change and their green purchase intention. To
implement the framing effect, respondents of the survey were shown a positive, negative or
no frame during the data collection process, and a manipulation check was carried out to
ensure that this stimulus had significant influence.
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Study 3 serves as a continuation of Study 2, by following up on its main limitation: the lack of
framing context. As it is common in the field of green marketing, literature performed on
green advertising usually employs the use of gain (positive) or loss (negative) frames to induce
specific feelings and responses from consumers. To provide a more robust framework, that is
the summation of all of the latent variables in which a research gap was observed, Study 3
provides a complete framework, including framing effect, based on previous literature. Study 3
makes use of the same measurement tool and model that Study 1 and 2 used.

Study 3 is structured in the following way:

e Section 5.2 will introduce the concept of framing effect through an exhaustive
literature review, as well as the proposed theoretical framework and hypothesis that
the empirical analysis will follow.

e Section 5.3 will introduce the methodology of the quantitative analysis, by introducing
the tools to be used (survey data and three-way ANOVA test). Since the measurement
tool and model are the same ones as in Study 1, they are explained in detail in Section
3.2.

e Section 5.4 contains an in-depth analysis through a series of one, two and three-way
ANOVA tests of the proposed theoretical model.

e Section 5.5 contains the summary of the discussion of the results, as well as the
conclusions reached from answering the research question. Theoretical and
contributions form are summarized too.

e Section 5.6 addresses the limitations of Study 3, and proposes future avenues for
further research.

5.2.- Literature review of framing effects

Following the introduction of concepts and exhaustive look into past research that was
performed in Section 2, this section will be dedicated to doing the same for the concept of
framing effect, defining it, showing its connections with the field of green marketing and finally,
present the hypothesis that Study 4 aims to analyze as its main contributions.

The framing effect (FRAME) is defined as “the phenomenon in which a change in the way an
option is described leads to a reversal of an individual’s choice preferences” (Tversky &
Kahneman, 1981). Another definition often used in the literature is “any use of communication
to evoke an emotional message or heuristic” (De Martino et al., 2006). Framing effect has also
been referred to as “message framing” or “goal framing” (Levin et al., 1998).

The most common way that the framing effect has been used in previous literature has been
to elicit positive/negative evaluations by describing gains and losses in a specific scenario. The
use of positive framing describes good, desirable, hopeful goals. Meanwhile, the use of
negative framing describes punishing, undesirable, fearful consequences (De Martino et al.,
2006).

Framing effect is based on the prospect theory (Tversky & Kahneman, 1981), which highlights
that people react differently to the same objective information depending on the framing
device of the message. As a core part of marketing communications, framing effect is one of
the most commonly manipulated concepts that influence consumer behavior (Meyers-Levy &
Maheswaran, 2004).
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Past research on the effectiveness framing effect has been done mainly in the consumer
behavior field of research. For example, it has been used to study in the context of smoking
cessation (Goodall & Appiah, 2008), brand evaluation (Toll et al., 2008), disease prevention
behaviors (Latimer et al., 2007), and recycling behavior (White et al., 2011).

Since framing effect commonly defects to the use of positive/negative frames, it is easy to
wonder: which type is the most persuasive? The literature in the consumer behavior field
remains divided. In the seminal work by O’Keefe and Jensen (2007), who performed a meta-
analysis of the use of framing effect in 93 studies of the consumer behavior field, found that
the use of positive framing had a slight advantage over negative framing, in the context of
disease prevention behavior. Due to these mixed results, more scholars joined the discussion
to research which contexts serve as the better ones for the use of positive and negative frames
(Mann et al., 2004; Rothman et al., 2006; Schneider et al., 2001; White et al., 2011).

The context in which framing effect has been studies that is most important for this
dissertation is the context of environmental and sustainable behavior, as it lends naturally to
this, since climate change is often represented in media in the context of potential damage or
losses to ecosystems and the balance of the Earth (Hulme, 2009). The use of framing effect is
especially potent in this context, as environmental issues is something that most consumers
believe that is not completely controllable (even if consequences, sources of the problem and
actions are displayed to them) (Leiserowitz et al., 2010). As is with the field of consumer
behavior, the application of framing effect has resulted in a debate on whether the use of
positive or negative frames results in higher likelihood to engage in pro-environmental
behavior. It has been theorized that negative frames may be more effective at changing
behaviors that are risky, while gain frames are more effective with behaviors that may be
considered to be safer (Ledn et al., 2021). On the other hand, Detwailer et al. (1999) found
that positive framing effect were more effective in motivating preventing skin cancer by
promoting the use of sunscreen.

Regarding the effectiveness of the positive framing effect in the context of environmental and
sustainable behavior, past literature has focused on the use of gain-framed (positive) scenarios
to lead to more positive attitudes towards climate change mitigation, as well as making it
easier for customers to understand the severity of threats by avoiding dramatic enactments,
which can lead to distrust in the source (A. Spence & Pidgeon, 2010). The use of positive
frames that focus on solutions to environmental issues, instead of negative frames that focus
on personal sacrifices or stressful feelings (Gifford & Comeau, 2011). Some scholars have
argued that policymakers for environmental laws and practices should focus on the possible
gains that environmental behavior brings not only to the environment, but also to consumers,
as it was proven to be more effective in promoting green purchases (van der Linden, 2015).
Past research conducted with undergraduate students in the US, found that the use of less dire
and stressful messaging (negative) could be more effective in communicating the importance
of sustainable behavior. Results found that negative framed messages increased skepticism,
therefore reducing the likelihood that the subjects would engage in sustainable behavior
(Feinberg & Willer, 2011). These studies have given support to the use of positive framing in
promoting sustainable behavior. Several researchers argue that the discourse in green
marketing should be oriented towards motivation-oriented messages that involve solutions
and long-term goals (Gifford & Comeau, 2011).

About the use of negative framing effect in the context of environmental and sustainable
behavior, some scholars argue that the use of negatively framed messages can stimulate
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protective mechanisms, that help focusing on pro-social behavior (Arthur & Quester, 2004).
Research on negative emotions in green marketing has evolved since the beginning of the
millennium, with special focus on activating pro-social behavior and protection practices,
through the use of fear messages to trigger danger control actions, leading to more concern
and intention to engage with green products (Witte, 1992). Empirical studies conducted in the
UK have looked at the role of visual representation of climate change ads. Results indicated
that the use of negative frames in green ads focused in climate change that include “dramatic,
fearful, shocking” can capture individual attention and incite pro-environmental behavior,
although there is a possible risk that the individual feels disengaged due to feelings of
helplessness (O’Neill & Nicholson-Cole, 2009). These findings have suggested that the use of
negative framing must be paired with a semblance of goal that customers can align themselves
with, to redirect them towards a specific desired behavior.

In lieu of this division in the literature, some scholars have started to argue that the use of
framing effect depends on the dispositional characteristics of the consumers (Updegraff et al.,
2007). As an example, in the field of health psychology, individuals who are approach-oriented
are more likely to be persuaded with positive frame messages, whilst avoidance-oriented
individuals find negative frame messages to be more convincing. Despite this, the ambivalence
of the framing effect has been seldomly studied in the context of green marketing, with the
only contribution so far by White et al. (2011), in the context of recycling behaviors, which
showed that the use of positive framing worked better when the messages were construed
with a high-level construal, whilst negative frames convinced subjects to engage in recycling
behavior more when the message was construed with a low-level construal. Due to the
common use of the framing effect in green marketing, this dissertation aims at establishing its
effect on boosting green purchase intention, and its effect on the relationship between
environmental literacy and psychological distance.

Previous literature regarding the relationship between framing effect and psychological
distance has focused on CLT to explain that, since green ads using framing effect commonly
use a temporal focus (i.e., slogan that emphasizes about future or present benefits of adopting
a green product), the use of different temporal focus in the framing effect can stimulate
different construal level among consumers (Trope & Liberman, 2010). In summary, past
research has observed that the use of positive and negative framing can affect consumers with
a different temporal distance to environmental issues. It has been theorized that the use of
negative framing, which focuses on the present losses if prevention behavior is not engaged, is
likely to draw immediate attention and have a more persuasive effect with low construal
consumers (Labroo & Patrick, 2009). Following this, it has been explained that the use of
positive frame in green marketing will produce better results with consumers with a high
construal level to environmental issues, as the highlight in benefits, long-term goals and
collaboration aligns well with the basis of a high-level construal (that is, focus on the
desirability) (White et al., 2011).

As with the relationship with brand experience, the relationship of framing effect and
psychological distance is also founded on a congruency effect, a fit between the message’s
main characteristics, which prompts a specific mental image, and the construal level
characteristics. This fit between the two created a feeling of fluency, which leads to stronger
purchase intentions (Reber et al., 2004).

Despite how important this congruency effect might be for marketing managers of green
brands, there are only three contributions in the field of green marketing that have studied the

44



relationship between framing effect and psychological distance towards green purchase
intention, those being the work by White et al. (2011), Liberman et al. (2010) and Labroo &
Patrick (2009).

5.2.1.- Proposed theoretical framework

Based on previous literature, and the results of Study 2, that proved there was a significant
mediating effect of psychological distance in the relationship of environmental literacy and
green purchase intention, Study 3 proposes the following series of hypothesis, with its
justifications having being explained in detail in Section 5.2:

H1: Framing effect of climate change moderates the relationship that environmental literacy
and psychological distance of climate change have on green purchase intention. This
relationship will be stronger depending on the level of environmental knowledge. Specifically,

Hla: Consumers will have higher green purchase intention when a positive framing is used
when they exhibit a higher level of psychological distance towards climate change. This
relationship will have a stronger effect the more environmentally literate an individual is.

H1lb: Consumers will have higher green purchase intention when a negative framing is used
when they exhibit a lower level of psychological distance towards climate change. This
relationship will have a stronger effect the more environmentally literate an individual is.

Hlc: Consumers will have higher green purchase intention when a positive framing is used
when they exhibit a middle level of psychological distance towards climate change. This
relationship will have a stronger effect the more environmentally literate an individual is.

The proposed hypothesis for Study 3 are depicted in Figure 9, which shows a proposed
theoretical framework.

H1: FRAME moderates the relationship
that EL and PD have on GPI.
Specifically,

Positive framing
Negative framing

Framing
Effect

Hla: Higher GPI when a positive
FRAMIE is used when they exhibit high
Hic PD. This relationship will have a
stronger effect for higher EL.

Psychological
Distance

H1b: Higher GPI when a negative
FRAME is used when they exhibit low
PD. This relationship will have a
stronger effect for higher EL.

Green
Purchase
Intention

Environmental
literacy

Hlc: Higher GPl when a positive
FRAME is used when they exhibit a
middle PD. This relationship will have
stronger effect for higher EL.

Figure 9.- Proposed theoretical framework for Study 3.

5.3.- Methodology

Study 3 makes use of the data gathered to pursue Study 1 and Study 2, using the same
measurement model with no direct changes. In this case, the effect of positive and negative
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framing has been included into the model as a way to answer the research question: which
combination (positive, negative, no framing) of framing alongside level of environmental
literacy and psychological distance produces the highest level of green purchase intention.

The data to be analyzed is the same sample that was gathered in the survey employed by
Study 1 and 2. As mentioned previously, the use of a survey is justified as it provides a way to
capture through observable scales the latent variables that Study 3 also pursued, those being
environmental literacy, psychological distance to climate change and green purchase intention.
At the same time, the use of a survey provides the opportunity to administer manipulation and
stimuli to a respondent before capturing their opinion, thus being able to posit them a
negative or positive frame of mind regarding climate change.

An in-depth look into the data collection process, latent variable measures, manipulation and
stimuli, procedure of the survey and pretest can be found in sections 3.3.1 through 3.3.5.

Specially, it is important to underline the results of the manipulation check on the sample,
performed in section 3.4.1, in which it is confirmed that the stimuli of the framing scenario did
have an effect on the perception of the respondents, therefore validating the premise of the
methodology of Study 3.

To answer the research question, the score of the independent latent variable items were
averaged into one uni-dimensional scale, and the scores divided into three categories for each
of the three latent variables. As the Likert-scales were comprised of 7 values, groups were
divided in the following manner:

e Environmental literacy: average values lower than 4 are categorized as “small”; values
between 4 and 5 are categorized as “intermediate”; average values between 4 and 5
are categorized as “great”.

e Psychological distance: average values lower than 4 are categorized as “low”; average
values between 4 and 5 are categorized as “middle”; average values higher than 5 are
categorized as “high”.

For the framing effect, groups were divided depending on the type of framing they received:

1. Framing effect: samples that were exposed to the positive framing are categorized as
“positive”; samples that were exposed to the negative framing are categorized as
“negative”; samples that were exposed to no framing are categorized as “control”.

These categories were used for a 3 (environmental literacy: small, intermediate, great) x 3
(psychological distance: low, middle, high) x 3 (framing effect: positive, negative, control)
between-subject design, with the goal of identifying which combination increases the most a
customer’s green purchase intention. The results of this 3x3x3 design will be compared with
the results of Study 1 and 2 to better understand the wide array of combinations of conditions
that appear in reality when customers are faced with sustainable products. In this way, the
methodology of this study is suited to provide several answers to the research question posed
previously.

To compare the green purchase intention average differences for each group of a latent
variable the sample, three one-way ANOVA tests were conducted as a way to check the effect
that belonging to one group had on green purchase intention.
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To study the interaction effects between the intersection of two groups of two latent variable,
three two-way ANOVA tests were conducted to check the effect that belonging to both groups
had on green purchase intention.

Finally, to understand the interaction effect between the three groups of latent variables, one
three-way ANOVA test was conducted to analyze the main effects and interactions of
environmental literacy (small, intermediate, great), psychological distance (low, middle, high)
and framing effect (positive, negative, control).

Green purchase intention was entered as a dependent variable for all of the ANOVA tests.

As the ANOVA tests serve to compare the average of the independent variable for the whole
latent-variable, contrast tests using t-tests for individual combinations within each variable
were carried out.

As per the grouping of ratings described previously, responses were categorized with the fixed
factors of environmental literacy, psychological distance and framing effect. All of the data was
analyzed through the use of IBM SPSS.

For this study, the use of the gathered data serves one main purpose. The primary goal of the
analysis is to discover what combination of environmental literacy, psychological distance and
framing effect can lead to the highest green purchase intention. At the same time, this
research goal can be broken down into several smaller questions. For example, for customers
with a given environmental literacy, which combination of psychological distance and framing
can help aid in the consumption of green products. In this way, the methodology in this study
proposes a look into diverse sectors of the data to provide multiple answers to the same
question.

5.4.- Analysis

First, to explore the potential effect of each latent variable as a category over the average
green purchase intention, three one-way ANOVA analysis for each latent variable separately as
the explanator variable separately were carried out.

There was a significant effect of the level of psychological distance that the respondents had
over their green purchase intention (F(2, 709) = 30.139, p < .001). Respondents with high
psychological distance (M = 5.03, SD = 0.90) reported higher intention to purchase green
products than those subjects that presented a middle psychological distance (M = 4.51, SD =
1.03) or low psychological distance (M = 4.32, SD = 1.32). These results were in line with the
findings of Study 1, in which it was found that there was a positive relationship between
psychological distance and green purchase intention up to a certain inflection point, in which
the farthest a customer feels to climate change issues, the more motivated they will feel to
engage in action to act upon their abstract idea of a solution for these problems. As Study 1
observed, for the given sample, the level of psychological distance that maximizes green
purchase intention is a high one, however the relationship between the two variables can be
described as an inverse U-shaped one, meaning that middle values of psychological distance
are theorized to provide the highest intention of purchase for green products.

There was a significant effect of the respondent’s environmental literacy that a customer had
over their intention to purchase green products (F(2, 709) = 356.49, p < .001). Respondents
with greater environmental literacy (M = 5.16, SD = 0.74) showed a higher green purchase
intention than those subjects that presented intermediate environmental literacy (M = 4.06,
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SD =0.66), who in turn, want to purchase green products more than respondents with smaller
environmental literacy (M = 2.79, SD = 0.86). These results are also in line with what the results
of the structural equation modelling of Study 2, in which environmental literacy was proved to
be an antecedent of green purchase intention, as those customers who possess more
knowledge and habits regarding what is environmentally friendly behavior, are more likely to
want to engage in such behavior by purchasing green products.

There was no significant effect of the framing effect that a respondent was exposed to in
regards to their green purchase intention (F(2, 709) = 0.178, p = .837). Thus, the average green
purchase intention for respondents was similar for the control group, positive framing and
negative framing (Control: M = 4.67, SD = 0.95; Positive: M = 4.63, SD = 1.02; Negative: M =
4.68, SD = 1.10). These results show that despite how positive or negative the situation about
climate change is presented to the respondents, it does not affect the way that the solutions
to climate issues are formulated in their minds, leading to an overall same purchase intention
across all framing groups.

Table 11 contains a summary of the results of the one-way ANOVA tests.

Relationship F-value (2, 709) Significance Average GPI per group
EL> GPI 30.139 <.001 GREAT INTERMEDIATE SMALL
M=516,5D=074 _ M=406,5D0=066 _ M=2.79,5D =086
PDDGPI 356.49 <.001 HIGH MIDDLE LOW
M =5.03, SD =0.90 M=451,5D=1.03 M=4.32,5D=1.32
CONTROL POSITIVE NEGATIVE
FRAME=>GPI 0.178 .837 M=4.67,5D=0.95 M=4.63,5D =1.02 M=4.68, SD=1.10

Table 11.- Results of the one-way ANOVA tests of Study 3.

Next, to study the interaction effects between the intersection of two groups of two latent
variables, three two-way ANOVA tests for each combination of two latent variables as the
explanator variable were carried out.

A significant interaction effect was found between the respondents’ environmental literacy
and their level of psychological distance (F(4, 709) = 5.055, p < .001). More specifically,
respondents that demonstrated a higher and middle level of psychological distance alongside a
greater level of environmental literacy demonstrated higher purchase intentions (PD High, EL
Great: M =5.27, SD = 0.74; PD Middle, EL Great: M =5.11, SD = 0.67) than those at lower levels
of psychological distance and greater levels of environmental literacy (PD Low, EL Great: M =
4.71, SD = 0.89). Therefore, the effect that higher psychological distance has on green
purchase intention is magnified by the presence of a greater level of environmental literacy.
These results are in line with the structural equation model that was carried out in Study 2, in
which the mediation effect of psychological distance on the relationship between
environmental literacy and green purchase intention was a positive one, amplifying the
relationship.

No significant interaction effect was found between the respondents’ environmental literacy
and framing effect they were exposed to (F(4, 709) = 0.889, p = .470). The reported green
purchase intention between respondents of the same level of environmental knowledge and
habits do not differ in average depending on the negative or positive approach of a scenario
presented to them. These results are in line with what the one-way ANOVA test on framing
effect over green purchase intention found out, and providing empirical foundation that the
level of knowledge about climate change that a respondent had was a stronger influence over
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their intention to purchase green products, rather than the outlook of the climate change
problem.

No significant interaction effect was found between the respondents’ psychological distance
and framing effect they were exposed to (F(4, 709) = 1.044, p = .383). The reported green
purchase intention that differs between respondents of the same level of psychological
distance did not differ in average depending on the negative or positive approach of a scenario
presented to them. As stated previously, these results are in line what the one-way ANOVA
test about the framing effect found out previously. The psychological distance of climate
change in a respondent’s mind led to similar intention to purchase green products, regardless
of how climate change was framed for them.

Table 12 contains the summary of the results of the two-way ANOVA tests.

Relationship F-value (4, 709) Significance Average GPI per group
GREAT INTERMEDIATE SMALL

HIGH M =5.275, SD = 0.50 M =4.114, 5D =.108 M =3.458, SD = 0.292
ELxPD->GPI 5.055 <.001 MIDDLE M =5.209, SD =0.78 M =3.887,5D =.110 M =2.538,5D=.124
LOW M =4.975, SD = .057 M =4.107, 5D = .065 M =3.063,5D =.179

CONTROL POSITIVE NEGATIVE
HIGH M =4.984,5D =.124 M =5.105, SD =.103 M = 4.987, SD =.101
PDXFRAME->GPI 1171 314 MIDDLE M =4.492,5D=.170 M =4.596, SD = .098 M = 4.485, SD = .087
LOW M = 4.426,SD = .170 M=4.132,5D=.136 M=4.411,5D=1.116

CONTROL POSITIVE NEGATIVE
GREAT M =5.158, SD =.073 M =5.224, SD = .058 M =5.107, SD =.053
ELxFRAME->GPI 889 470 INTERM  M=4.024, 5D =.100 M = 4.042, SD =.086 M = 4.108, SD = .080
SMALL M =3.028, SD =.243 M =2.688, SD =.163 M =2.788, SD =.143

Table 12.- Results of the two-way ANOVA tests of Study 3.

Finally, to study the three-way interaction between respondents belonging to the intersection
of three groups of three latent variables, one three-way ANOVA test with the combination of
three latent variables as the explanatory variable was carried out.

No significant interaction effect was found between a respondents’ environmental literacy,
psychological distance, and framing effect they were exposed to (F(8, 709) = 1.171, p = .314).
The green purchase intention expressed between respondents in the same environmental
literacy and with the same level of psychological distance did not differ in average depending
on the negative or positive approach of the climate change scenario presented to them. As
with the rest of the ANOVA tests, this result points towards outward influences (the framing
effect) not having the same effect to influence a respondent’s intention to purchase green
products as their inward influences (preestablished psychological distance, current
environmental literacy).

Table 13 contains the summary of the results of the three-way ANOVA test.
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Relationship F-value (8,709) Significance Average GPI per group

FRAME
PD EL CONTROL POSITIVE NEGATIVE
o WiE we u
HGH  INTERM 700 o speios
SMALL T Sheoss  sbeoe
R
ELxPDxFRAME=>GPI 1.171 314 MIDDLE INTERM %Zg:ég sl\gzzcl).gdé ;\Zi)::z(l)g
R
M=4.87 M =4.54 M=47
GREAT SD= 0.867 SD= 0.583 SD= 0.882
M=4.19
LOW INTERM ;\g '= ‘?)"77% s,\g ‘: ‘?’)'_ii SD =0.60
M=2. M =237 M=2.
SMALL SD= o.i55 SD= 0.370 SD= 1.%32

Table 13.- Results of the three-way ANOVA tests of Study 3.

Although an interaction effect of framing effect with the other two latent variables was not
found, when performing contrast t-tests, important significant differences were found,
showing the effectiveness of the framing effect.

For the whole sample, the combination that reported the highest green purchase intention
was a high level of psychological distance and great environmental knowledge. When divided
into framing groups, the respondents that were shown a positive frame reported significantly
higher green purchase intention than their peers on control (+5.2%, p = .034) and negative
framing (+5,8%, p = .012). A similar situation was found for the combination of high
psychological distance and intermediate environmental knowledge, where respondents that
were part of the positive framing group reported higher green purchase intention than other
respondents on control (+7,8%, p = .031) and negative framing (+8,4%, p = .035). There were
no significant differences found between respondents with a high psychological distance and
small environmental literacy, regardless of the framing they were exposed to. These results
offer evidence that respondents that felt like climate change was a faraway event, were more
convinced by a positive framing situation that focused on the future of humanity through the
help of sustainable practices, which supports the proposed Hypothesis 1a.

Significant differences were found for the second combination that reported the highest green
purchase intention: middle level of psychological distance and great environmental knowledge.
When divided into framing groups, the respondents that were shown a positive frame
reported significantly higher green purchase intention than their peers on control (+7%, p
= .015) and negative framing (+8,7%, p = .022). No significant differences were found for the
combination of middle psychological distance and intermediate or small environmental
literacy, regardless of the framing. These results support the fact that a positive framing
scenario provides a better incentive for respondents that feel in a middle point of
psychological distance but have a vast knowledge of environmental practices, and this scenario
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helps value that knowledge for the future better. These results offer empirical evidence in
favor of Hypothesis 1c.

Significant differences were found for the combination of low level of psychological distance
and great environmental knowledge. When divided into framing groups, the respondents that
were shown a positive frame reported significantly lower green purchase intention than their
peers on control (-6,8%, p = .009) and negative framing (-5%, p = .015). For a low level of
psychological distance and intermediate environmental literacy, respondents in the negative
framing group reported significantly higher green purchase intention than their peers on
control (+12,6%, p = .012) and positive framing (+13,8%, p = .005). Finally, for respondents with
a combination of low psychological distance and small environmental literacy, significant
differences were found between the framing groups, with the highest green purchase
intention belonging to the control group (M = 2.85, SD = 0.45), followed by the negative frame
group (M = 2.63, SD = 1.02) and the positive frame group (M = 2.37, SD = 0.70). These results
support the fact that a negative framing scenario provides a better incentive for respondents
that feel psychologically closer to climate change issues, providing them with context about
the threats that entail, and activating protective behaviors that lead towards higher purchase
intention of green products, as a solution to the perceived risk. Through these contrast tests, it
can be said that there is a significant difference between specific groups due to the use of a
negative framing, being boosted by higher environmental literacy, thus providing evidence in
favor of Hypothesis 1b.

Table 14 contains the information for the average green purchase intention for each of the
combination of the groups and the p-values of the contrast t-tests.

Psychological Environmental No framing Positive Negative Difference  Difference Difference
Distance Literacy (2) (2) (3) (1)and (2) (1) and (3) (2) and (3)
M=519 M=546 M=5.16 ~ p=.277 j
Great sD=079 sD=074 sp=068 P~ p=.012
. . M =3.97 M=428 M=3.94 _ p =.859 _
High Intermediate SD=0.56 SD=080 SD=1.02 p=.031 p =.035
M=375 M=371 M=3.75 ~ p =.599 j
Small sD=071 sD=055 sp=062 P=978 p=.738
Great M =5.00 M=535 M=492 p=.015 p=.619 p=.022
SD=0.62 SD=0.69 SD=0.68
. . M=4.14 M=404 M=412 p=.258 p =346 p=.238
Middle Intermediate D =0.63 SD=056 SD=0.57
small M =3.08 M=300 M=292 p=.461 p=.682 p=.541
SD=0.88 SD=0.43 SD=0.96
Great M=487 M=454 M=478 p=.009 p=.219 p =.015
SD=0.67 SD=0.83 SD=0.82
. M=3.72 M=368 M=419 p=.651 p=.012 p =.005
Low Intermediate ¢ _70  sD-073 SD=0.60
small M =2.85 M=237 M=263 p=.002 p=.034 p=.042

SD =0.45 SD=0.70 SD=1.02

Table 14. Contrast t-test between the average green purchase intention for each of the combination of groups for Study 3.

5.5.- Discussion and Conclusions
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Study 3 focused on the impact that a framing effect had on the relationship between
environmental literacy, psychological distance and green purchase intention, a topic that has
begun to attract research attraction especially during the past decade (H. Chang et al., 2015;
Tong et al., 2021). After an extensive review of the literature of the framing effect in the field
of environmental and sustainable behavior, Study 3 makes an effort to present a new
interpretation of the use of framing effect on the framework suggested by Study 2, by
suggesting that the use of positive frames strengthens the mediation effect that a high level of
psychological distance has on the relationship of environmental literacy and green purchase
intention. Additionally, Study 3 suggests that the use of positive frames in cases with middle
levels of psychological distance and negative frames in the case of low levels of psychological
distance can also strengthen the previous relationship, therefore this study builds upon the
foundation created by previous research on the use of framing effect and its interaction with
psychological distance (Tong et al., 2021; White et al., 2011) and the framework proposed in
Study 1.

This study performed empirical research on a sample of 750 Japanese consumers, polling their
knowledge and habits regarding environmental practices, to test their environmental literacy,
as well as polling their opinions on climate change as a way to test their psychological distance
to this environmental issue. To introduce the framing effect into the framework, the
respondents were divided into three groups randomly: a positive frame group, a negative
frame group and a control group, which were shown no additional framing. The framing
messages were based on previous literature and around the effects of climate change, with a
positive or negative outlook, depending on the framing group. After this first scenario another
one in the context of sustainable packaging products was provided, with explicit references to
climate change, activating their psychological distance to it. This study has sought to gather the
opinions about the spatial and temporal dimensions of psychological distance of these
respondents, as well as their intention to purchase products. The data analyzed was gathered
in the span of two days, from November 16 to November 17. The tool used to gather the data
was a survey conducted through Yahoo! Crowdsourcing. This study examined previous
literature to find scales to measure environmental literacy (Dunlap et al., 2000; Fernandez-
Manzanal et al.,, 2007; Rodriguez-Barreiro et al., 2013), measured with a nine-item scale,
psychological distance to climate change (C. Jones et al., 2017; A. Spence et al., 2012),
measured with a six-item scale, and green purchase intention (Tong et al., 2021), measured
with a four-item scale. The framing effect was introduced adapted from previous literature,
and paired with images that were hopeful or frightful in nature, and related to the topic of
climate change (Tong et al., 2021). For this study, the independent variables of environmental
literacy, psychological distance and framing effect were defined under cutoffs for their values
and a group was assigned to each respondent depending on their average score for the items
of psychological distance of climate change and environmental literacy or the framing group
they belonged to.

A series of one-way, two-way and three-way ANOVA tests were conducted to determine the
differences in average expressed green purchase intention, for each combination of the groups,
with green purchase intention as the dependent variable. Furthermore, to observe the specific
differences between average green purchase intention between two specific groups, a series
of contrast tests between the 3 (environmental literacy: great, intermediate, small) x 3
(psychological distance: high, middle, low) x 3 (framing effect: control, positive, negative)
groups were carried out, demonstrating significant, albeit punctual and not generalized,
differences between each framing group.
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Furthermore, the findings of Study 3 align with the proposed hypothesis, which are supported,
and unveil significant empirical evidence about the nature of the framing effect and its effects
on the relationship of psychological distance and environmental literacy over green purchase
intention. Although prior literature has explored the effect of framing effect on high and low
level construals on the context of sustainable behavior (H. Chang et al., 2015; Tong et al., 2021;
White et al., 2011), no study has studied the effect that environmental literacy has on this
relationship, as well as no other study has included the middle level of psychological distance
as a valid level of construal.

Therefore, Study 3 builds upon recent research on framing effect and psychological distance by
introducing the strengthening effect of environmental literacy into the framework, and by
pointing out the use of the middle level of psychological distance as a construal level that is
positively affected by the use of positive framing.

5.5.1.- Theoretical contributions

Study 3 contributes to the theoretical body of knowledge of framing effect, psychological
distance, environmental literacy and green purchase intention by offering a holistic model that
includes the positive effect that positive framing has on individuals with high psychological
distance of climate change, the positive effect that negative framing has on individuals with
low psychological distance of climate change, and most importantly for the theoretical
contribution of this study, by providing evidence that a individuals with a middle level of
psychological distance are more likely to engage in green purchases if green marketing
messages are framed in a positive way. Study 3 also introduces the compounding effect of
environmental literacy on the effect that the framing effect has on the construal level of
climate change. Therefore, Study 3 aimed at deciphering the role that positive/negative
messages have on both the construal level of climate change of an individual as well as that
individual’s knowledge of environmental issues and practices.

Regarding the effect that a positive framing has on a high level of psychological distance, it can
be argued that the focus on benefits and future-term goals creates a fit effect with the basic
effect of the high-level construal, which is built on a future-oriented, collaboration-focused,
hopeful and desirability basis, thus the use of positive messages enhances the value given to
the content, increasing persuasion and fluency, leading to higher purchase intention (White et
al., 2011). As was discussed in Study 2, higher environmental literacy increases the capability
to digest and act upon new knowledge accrued about pro-environmental behaviors, thus
enhancing the effect more.

Regarding the effect that a negative framing has on a low level of psychological distance, it can
be argued that the focus on dramatic, shocking elements creates a fit effect with the basic
effect of the low-level construal, which is built on a present-oriented, reduction-focused,
avoidance of consequences and feasibility basis, thus the use of negative messages enhances
the value given to the content, increasing persuasion and urgency and leading to higher
willingness to sacrifice one’s pleasure in order to stop an imminent perceived threat (O’Neill &
Nicholson-Cole, 2009). Same as the previous effect, higher environmental literacy increases
the capability to assimilate new information regarding environmental matters, and enhances
more this effect.

Last but not least, Study 3 suggests that customers on a middle level of psychological distance
of climate change are more persuaded by positive messages. As a pioneer in the proposal of
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middle level of psychological distance in the context of framing effect, there is no previous
body of work yet that has acknowledged this level in the relationship, therefore there is much
future discussion possible. At the moment, this study’s findings suggest that a middle level of
psychological distance of climate change benefits from these positive messages as the main
outlook towards these issues, the way they are defined mentally for these customers, is in an
abstract way, although the way of achieving feasibility of these goals resembles a low-
construal. As the middle level construal shares the same “big picture” effect of the high-level
psychological distance, the use of positive messages that encourage teamwork, global support
and possibility of change, are able to increase processing fluency and create a fit between
needs and expectations, increasing the intention to engage in sustainable behavior, like green
purchases. As with the other two previous effects, higher environmental literacy is found to
increase the effect of framing effect for customers in a middle level of psychological distance,
by providing tools for self-assessment about the information provided in green marketing.

In summary, Study 3 serves to confirm the prior literature, and at the same time, offer a new
explanation in the field of environmental and sustainable behavior literature by offering three
theoretical contributions:

1. Positive framing of climate change has a positive effect on the green purchase
intention of individuals with a high level of psychological distance of climate change.
This effect is stronger with higher environmental literacy.

2. Negative framing of climate change has a positive effect on the green purchase
intention of individuals with a low level of psychological distance of climate change.
This effect is stronger with higher environmental literacy.

3. Positive framing of climate change has a positive effect on the green purchase
intention of individuals with a middle level of psychological distance of climate change.
This effect is stronger with higher environmental literacy.

5.5.2.- Practical contributions

From a managerial perspective, Study 3 brings new considerations for both policymakers and
marketing managers of green brands. First, the consideration of marketing communication’s
frame, whether positive or negative, is a key factor that influences the green purchase
intention of customers, by interacting with their mental image of environmental issues, and
feeding off their initial environmental knowledge. As the results of Study 2 show, companies
can manage both psychological distance to environmental issues and transfer environmental
knowledge to customers, therefore completing the circuit in which a brand can influence
customers to purchase green products: manipulation of framing messages in the brand’s
communications, driving the construal level of sustainable issues to a certain level, and
informing customers about these issues and the solutions needed to progress in a long lasting
relationship with the customer. Consequentially, based on the findings of Study 3, the
following recommendation is made to marketing managers of green brands, environmental
policymakers and CEOs of green brands.

1. To study the mental image towards sustainable issues that the brand is communicating.
It can be either far (in the future, or far away), close (in the present, or near), or in the
middle (soon, or around) and adapt marketing messages accordingly with a positive
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frame in the case of a far or middle mental image, or negative in the case of a close
image.

5.6.- Limitations

Study 3, through its empirical analysis of sample data of Japanese consumers of green
products, has been able to contribute to the literature by empirically analyzing the effects that
framing effect has over different levels of psychological distance for the relationship of
environmental literacy and green purchase intention.

However, the study presents three major limitations:

1. The main interaction effect between groups for the framing effect is not significant.
Although the contrast tests reveal that there are significant differences between
specific groups, these differences are not significant for the wide categorization of the
groups. This means that in general, the framing effect affected mainly the groups for
which the contrast tests were significant. As it turns out, these groups are the ones
with greater or intermediate environmental literacy. This could be due to the framing
message not being completely processed by individuals who do not have that much
knowledge about environmental issues, who do not care much about these messages,
thus not generating any difference in green purchase intention. Future research must
make sure to ensure that all of the groups receive a more nuanced framing effect, that
bypasses the negative effect that smaller environmental literacy has on the
relationship.

2. The sample only proposed products of the sustainable packaging product industry,
therefore limiting the generalizability of these contributions, until applied in a different
industry, or country, to account for cultural differences between Western and Eastern,
or first and third world countries.

3. The lack of practical and qualitative data that serves to illustrate how the combination
of positive/negative framing effects, customer environmental literacy and
psychological distance towards sustainable issues is employed by companies to direct
its customers towards engaging in green purchases. The use of an in-depth case study
that tries to understand the motivations and actions that a brand takes when
designing their marketing communication materials and how these affect the three
latent variables researched in Study 3 would provide a context to rationalize the
results obtained through Studies 1, 2 and 3.

Study 4 will deal with the last two limitation of this study, by providing an exploratory case
study research analysis of a company that provides green products to its customers, studying
the way that environmental knowledge is transferred to its customers and their psychological
distance towards the sustainable issues that they tackle is manipulated in deliberate ways, and
the goals of such manipulation.

6.- Study 4: How companies manage the psychological distance
towards sustainable issues and environmental literacy through

brand experiences: the case of IKEA
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6.1.- Overview and Aim

Study 4 aims to perform a qualitative case study research to fulfill the fourth research goal of
this dissertation: understanding how brands create experiences that directly influence a
customer’s psychological distance to climate change as well as enhance their environmental
literacy.

The main research question that Study 4 aims to answer is: “How do companies that invest in
sustainable products leverage their brand experience in increasing sales of sustainable
products? How is the psychological distance towards sustainable issues of customers
manipulated?”.

To that end, a qualitative case study is employed to research the process of the creation of
brand identity, how brand experience is defined around it, and how brand experience and
construal level of sustainable issues can work together transfer environmental knowledge and
practices to customers, with the goal of motivating the purchase of green products.

Study 4 serves as the complement to the quantitative analyses performed in Studies 1, 2 and 3,
by providing a qualitative argumentation from the point of view of a producer of sustainable
products, and asking “how” and “why”:

- Are their brands identities designed.
- Is the psychological distance of customers to sustainable issues manipulated.
- Is environmental literacy transferred from brand to customer.

In this way, Study 4 also provides a rational conclusion on the motivations of these
corporations in engaging in green production and green marketing.

Study 4 is structured in the following way:

e Section 6.2 will introduce the concept of brand experience through an exhaustive
literature review, as well as the proposed theoretical framework that the case study
data will follow.

e Section 6.3 will introduce the methodology of the case study research, provide
justification about the selection of the case and summarize the data collection process.

e Section 6.4 contains the case study analysis, in which the main research question is
broken into three parts, and the data is arranged to form a narrative that covers these
three parts.

e Section 6.5 contains the summary of the discussion of the results, as well as the
conclusions reached from answering the research question.

e Section 6.6 addresses the limitations of Study 4, and proposes future avenues for
research.

6.2.- Literature review of brand experience

Following the introduction of concepts and exhaustive look into past research that was
performed in Section 2, this section will be dedicated to doing the same for the concept of
brand experience, defining it, showing its connections with the field of green marketing as well
as brand management, and finally, present the theoretical framework that Study 1 proposes as
its main contribution.
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Brand experience (BE) is defined as “subjective, internal consumer responses and behavioral
responses evoked by brand-related stimuli that are part of a brand’s design and identity,
packaging, communications and environments” (Brakus et al., 2009). Brand experience is
categorized in four dimensions, which are defined in Table 15.

Brand experiences can occur in online or offline environments, and from indirect or direct
interactions with the product/service (W.-J. Chang, 2020; Hoch, 2002; Jo & Shin, 2017), retail
environments (Rodrigues & Brandao, 2021; C. Spence et al., 2014; Yoo et al., 1998), marketing
communication (Iglesias et al., 2011; Zarantonello & Schmitt, 2013) and purchasing place
(Agapito et al., 2014; Hultén, 2012; Rodrigues et al., 2020; Yoganathan et al., 2019). Although
brand experiences affect retail experiences and vice versa, they are different concepts.

The idea of a brand experience comes from a holistic brand-building approach, that combines
hedonic and utilitarian perspectives (Klaus & Maklan, 2007; Payne et al., 2009; Prahalad &
Ramaswamy, 2004). Many scholars argue that in order to build brand experience, emotional
and functional elements must be managed simultaneously (lIglesias et al., 2011; R. P. Jones &
Runyan, 2013; Rodrigues & Brandéo, 2021).

As argued previously, both psychological distance and green purchase intention deal with the
pursue of hedonic fulfillment through a fit between the mental idea and the construal level, in
the case of psychological distance, and one’s environmental needs and the act of purchasing a
green product, in the case of green purchase intention. Therefore, brand experience is a
natural fit to explain how brands can develop products that satisfy the desirability towards
green products.

Brand Experience

. ] Definition Examples
Dimensions
. Use colors, textures, sound,
Sensory Appeal to the five senses.
temperature.
. . . Inspirational messages,
Affective Create of feelings and sentiments and P g
customer communities,
Physical activity, changes routine, Events sponsoring, co-
Behavioral y y. g. L P g. i,
purchasing habits. creation, in-store activities.
L . . Newsletters, CSR reports,
Curiosity, critical thinking, problem- . P )
Intellectual trivia, pamphlets, social

solving, transfer of knowledge .
& & media

Table 15.- Description of brand experience dimensions, based on Brakus et al. (2009).

Research on the concept of brand experience has been performed mostly in the field of brand
management literature, with contributions from both practitioners and scholars (Keller &
Lehmann, 2006; Schmitt, 1999). Research on brand experience has studied its effect on brand
loyalty and brand commitment (Brakus et al., 2009; W.-J. Chang, 2020; Das et al., 2019; Iglesias
et al., 2011). Brands that create experiences that cater to their customers’ needs and emotions
can generate feelings of positivity, and customers seek these out in the long term, becoming
loyal to the firm. Brand experience has also been studied as an antecedent to customer
satisfaction (Bennett et al., 2005; Sahin et al., 2011). Meaningful experiences that are in line
with what customers expect of a brand will lead to a customer feeling that they get what they
want from a brand and makes them feel satisfied. Since brand experiences rely on
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communicating the brand’s design and identity to a customer, higher exposure to them has
been studied to increase brand awareness (J. Park & Stoel, 2005).

Brand experience has also been at the forefront of marketing literature, as previous research
has pointed out that brand experiences can be used by companies as a tool of experiential
promotion by using their circumstances, past and objectives to affect a customer’s perception
of their brand. In order to do so, some researchers propose that a brand’s experience is only as
effective as its consistency is (Brakus et al., 2009; Das et al., 2019; Frow & Payne, 2007).
Consistency is pointed out as a requirement to build brand experiences and defined as “the
way that a brand stands for the same set of attributes throughout the relationship with the
customer” (P. Jones et al., 2010). A consistent design of brand experience helps customers
identify themselves relative to the product, the store, and the retailer (R. P. Jones & Runyan,
2013). Past research has shown that brands that are perceived as consistent have a higher
chance of incurring in repurchases from customers (Sahin et al., 2011).

Brand experiences have been studied in the field of retailing commerce. Scholars have argued
that it is the first step in the relationship between brand and consumer (Oliver et al., 1997).
Consistent brand experiences lead customers to pleasurable outcomes when they match their
expectations and knowledge, and as such customers are more likely to repeat these positive
experiences (Das et al., 2019). A positive brand experience can result in changes in opinions
and behavior, in light of a positive relationship with the brand (Chaudhuri & Holbrook, 2001).

Most importantly for this dissertation, brand experience has also been studied in the context
of environmental and sustainable practices, including green purchase intention. Since green
purchases are defined as a hedonic value-driven style of consumption, when brands are able
to appeal to these values by crafting appropriate experiences that activate this sense of
desirability, customers can feel more motivated to engage in sustainable behaviors and
consumption (Bray et al., 2011; Jo & Shin, 2017; Yoganathan et al., 2019).

There have been few attempts to research the relationship between brand experience and
psychological distance. Scholars have agreed that brand experiences serve as vehicles for
knowledge, therefore providing customers with new mental construals about environmental
issues (Kim & Song, 2019). Since psychological distance and construal level are closely related
to an individual’s mental image, and brand experience includes dimensions that can affect that
image (such as intellectual or emotional appeals), then there is room for brand experience to
influence the psychological distance felt towards stimuli (Kim & Song, 2019; Septianto &
Pratiwi, 2016). Customers with strong brand experiences gain knowledge and information
about the brand, as well as any additional information conveyed in advertising, such as
environmental information (J. Park & Stoel, 2005), thus aiding in the transferal of
environmental literacy, proving to be a key antecedent of it.

Consumers that are exposed to brand experience elements of sustainable brands compatible
with their pleasure-seeking consumption patterns based on green purchases are more
receptive with green ads (Ruiz & Sicilia, 2004; Septianto & Pratiwi, 2016; Van Boven et al.,
2010).

On the basis of CLT, the construal level that affects the relationship of brand experience and
psychological distance depends on which value brand experience is communicating — hedonic
or utilitarian. In the case of hedonic value, following CLT, high-level construals lead to an easier
time distinguishing information and lessening judgement bias (“why is something important”),
thus improving action (Trope & Liberman, 2010). Previous research on the field has shown that
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psychologically distant messages are perceived as more convincing and agreeable when a
product is related to benefitting others rather than oneself. An example of such product are
sustainable products (Yang et al.,, 2015). In the case of utilitarian value, findings in the
literature point towards the use of low-level construal messages in brand-related stimuli in
order to increase persuasion towards brand commitment and repurchase intention.

Based on the conclusions of previous research, it is suggested that brand experiences influence
how customers positions themselves towards a brand or an event, as psychological distance is
dependent on knowledge and experience. The strength of the brand experience felt will
impact the effectiveness of appeal type.

Despite this commonality of CLT and brand experience being founded on a division between
hedonic and utilitarian views, there is a significant lack of literature regarding the interaction
between the two, and to date, no research has been carried out trying to understand the
relationship of the two concepts with green purchase intention. Furthermore, there is no
theoretical framework to explain these relationships.

Therefore, based on the conclusions of previous research that has studied how brand
experience, psychological distance and green purchase intention has been related, this study
seeks to contribute to the literature by proposing a framework through an explanatory case
study. To serve as a foundation for the whole dissertation Study 1 will attempt to explain this
relationship though the point of view of the producer, and subsequent Studies will focus on
the point of view of the consumer in this relationship. Through the use of qualitative research,
Study 1 aims to provide insight on the way how brand experiences are developed and the way
they are developed to affect customer’s psychological distance.

6.2.1.- Proposed theoretical framework

A causal relationship is proposed between the perception of brand experience and its effect on
modifying the psychological distance felt to climate change, and how experimenting a fit
between the expected mental image of a solution for climate change certain level of
psychological distance of green consumption by motivating to act in a sustainable way. The
proposed theoretical framework is based directly on the quantitative results of Studies 1, 2
and 3.

The framework is explained as follows: brand experiences that are designed in a consistent
way with a sustainable brand’s identity, and that manage hedonic and utilitarian driven values,
will successfully transfer knowledge about the brand’s green offerings and activities to a
customer and involve them in experiences which will influence how the customer perceives
the environmental issues that the brand’s products serve as a solution of. When the construal
level towards these environmental issues matches the brand’s proposed image of it,
customers will feel more motivated to act upon sustainable behaviors and will seek out green
products, increasing their green purchase intention.

The proposed relationship between the variables that is to be analyzed is depicted in Figure 10,
which shows a proposed theoretical framework.
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Figure 10.- Proposed explanatory theoretical framework for Study 4.

6.3.- Methodology

Case studies are a fit for exploratory studies (main research questions are “how” and “why”),
evaluation of real time circumstances and for little to no control over behavioral events
(Gibbert et al., 2008). The aim of case study research is to provide rich descriptions of the
social scene, paint a whole picture of the context surrounding the event and offering the
chance to see the studied phenomena in the researcher’s own experience (Dyer & Wilkins,
1991).

Rich case studies offer avenues for future research, are able to move field forwards and assist
in developing new theoretical grounding (Yin, 2018). As it is intended to perform an
explanatory study by closely studying the relationships between the variables previously
presented and proving the causal relationship between them, case study research will help by
providing a rich description of a brand in a holistic view. In this research, the use of case study
provided an opportunity to generate deep insight into the phenomena, produce rich
explanations and offer propositions for further research and development (Eisenhardt, 1989;
Yin, 2018).

The goal of this case study is threefold:

1. To understand the process of brand experience building and its influence on
psychological distance, environmental literacy and green purchase intention, from the
producer’s point of view.

2. To answer to questions of “how” and “why” about this process

3. To understand the reasoning behind the process and the peculiarities of the industry
studied. The way to achieve these goals is through a series of questions that will be
answered through data analysis. Table 16 shows the questions and the proposed
answers of what the expected theory behind the relationship of the variables is.
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Questions Proposed answers

A brand experience is developed when combining
utilitarian and hedonic values that are consistent with
previous corporate brand image.

How is the brand experience developed and
what are they key ideas behind it?

How does the brand experience aid in Customers learn from experiences with the brand, accrue
manipulating the customer’s psychological knowledge about sustainable issues and form emotional
distance to sustainable issues? ties, modifying their psychological distance to these issues

Customers with strong brand experiences gain knowledge
How does brand experience aid in the and information about the brand, as well as any additional
transferal of environmental literacy? information conveyed in advertising, such as
environmental information and practices

Table 16.- Questions and propositions of the case study for Study 4.

6.3.1.- Case selection and Justification

According to Eisenhardt (1989) and Yin (2018), a single case study can be particularly
appropriate when the case is unique or critical. A critical case gives base for newly discussed
theories. To knowledge, no documented implementation of case study research of the topic
has been found, further stressing the vital importance of choosing a single representative case
that serves the scope of the investigation (Yin, 2018).

IKEA aligns well with the goals of this research and was chosen for three reasons:

1. For being a global firm at the forefront of sustainable design and reporting on
environmental impact.

2. For providing customers with identifiable retail experience across diverse touchpoints.

3. For successfully developing and implementing sustainability features and knowledge in
its experience.

IKEA is a known leading retailer of design-sell, prepared furnishings, and accessories worldwide.
Founded in 1943 in Sweden by Ingvar Kamprad. With 392 large brick-and-mortar stores in over
31 countries that generate over 657 million in-person visits per year, it also has a sizable online
commerce presence, with its website IKEA.com receiving yearly 4.3 billion visits in 2022. In the
2021 financial year, IKEA generated EUR 44.6 billion in total retail sales (IKEA, 2022). The
company’s vision is to create a better everyday life for the many people by offering a wide
range of well-designed, functional home furnishings at prices lower prices so that as many
people as possible will be able to afford them (IKEA, 2020).

IKEA’s products and services are offered with five core pillars of design: low prices, high quality,
clear function, simple form, and sustainability. The company offers around 12,000 products,
with nearly 2,000 additions to its catalogue per year. In addition to the aforementioned retail
shops and online commerce services, IKEA offers restaurant, playground, product delivery and
office design services. Benefitting from strong corporate image, the company has built its
brand around offering modern, affordable products (perceived utilitarian value) that offer “a
better everyday life for the many people” (perceived hedonic value). The IKEA brand is based
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on a combination of awareness of societal problems and minimizing production costs/prices
(Tarnovskaya & de Chernatony, 2011). With its detailed and curated stream of sustainable
information, it can be argued that the company carefully studies how to communicate
sustainable values to its customers in a hopeful way and position themselves to a certain
distance of global issues, empowering them with utilitarian and hedonic solutions (Rodrigues &
Brandao, 2021).

The retail brand is perceived as one of the global forerunners of corporate social responsibility
(Morsing & Roepstorff, 2015), strongly shaping its corporate brand image globally. With a
proactive approach to sustainability issues, IKEA is one of the first companies in the world to
received forest certification, an internationally recognized certification regarding the supply of
wood, one of its main raw materials (Elanchelian et al., 2022).

IKEA is a global retailer that pursues a high degree of brand internalization in markets
alongside a standardized entry strategy (Tarnovskaya & de Chernatony, 2011). In the case of
Japan, IKEA experienced failure in responding to the demand and expectations of customers
and, from its entrance in 1974, it had to withdraw from the country in 1986. 20 years of
research provided the company with insights that made its re-entry successful, by targeting
the smaller size of Japanese rooms and the design sensibilities of the country where large is
not always better (Jonsson, 2008) and now boasts 12 brick-and-mortar stores in Japan.

IKEA is a representative player of brand relationship building practices, by combining sensory,
intellectual, affective, and behavioral brand experiences. There has been evidence of the IKEA
brand engaging emotionally with its retail brand experience, technological and innovations in
sustainability (Rodrigues & Brandao, 2021; Singh et al., 2021). This is a key feature to disrupt
the market, allowing itself to thrive in a competitive retail environment.

Past literature has looked into IKEA’s customer behavior (Sin et al., 2021), success factors
(Singh et al., 2021), brand experience (Elanchelian et al., 2022; Rodrigues & Brandao, 2021),
sensory cues (Hultén, 2012), sustainability and environmental performance (Hultman et al.,
2012; Lindgreen et al., 2012; Shuwaler et al., 2020). As noted in this previous research, IKEA’s
uniqueness, criticality, and global reach make the company particular relevant for use as a case
regarding sustainability and brand experiences (Hultman et al., 2012; Lindgreen et al., 2012).
Thus, IKEA is deemed as an appropriate case to study themes of brand experience, sustainable
consumption, and management of psychological distance.

6.3.2.- Case study data collection

The collection of empirical data for this case was initiated in November 2022, and data analysis
has been performed in overlap with continuous data collection throughout December 2022
and January 2023. The overlap of collection and analysis is a common practice in case study
research (Dyer & Wilkins, 1991). Within the context of IKEA, the marketing and sustainability
department were the most important units of analysis, since they are in charge of the
elements that suit the research purposes.

When planning for the study it was decided to search for multiple sources of evidence and to
build a qualitative database to produce a chain of evidence when performing the analysis. Data
was collected with three overlapping methods: in-depth semi-structured interviews, direct
observation of main stores and document analyses (for an overview, see Table 17).
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Type Purpose Description
-To understand the perspective of IKEA workers h . 4
about their brand and sustainability. --To ,1_ our, sem|?structu're
. “ " “ oL interviews with previous IKEA
Interviews understand “how” and “why” things happen.

- To get context for the rest of the findings.
- To hear about rival explanations.

employees, recorded and
transcribed.

Observations

-To understand the physical and psychological
marketing elements used in offline and online
stores.

-To observe first-hand the intended customer
experience and psychological distance elements.

-In-situ field observations of
IKEA stores (Kobe & Tsuru
Hama), taking notes, photos,
and videos within the store, in
total 10 hours.
-Documentation of IKEA’s
website pages for 4 hours.

Documents

-To retrieve past and present information on brand
experience and sustainable promotion. -To
understand how sustainability is communicated
externally to customers.

- To understand past research insights on IKEA.

Written and visual documents of
three different types:

-IKEA TV Spots uploaded to
YouTube

-Public IKEA websites

-Past research on IKEA as a case

study

Table 17.- Types of data sources for the case study for Study 4.

First, interviews were carried out using a topic guide (Appendix). The focus was on
explanations on the processes of brand experience building, CSR promotion and promotion of
sustainable products. The interviews lasted for approximately one hour. The interviews were
recorded and verbatim and translated in case they were not in English. The interviews
combined retrospective questions on IKEA’s marketing model and sustainable product
promotion, with inquiries on the perception of customers of these. The goal with the
interviews was to understand the “why” and “how” actions happen in IKEA to obtain a better
context to analyze the rest of data. A secondary goal of the interviews was to hear about
possible rival explanations that could contradict the theoretical framework.

Second, direct observation data was collected throughout the span of two months, from
November 2022 to December 2022. These consisted in in-store observations, lasting 10 hours
in total, whilst visiting the IKEA stores of Tsuruhama (Osaka) and Kobe. During the
observations, field notes were taken for data about the layout of the store, the different
elements comprising IKEA’s customer experience and recognizable elements of the brand,
product and service design, emotional appeals in communication channels, patterns in
sustainable messaging, how sustainable issues were reported throughout all touchpoints and
how green consumption is encouraged as a solution to these problems. The field notes were
comprised of photography and recordings, obtained with permission from the store managers.
IKEA’s website was also visited for 4 hours in total, gathering links to pages that contained the
topic “sustainability”, “CSR”, “retail”, “stores” and “brand”.

Lastly, documents and visual communication from public and internal sources were collected
for study. The internal documents comprised information on IKEA history, vision, business,
customer experience efforts, retail, stores, sustainability development and CSR reporting.
External documentation included previous qualitative and quantitative research performed on
IKEA (Aldnge et al., 2016; Elanchelian et al., 2022; Garnier & Poncin, 2019; Hagberg & Jonsson,
2022; Hellstrom & Nilsson, 2011; Hultman et al., 2012; Komassi & Pal, 2013; Laurin & Fantazy,
2017; Lindgreen et al., 2012; Morsing & Roepstorff, 2015; Pérez-Pérez et al., 2022; Rodrigues &
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Branddo, 2021; Sin et al., 2021; Tarnovskaya & de Chernatony, 2011; Yurt & Deniz, 2021), to
afford the opportunity to better explain the processes studied.

6.4.- Case study Analysis

To perform data analysis, systematic combining was the approach decided on (Dubois & Gadde,
2002), an abductive approach to case study research based on alternating focus between
collected material and theory — developing the case study and building a theoretical
framework at the same time. In order to prove the validity of the constructs, triangulation of
the three sources of data was employed (interviews, direct observations, and document
analysis).

First, data was tagged in reference to dimensions of brand experience, psychological distance,
sustainable product promotion and possible rival explanations. Second, the process-related
data was written down by drafting a general description of the processes with support and
guotations of material collected. Third, while working abductively between the material, the
theoretical framework, and a case narrative is written based on the previous three steps, and
this narrative is displayed as the discussion of the case. Data collected is categorized and
summarized in Tables 18, 19, 20 and 21.

To start with the findings of brand experience and psychological distance crafting approach
that IKEA uses, the analysis must start by going over the starting place for both of these: the
brand’s identity.

The identity of IKEA is knowledge owned by a small group of people, the so called “concept
keepers” present at Inter IKEA Systems. Inter IKEA Systems is IKEA’s franchisor, and they
continuously develop the “IKEA Concept” and also watch closely for the implementation of it
globally. The first attempt to create a “concept” out of IKEA’s brand identity started in 1992-
1993 and has been growing since then by discarding what did not work and adding what was
successful. These concept keepers have the objective of ensuring IKEA’s brand identity is
followed, with a degree of freedom based on culture and local customs.

IKEA’s brand identity is crystallized in its motto “to create a better everyday life for the many
people”. It can be interpreted as the combination of two concepts: the idea concept and the
concept in practice. For the idea concept, it is based on offering products that improve
customer’s daily lives, producing them in a sustainable and responsible way and minimizing
costs so that prices can be as affordable as possible. These ideas are found in the cultural
manifest of IKEA, a document produced by the concept keepers: the IKEA Way.

The way these concepts are put into practice is what IKEA’s brand experience and sustainable
practices are, the objective efforts towards making the “IKEA concept” manifest in customer’s
minds. Through analyzing the ideas that make up the elements of IKEA’s brand experience in
their four dimensions, it is possible to see how they aim to form emotional ties with customers,
and transfer knowledge and experience (hedonic and utilitarian), ultimately affecting the way
they consider sustainable issues, which lay at the core of IKEA product design and marketing
communications.

The combination of a brand experience that has a foundation on sustainable messages, proper
usage of tags and relying on customer’s manipulated psychological distance is one of the
success factors of IKEA in the promotion of sustainable products.
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To fully explain these points, the questions posed previously will be answered using the
evidence gathered through triangulation method.

65



Brand Experience Dimension Observations Appeal Evidence
- Use of earthen colors to make product range uniform and lower cost of production. Interviews
- Use of light in showrooms to influence mood. . .
. . . - Offline and online
Sensory - Use of arrows to streamline the customer journey. Hedonic .
. ) . store observations
- Can touch and compare products, use of scents in candle selling points. Hultén (2012)
- Main entrance contains wall of attractive furniture with low prices, designed to guide eyes to escalator to showrooms.
- Customers feel it is cool to buy in IKEA. .
. . . . . - Interviews
- Products are aimed to make the customers happier at home with their family. . .
. . . i . . . - Offline and online
- Stores count with zones aimed at kids, such as a playground (Sméland). Products aimed at children have posters about safety in . .
. » . Hedonic & store observations
Affective composition and choking hazards. e .
; o « . . - . - - Utilitarian - IKEA website
- Showrooms include positive feedback from other customers, marketed as “Co-creation with IKEA family”, showing families describing brochures
their happiness at designing the home with IKEA. .
. . . - Elanchelian (2022)
- Some products feature the face, name of the designer and the emotions they want to communicate.
- Available services are explained in detail inside the store. - Interviews
- IKEA teaches customers how to do their shopping in IKEA in an automatized way through their app. Physical shopping list and memos also - Offline and online
available in offline stores. store observations
. - Showrooms include notes and ideas on sustainable lifestyles and provide challenges to daily routine to be more sustainable using IKEA . - Sin et al. (2021)
Behavioral Utilitarian . .
products. - Garnier and Poncin
- Online planning tools (sofa, kitchen, office) available to be used in offline stores. (2019)
- IKEA digital catalogue available to be used in touch panels in offline stores. - Hagberg and
- Customers are encouraged to use products for a long time, recycle and save money. Jonsson (2022)
- In-store information about energy efficiency. Communication of goals to be energy positive in 2030. - Interviews
- Showrooms display furniture laid out in use case scenarios, suggesting design ideas and tips for furnishing. - Offline and online
- Customers and workers in IKEA are taught about equality, which is at the core of IKEA’s code of conduct. store observations
- Showrooms dedicated to co-living space information emphasize the benefits of it for sustainable goals and for reducing living costs - IKEA website
Intellectual - Customers are encouraged to be creative with using IKEA products. Hedonic brochures
- Information on sustainable sourcing of products, including pictures of people with raw materials and the challenges of production. - Yurt and Deniz
- IKEA inspires customers to think functional, simple, useful, frugal. (2021)

- Reviews of past customers are found in some rooms, not all of the comments are positive.
- IKEA teaches Scandinavian culture and encourages to take the best out of each culture.

- Tarnovskaya and de
Chernatony (2011)

Table 18.- Analysis of IKEA’s brand experience findings for Study 4.
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Psychological Distance &

. . Observations Evidence
Environmental Literacy
- Information about environmentally friendly raw material sourcing. Suppliers are carefully selected.
- Customers are taught sustainable living practices and are encourages to save money doing them (utilitarian) and feel better about helping
save the environment (hedonic) - Interviews

Brand experiences lead to
middle level of psychological

- CSR and sustainable efforts are explained in store posters, social network posts and television spots.
- Sustainable living practices are taught to customers in store tags/posters, social network posts and television spots. Communicated
benefits: save money (utilitarian) and contribute to the future (hedonic).

- Offline and online store
observations
- Competitor’s website

distance - Small technical details about sustainability are not presented. Products are addressed as solutions to environmental issues. brochures

- Competitors focus on explaining the source of sustainable issues, IKEA does not and promotes sustainable living behavior and products as - Morsing and Roepstorff
solutions. (2015)
- Long-term minded sustainability plans, People & Planet Positive Plan (2030/2050)
- Action is motivated because of a future-focus of experiences (sustainable living) and immediate value (environmentally friendly furniture)

Table 19.- Analysis of IKEA’s psychological distance and environmental literacy findings for Study 4.

Green Consumption Intention Observations Evidence
- Early movers in offering plant-based foods. Low cost and healthy, vegan friendly.
- Majority of customers believe that IKEA’s products are the solution to environmental issues, and they like purchasing them to help the - Interviews

Middle level of psychological
distance increases green

consumption intention

environment

- Customers are aware of IKEA’s efforts to contribute to the environment outside of their products

- IKEA focus is on environmental solutions are given through products and CSR initiatives, information on sources of environmental
problems is not reported.

- IKEA's "sustainable life at home" range increase every year. Sustainable products are priority in design

- Offline and online store
observations
- IKEA website brochures
- Aldnge et al. (2016)

Table 20.- Analysis of IKEA’s green consumption intention findings for Study 4.

Rival explanations

Observations

Evidence

Do other non-studied factors

affect our variables?

- Competitors that use low/high psychological distance are also successful.

- Perceived product quality and price influence green consumption intention in a stronger way than psychological distance.
- Brand love, customer satisfaction or brand trust influence psychological distance

- Service brands do not benefit from a middle level of psychological distance in the same way that retail brands do.

- Interviews

- Offline and online store

observations

- Yurt and Deniz (2021)

Table 21.- Analysis of rival explanations for Study 4.
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6.4.1.- How is the IKEA brand experience developed and what are the key ideas
behind it?

As mentioned previously, IKEA’s brand experience is based on the IKEA concept and its slogan
“to create a better everyday life for the many people”. “A better everyday life” can be broken
into two ideas:

- low cost and affordable products that last a long time.

- products that improve the lives of everyone involved in its lifecycle (through utilitarian
and hedonic appeal).

And “for the many people” can be broken into one core idea:
- appeal to all cultures and with a simple, functional design.
When asked about the IKEA slogan, a previous worker answered:

IKEA would like to make the customers learn how to buy at IKEA first, and finally make
them live a better life. With the slogan, “to create a better everyday life”, those words by
Mr. Kamprad are written all over the office, and we see it every day.

Because they [IKEA] handle furniture, the “better everyday life” is in terms of living,
housing, interior. To customers, it is expressed that if they have IKEA furniture, your
lifestyle will become better, in many meanings.

These key ideas are behind of all of the brand experiences that IKEA develops. Another
important factor is to understand who IKEA’s target is, as these are the people for whom the
brand experience is developed. In the analysis, 3 main types of customers were identified:

- Young (20 to 40 years old) couples.
- Recently married couples, who are moving out together.
- Families with 1 to 2 children, who are between 0 and 8 years old.

IKEA’s brand experience then serves to transport the IKEA concept and its slogan to the minds
of these customers, by appealing to the four dimensions of brand experience delineated by
Brakus et al. (2009) and combining hedonic and utilitarian values.

IKEA designs a brand experience that wants to transmit through the senses a welcoming and
calming image of their products and services. That is why most of them are made with earthen
and flat colors, and this lowers costs of production and showrooms use light to increase the
mood of the design (Figure 11). Customers can touch and measure products to have a better
understanding of them, increasing impulse buying chance. The main entrance of the store
presents attractive furniture with low prices, and it is designed to guide the customer’s eyes
towards the escalators that bring them to the showroom, kickstarting the customer journey
(Figure 10). In the words of a previous worker at IKEA:

When you go through the main entrance you can see a wall of products that are
cheaper than usual, very attractive, that enter your eyes, and from there is an escalator
to the showroom, you get the idea “let’s go to the showroom, to see more good things
to find”.
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. i
Figure 11.- Use of color and lighting in showrooms and main entrance furniture display, photos taken in
IKEA Kobe.

The emotions that IKEA wants to communicate are those of happiness, mindfulness, safety,
and companionship. They do so through their marketing communications, depicting images of
happy families, focused young people, entertained and curious kids, and a promise of a better
world by buying IKEA products. Stores present many services and products tailored for kids,
and marketing communications material usually shows young families with their kids, creating
the image that IKEA is a brand to be enjoyed in family (Figure 12). As noted during an
interview:

The sayings from Ingvar Kamprad are “kids are also important,” and they are always
family friendly stores, where they put the Sméland, which is like a kid’s nursing area,
where they keep the kids, and adults can go shopping.

Customers feel that IKEA is a cool and modern brand. As one interview revealed:

They [customers] thought items are very cheap, but good design. Many varieties to
choose from. Compared to other stores in Japan, it felt cool to buy in IKEA.

One of the goals of IKEA is teaching customers how to do their shopping at offline and online
stores seamlessly, offer help with post/pre purchase services and automatize the purchasing
process for customers. In the words of a previous IKEA worker:

IKEA would like to make people go shopping and buy things in the store automatically.

IKEA publishes information on sustainable lifestyle ideas, in online and offline touchpoints, and
suggests daily routines to be more sustainable using IKEA products, in this way making their
brand identity as a lifestyle partner and place of learning about living (Figure 12). Customers
are encouraged to be frugal, use products for a long time, learn about recycling and reusing,
for both sustainable and monetary reasons. IKEA offers design tool and catalogues readily
available through apps and touch panels in stores, and these offer design insights.
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Figure 12.- Use of family in marketing messages and sustainable routines, photos taken in IKEA
Tsuruhama.

It is also argued that the intellectual dimension plays an important role in shaping customer’s
perceptions of the brand. IKEA strives to make their customers think by displaying use case
scenarios of their products but suggesting customers to try being creative and unique.
Products display the ecological sourcing of their raw materials and inform why they are
beneficial to the environment, in simple terms. As one previous worker put it:

They put many communication messages in the floors about thinking in a green way.

Ideas like co-living and gender equality are also presented as desirable by the marketing
communications channel. The idea of equality is at the core of IKEA, as described by one
interviewee:

But in IKEA, everyone was equal, regardless of what time of the day you worked

And their marketing actions are based on equality. And this equality is adopted in the
relationship between IKEA workers and customers.

IKEA’s brand experience is based on ideas of equality, happiness, better life at home, and
contributing to sustainable causes. Customers are encouraged to understand their identity
through offline and online touchpoints, designed expressly. The findings on brand experience
and its causes are summarized in Figure 13.
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Brand Experience

Brand Identity

- Low-cost affordable products
- Improve the lives of everyone
- Appeal to many cultures with
simple, functional design

- Equality and sustainability

Sensory

- Earthen flat colors, use of light
- Attractive furniture on
entrance

Behavioral

Affective

- Use of family and children to
evoke emotions.

- Happiness, mindfulness, safety,
companionship.

- Buying in IKEA is cool.

- Automatized purchasing
process.

- Sustainable routines and
challenges.

- Frugal and recycling behaviors.

Intelectual

- Sustainability messages.

- Co-living, equality messages.
- Creativity with furniture,
critical thinking of own
consumption.

Figure 13.- Findings on brand experience and its causes.

6.4.2.- How does brand experience aid in managing customer’s psychological
distance to sustainable issues?

When customers perceive the IKEA concept through the brand experience that IKEA
deliberately crafts, they are equipped with a series of points of view over the issues of
sustainability, living habits, furniture consumption and furnishing. Through information
provided in different offline and online touchpoints, customers are also taught about facts on
production, lifestyles around the world and other families. As illustrated previously, some of
the aspects of the crafted brand experience are hedonic and some of them are utilitarian. A
brand’s experience is complete when both of these aspects are brought together.

Psychological distance in all dimensions is influenced when new knowledge or experience with
a phenomenon occurs. As can be seen from the efforts into CSR that the company is partaking
in since the last two decades, IKEA is one of the forefront players in the creation of sustainable
production culture. They do so through the information found on posters and tags in offline
stores (Figure 14), social network services/television spots, and their reports on sustainable
efforts. Out of the three, only the first two are communicated during the purchasing process
and are the ones where the brand’s identity can best be communicated.
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Figure 14.- Sustainability promotion marketing messages in offline stores, photos taken in IKEA
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Tsuruhama and IKEA Kobe.

As depicted in the FY2021 CSR Report (IKEA, 2021b), 73% of IKEA’s product range is now based
on sustainable sources. It follows that their marketing campaigns leverage this factor as a
differentiating factor and competitive advantage. As it forms part of the brand identity, IKEA
must ensure that customers are aware of the issues that their products are solutions for. A
previous worker at IKEA said that:

IKEA does not only think about saving money with its products, but also contributing
globally.

Research performed by Yurt and Deniz (2021) showed that most customers do not believe that
they harm the environment, but the majority believe that IKEA offers solutions for
environmental issues. They thought that they can contribute to the environment positively by
using IKEA products and sustainable living tips. The main idea behind this is that IKEA’s brand
experience is successful at placing customers to a certain psychological distance of their
customers: they believe in environmental issues yet believe themselves to not be the main
actors behind the issue. This approach is consistent with IKEA’s brand experience, in which the
solutions to environmental issues are presented, but they are not explained in detail through
the main two communication channels discussed previously (Posters and tags, and social
networks). It was observed that even in CSR reports, IKEA does not show images of human
involvement in pollution, but rather, of IKEA suppliers’ workers in improved environments, and
IKEA’s workers involved in socially and environmentally just situations with their partners (IKEA,
2021b). As noted by a previous worker in IKEA:

Because they [environmental explanations] are considered smaller details, IKEA is
thinking in larger terms. IKEA works in a lot of countries, so they need to adapt to each
store locally, and be proud of their brand. [...] Not showing pollution, but rather why the
product is important. [...] small details about sustainability are not disclosed.

IKEA has global goals for sustainability for 2030 and 2050, so these products are
introduced as ways to achieve those goals, like recycling plastic, and they try to show
solutions in long-term.

This approach must be compared to some competitors of IKEA in the sustainable sphere. For
example, Patagonia, with the slogan “Everything we make has an impact on the planet”
(Patagonia, 2021), shows images of landfills, oil spills and polluted waters in the introduction
of the company’s sustainable efforts (Figure 15). The company makes clear that it is down to
an individual level to deal with sustainable issues through changes in lifestyle. Patagonia’s
most watched television spot is titled “Buy Less, Demand More”, and opens up showing
statistics on the pollution that the clothing industry contributes, and then details how much
water a sole person uses in a single day. This strategy laden with hard-facts appeals to a
different type of psychological distance — one that on a closer construal level than IKEA’s.
When asked about this difference in approach to ecological issues, the following comment by a
previous worker in IKEA was offered:

They [Patagonia] talk about garbage plastic, and when you read it, you were able to
understand that these products came from that same garbage plastic. [...] In that book
there were many sea turtles trapped in plastics left in the sea. That was the story.
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When asked if IKEA showed garbage plastic problems in the sea compared to competitors (in a
direct and detailed way), the following response was obtained:

I don’t think so, only products that [IKEA] addressed are recycling garbage plastics, more
or less.

patagonia‘ Shop Activism Sports Stories

Everything we
make has an
impact on the
planet.

Learn More

Figure 15.- Patagonia’s slogan and CSR homepage. Retrieved from https://www.patagonia.com/our-
footprint/, accessed January 18, 2023.

Thus, it can be said that managing the mental image of sustainable issues as a high-level
construal, but focusing on the short-term effectiveness of solutions and not the source of
problems IKEA transfers knowledge about sustainable living and experience on sustainable
solutions to customers. Since the marketing communications focus on the solutions to the
problem and not the origins, most customers do not think that they are the main problem in
sustainable issues, but they believe that IKEA offers appropriate solutions, and enjoy the living
tips offered by the brand. Since they do not believe in the source, but believe in the remedy,
brand experience leads them to a middle level of psychological distance, which, as it was
theorized previously, increases the consumption of green products. The findings on brand
experience’s impact on psychological distance are summarized in Figure 16.
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Hedonic Values

- Buying IKEA products contributes to saving the environment.
- Results are long-term (2030-2050).
.
Psychological
Distance

A

Brand Identity

- Provides solutions, does not address sources
of problems.
- Sustainable, concerned with the environment.

Utilitarian Values

- Products are designed as simple and non-wasteful.
- Can be reused and recycled to reduce costs.

- Sustainable living tips for more saving.

- Focus on short-term.

Figure 16.- Findings on brand experience impact on psychological distance.

6.4.3.- How does brand experience aid in the transferal of environmental literacy?

When the brand’s identity is communicated through brand experiences, and customers grasp
the knowledge and experiences that the brand intends to deliver, their environmental literacy
is increased. According to the results obtained in Studies 2 and 3, customers that show a
greater level of environmental literacy are more likely to engage in green purchases. Thus,
when a brand experience serves as a vehicle for the transmission of knowledge and practices
that are environmentally friendly, customers can be influenced to engage in more or less green
consumption.

In the case of IKEA, following the argumentation based on the evidence found previously, it
was possible to find out that the way in which sustainable living and issues are communicated
in IKEA is through a very particular lens: customers are not told of the origins of sustainable
problems, they are taught about IKEA’s involvement in bringing them the solutions to the
problem. The brand positions itself as a solution and points towards the future of the
relationship with the customer, empowering them to be the solution. Through this way,
psychological distance is manipulated, enough that, as Yurt and Deniz’s (2021) research shows,
over 70% of the interviewed customers knew about IKEA’s sustainable living concept and
thought it was important for the future. Customers are given the choice to select products
depending on their environmental awareness, as told in one of the interviews:

They [sustainable and regular products] are usually sold in the same place, and the
customer is given the choice to select them based on their difference.

Through feedback, customers that are aware of sustainable living and engage in such will drive
the sales of green products and solidify IKEA’s approach to branding. Evidence of this increase
in green products sales can be found in IKEA’s FY 2021 CSR Report (2021b) where the group’s
“sustainable life at home” product line had reached €2.503m in 2021 compared with €641m in

74



2013, as well as their early movement in the distribution of plant based foods in many
countries, which is consistent with their brand identity — healthier, environmentally friendly
addition to their restaurants. As noted by one previous worker at IKEA:

IKEA is trying, in the food area, to introduce plant-based foods, not using meat. That type
of food was introduced very early as a global company. [...] The priority is very high. Even
if it’s not so popular, in Japan, they have introduced plant-based food | think very fast,
and | was very interested in those type of foods being available in Japan, most of the
items are very expensive to get in other stores, but for IKEA it is not so expensive, and a
very good option for people who don’t eat meat.

IKEA’s brand experience does not inform customers about their harmful impact on the
environment, and it does not rely solely on this type of low construal level approach to
generate action on the customer’s side. The branding efforts are made to communicate the
IKEA concept in a balance of concrete solutions and long-term goals, and communicate about
the solutions offered (sustainable living, environmentally friendly production, socially just) for
a better tomorrow (Figure 17). As it can be seen in evidence, IKEA is fostering success with this
brand strategy and approach to psychological distance of their customers to environmental
issues. In the words of a previous worker at IKEA:

People who buy sustainable products feel happy to buy them [...] and customer’s family
can also learn about these issues.

This particular approach is one of the main competitive advantages of IKEA and is able to
happen because of its approach to responsible raw material sourcing and long-term strategic
relationships with local and global CSR partners.

Learn U | ]
& Share = e
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Figure 17.- Sustainable solutions in marketing messages in offline stores, photos taken in IKEA
Tsuruhama.

The future of IKEA’s approach to sustainable messages will focus on their People & Planet
Positive strategy (IKEA, 2021a), with goals for 2030, and with the theme of giving back to the
environment the resources it is consuming. The three approaches to this strategy are based on
“sustainable living”, “circular and climate positive” and “fair & equal”. From the evidence
gathered, it can be seen that the main impact of brand experience is in communicating about
“sustainable living”, so the future of IKEA’s sustainable messages will have to build upon the
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last two pillars, and thus their brand experience will have to shift to accommodate this
knowledge and experience to conduct customers to a greater level of environmental literacy.

The findings on the environmental literacy and green purchase intention are summarized in
Figure 18.

. X . Green Purchase
Brand Experience * Environmental Literacy

Intention
- Design with activities and - Promotion of action on the
sustainable messages individual level
- Presenting designers, suppliers - Long-term objectives provide
- Showing sustainable behavior goals and satisfaction when reached
benefits for regular customers - Ahility to see the results of sustainable

behavior in and out of stores

Figure 18.- Findings on the middle level of psychological distance and green consumption intention.

6.5.- Discussion and Conclusions

6.5.1.- Theoretical Contributions

Study 4 has sought to illuminate how companies can make use of their brand experiences in
order to manipulate the psychological distance of their customers, to promote purchase of
green products. To this end, an in-depth case study of IKEA has been provided, as well as a
recount on and how the company leverages its brand identity in order to communicate
experiences and knowledge to its customers, and promote their sustainable products. The case
study research analysis is aimed at presenting the evidence gathered whilst building towards a
theoretical framework, in which brand experience is shown as a latent variable that influences
the level of psychological distance to climate change that customers of IKEA feel, and when
there is a congruency effect between the values expected from sustainable products and the
construal level of sustainable issues that customers change, there will be an increased
intention to purchase green products.

Study 1 has contributed to current literature of brand management and environmental and
sustainable behavior in two ways:

1. By proposing a framework in which brand experience and perceived psychological
distance to environmental issues are tools that can be used by brands to drive up
green purchases. Thus, the first contribution to the literature of Study 1 is that of the
theoretical framework presented previously.

2. By highlighting the importance of a middle level of psychological distance, as so far, no
contribution has included the analysis of a middle construal level. Through the
presentation of this concept, Study 1 contributed to the literature of psychological
distance.

A case study allowed to do this type of research as it gave the necessary depth to prove the
context and subtext surrounding the case of IKEA’s branding and sustainable promotion and
point out that their strategy differs from other competitors and allowed IKEA to be successful.
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Previous studies on branding experience in sustainable consumption (Das et al., 2019; Khan &
Fatma, 2019; Yoganathan et al.,, 2019) have shown that offline and online customer
experiences with sustainable products and services leads to better customer evaluation, brand
trust and commitment, the impact of brand experience on a middle level of psychological
distance has not been researched, and this research stands to contribute by studying this
relationship. In the context of psychological distance (Kim & Song, 2019), previous research
has shown the ability of a manipulated level of psychological distance to affect purchase
intention, and brand and environmental awareness, all research has been performed
considering high or low psychological distance as the best approach, and, based on the
framework of CLT, this study contributes to the literature by suggesting how a middle level is
one of the ways that sustainable brands can aim to position their consumer towards. The study
further contributes to the literature by striving to prove the causal relationship between the
variables and providing a conceptual framework (Figure 19) to provide avenues for future
research. When brand experiences are perceived by customers, knowledge and emotions are
communicated, and when these experiences are aligned with a customer’s mental image of
sustainable issues, their psychological distance environmental issues are influenced thus. In
the case of IKEA, manipulation of the psychological distance to a middle level is possible
through curated events, experiences, and communication by the brand, that aim to convince
about the legitimacy of sustainable behavior, the future goals of sustainable consumption,
while properly defining and delineating what environmental issues are, mixing both signals
from high and low level construals, in summary, a middle level construal. IKEA proposes that
customers feel more inclined when they are presented about environmental issues in their
particular way, presenting environmental solution and behaviors that align with their needs.

Focus on transmitting both knowledge and
practices to users in all stages of the
4 Environmental Literacy shopping experience

Green Purchase

4

Brand Experience

Intention
Consistent brand
experience based on 4 Psychological Distance
equality, frugality,
sustainability.
Conditions:
Sustainable issues are - Proper development of sustainable
presented with specific products
attention to detail: - Transparency in CSR reporting
- Focus on long-term - Consistent communication of brand
solution hedonic and utilitarian values
- Avoidance on short- - Manipulation of psychological distance
term losses - Downward (customer-bound) stream of

environmental knowledge

Figure 19.- Conceptual framework with concepts and conditions found in the case study.

6.5.2.- Practical Contributions

From a managerial perspective, Study 4 challenges marketing managers of green brands to
think about the psychological distance to environmental issues that their brand experience
communicates. This study highlights the importance of crafting a brand experience that can
both communicate the main pillars of brand identity and at the same time manipulate the way
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customers think about the challenges and goals that the environmental problems that the
brand solves. Success to do so can provide benefits to long-term relationships with customers
and competitive advantage, through increased purchase intention. Consequently, based on the
findings, it is suggested CEOs, marketing managers and store designers for green brands follow
these three recommendations:

1. To identify the key ideas behind their brand identity, to clearly define the knowledge,
experiences, and emotions they want to communicate and craft brand experiences
consistent with the previous points.

2. To consider how the brand experiences affect customer’s mental image about
environmental issues, and craft marketing communications that are consistent with
the proposed psychological distance to them.

3. To understand how presenting environmental issues to their customers in the context
of brand experience can motivate green consumption, by matching a customer’s
mental construal of environmental issues, with the proposed brand’s solutions and
outlook on these issues.

6.6.- Limitations

Study 4, through the use of an exploratory case study, has been able to contribute to the
literature by providing a logical argumentation for the theoretical framework of the
relationship of environmental literacy, psychological distance of climate change and green
purchase intention.

However, the study is not without its limitations. Study 4 presents three major limitations:

1.- Only using one single case study. The usage of IKEA, a very critical company, provided
evidence in favor of the contributions, but single case studies present weaknesses in
replication and comparison. Future qualitative research on the topic should be done by
integrating several green brands and examining the differences in the design of brand
experience and psychological distance level that their marketing communications aim for.

2.- Lack of financial performance evidence. Due to accessibility constraints, it was not possible
to obtain detailed financial performance indicators of IKEA’s sustainable products. Due to this,
the implications of the case study remain on the theoretical side, and future research should
look into integrating detailed financial data that shows the success rate of green brands’ brand
experiences that properly match a customer’s mental image of environmental issues

With all of the limitations in mind, Study 4 serves as the summary of the main points of this
dissertation, by introducing the concept of brand experience as the tool that companies make
use of to manipulate the level of psychological distance and transfer environmental literacy to
its customers, with the goal of increasing green purchase intention in the context of a
producer of a green brand, such as the case for IKEA. Study 4 is supported by the empirical
data obtained in Studies 1, 2 and 3, showing a vast array of qualitative data spun in the
narrative built by the previous studies. However, future research must make sure to use
multiple case studies to increase the generalization of the results, as well as have access to
financial performance evidence, to compare the success rate of companies that create brands
that successfully manipulate psychological distance and transfer environmental knowledge.
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7.- Conclusion

After an exhaustive review of relevant literature, collection of data from both quantitative and
qualitative sources, analysis from the point of view of producers and consumers of green
products and explaining in detail the findings in each study of this dissertation, this last section
will serve as a summary of the core ideas of the studies, serving as a recapitulation of what has
been learned so far.

Thus, this section is divided as follows: first, Section 7.1 will contain an overview of the findings
in each study, along with the logical thread that unites all the conclusions together. Next,
Section 7.2 will highlight the specific findings that serve to move marketing theory forward and
contribute to the field of green marketing, brand management and environmental behaviors.
As well as argue on the worth of the findings in the development of new marketing theories.
Finally, Section 7.3 will delineate the main limitations of this study and propose avenues for
further research.

7.1.- Overview of findings

Through the use of both qualitative and quantitative analyses, this dissertation has sought to
establish the roles that several latent variables in the literature of green marketing, brand
management, consumer behavior and environmental behavior have over green purchase
intention. The decision to focus on green purchase intention as the main dependent variable is
twofold. First, because of its wide presence in the literature (Feng et al., 2021; Schill & Shaw,
2016; Tong et al., 2021; Yang et al., 2015) and due to its practicality in applying it to practical
contributions. As is the work of many scholars in the field of marketing, this dissertation aims
to not only contribute a series of findings to a growing body of knowledge, but to provide
easily digestible recommendations for practitioners.

The ancillary pillar behind the findings of this dissertation is the concept of psychological
distance, and its basis on construal level theory, as an antecedent of green purchase intention
(Kim & Song, 2019). As the topic of green purchases is linked to a hedonic value derived by the
pleasure of matching one’s environmental needs with an appropriate solution, the solution
must solve an issue. Indeed, this issue, in the form of environmental issues, such as climate
change, deforestation, animal extinction, or greenhouse gas effect, all are events that are hard
to define, and harder event to conceptualize. Therefore, the use of psychological distance and
the construal level provides a very important leverage of this nebulous concept that is an
environmental issue, and can turn it into an ally for the green marketing literature.

The first study in this dissertation uses empirical quantitative analysis to explain the nature of
the relationship between psychological distance of climate change and green purchase
intention, in the context of a consumer, in this case, of a Japanese consumer of green products.
The analysis is done through regression analysis, and aims to prove that there exists an inverse
U-shaped relationship between psychological distance of climate change and green purchase
intention. The findings point out that, theoretically, this relationship is indeed an inverse U-
shaped one, meaning that there is an inflexion point which marks the maximum achievable
green purchase intention before it diminishes the higher the construal level is imagined.
Practically, for the current study, the analysis reveals that it is a higher level of psychological
distance the one that provides the highest green purchase intention, formalizing the
relationship between the two as a positive one, for this sample.

79



The second study in this dissertation uses empirical quantitative analysis to explain the nature
of the relationship between environmental literacy, psychological distance of climate change
and green purchase intention, in the context of a consumer, in this case, of a Japanese
consumer. The analysis is done through structural equation modelling, and aims to prove that
there is a positive direct relationship between environmental literacy, green purchase
intention and psychological distance, as well as psychological distance working as a positive
mediator of the relationship of environmental literacy and green purchase intention, by
amplifying its effects the higher the construal level perceived by the consumer. The findings
confirm the aim of the study and explain that environmental knowledge is a factor that help
process information regarding environmental issues, and improves fluency of the construal
level, therefore increasing green purchase intention at higher levels of psychological distance.
At the same time, the presence of high level construals about climate change will enhance the
effect of environmental knowledge, through a matching effect of desirability towards future-
oriented goals.

The third study in this dissertation uses empirical quantitative analysis to explain the nature of
the relationship between framing effect, environmental literacy, psychological distance of
climate change and green purchase intention, in the context of a consumer, in this case, of a
Japanese consumer. The analysis is done through a three-way ANOVA between subject’s test,
and aims to prove that framing effect has an interaction effect with psychological distance and
environmental literacy in their prediction of a customer’s green purchase intention, so that
positive frames benefit customers on high and middle construal level, and negative frames
benefit customers on low construal level. Although no direct interaction is found between the
framing effect and the latent variables, concrete differences between the groups confirm the
aim of the study and explain that only in the case of individuals with greater levels of
environmental literacy, positive framing effect provides the hypothesized effects, by increasing
the relationship of environmental literacy and psychological distance for high and medium
level of psychological distance and negative framing does the same for customers in the low
level of psychological distance.

The fourth and final study in this dissertation employs an exploratory case study research to
explain how the brand experience of a green corporation is created, and what the ideas behind
it are, in the context of a producer, in this case, of the Swedish furniture retailer company,
IKEA. The case study presents brand experience in the context of its manipulation of
psychological distance and transferal of environmental knowledge, based on previous research
hypothesis (Yoganathan et al., 2019), and the findings point out that when brand experiences
are perceived by customers of a green brand, knowledge and emotions are communicated,
and when these experiences align with a customer’s perceived psychological distance to
environmental issues and knowledge and practices are communicated towards customers, the
fit between the two leads to a higher engagement with the brand and its green products,
therefore driving green purchase intention up.

7.2.- Overview of theoretical contributions

The value of any dissertation is what it contributes to the current stream of knowledge in the
field. To make a valuable contribution, a research gap must be filled.
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Following this line of reasoning, this dissertation first defined the concepts of psychological
distance and green purchase intention, their most relevant contributions in the present
literature, and elucidated which research gaps are present at the moment. The main research
gaps in the literature of framing effect, environmental literacy, psychological distance and
green purchase intention are identified as:

1.

A lack of the study of the middle level of psychological distance. A lack of clarity on
which level of psychological distance provides the most motivation to engage in
sustainable behavior

A lack of focus on the interaction of environmental literacy (consumer characteristic)
and psychological distance of climate change (cognitive factor).

A lack of study of the use of framing effect on the relationship between environmental
literacy, psychological distance and green purchase intention.

A lack of exploratory research about the ways in which companies design their brand
identities and experiences and how these influence the psychological distance to
sustainable issues and environmental literacy of their customers.

And the way that the marketing literature has been advanced by filling in these gaps is
described as:

1.

Proposed a definition based on previous literature of the middle level of psychological
distance. Conducted an empirical regression analysis of the relationship of
psychological distance of climate change and green purchase intention. Theoretically
proved the relationship to be an inverse-U shaped one. Proposed further research this
framework to study the middle level of psychological distance. Formulated an inverse-
U shaped relationship between psychological distance and green purchase intention,
through which it is possible to ascertain which construal level is the optimum to
maximize green purchase intention. Proposed that a high level of psychological
distance is the one to work in the practice, until further research is conducted on the
middle level of psychological distance.

Conducted a structural equation modelling analysis of the relationship of
environmental literacy, psychological distance and green purchase intention,
identifying the positive direct relationships of environmental literacy and psychological
distance on green purchase intention, as well as the model of mediation that
psychological distance has on the relationship of environmental literacy and green
purchase intention.

Conducted a three-way ANOVA between subject’s test to test the framing effect on

the relationship between environmental literacy, psychological distance and green
purchase intention, identifying that positive frames benefit the relationship of high
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and middle level construal, and negative frames benefit the relationship of low-level
construal, with environmental literacy and green purchase intention.

Conducted an exploratory case study research about the process that IKEA follows to
create their brand identity, and the sustainable messages contained inside. IKEA
employs their brand experience to transmit knowledge and practices to their
customers, and manipulate their psychological distance to sustainable issues by
focusing on long-term solutions and avoiding the stress of short-term losses.

Through the findings of the dissertation, these research gaps have been fulfilled and new
research avenues for the future have been proposed. Thus, this dissertation has not only
proven new relationships between established latent variables in the field of green marketing,
but also provided avenues for future research.

7.3.- Limitations and future research

The present dissertation presents a series of limitations that need to be addressed in future
research, as a way to build upon the theoretical body proposed in Studies 1 through 4. There
are four major limitations to this dissertation, and they are presented from less important to
more important for future research.

1.

Lack of comparative case study data. In the case of Study 4, the use of a critical case,
such as IKEA, can help bridge the gap between the observations and the theory, but
can also hurt the generalizability of the results. The main problem behind this is due to
the importance of Study 4 as an exploratory case study, by which the ways that
companies use their brand experiences to manipulate the environmental literacy and
psychological distance to climate change of their customers. Because of only making
use of one case study, from data collected from an industry that differs from the
previous studies, it makes it hard to concisely define the use of brand experience in all
companies. As this limitation was not addressed during the argumentation of Study 4,
it must be addressed in future research by performing a multiple case study research,
comparing IKEA with its competitors, and observe the differences that brand
experience crafting process has over the manipulation of psychological distance to
climate change and environmental literacy of their customers.

Lack of the clarification of the scope of climate change (and the psychological distance
of it), as the background motivator for green purchases, in the literature review and
the scenarios presented in the survey data used in Studies 1, 2 and 3. As is defined in
the introduction of this dissertation, the issue of climate change is a multifaceted issue,
affecting several facets of the production process for companies engaged in the
creation and improvement of green products, and whose scope (both temporally and
spatially) is far beyond the understanding of individuals, specially customers of these
products. In this dissertation, climate change is presented as a background and issue
which green products are aimed on solving, specifically, green packaging products and
ecologically-sourced furniture. But the scope of “how” these products contribute
towards reducing the impact of climate change is not explored. This creates a
limitation in the interpretation of the results of this dissertation: the specifics of
exactly what the green products do towards climate change is not addressed in the
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literature review, or specified in the scenario posed to the respondents. Therefore,
this makes the assumptions that higher environmental knowledge about climate
change, or a high construal level in the minds of customers when thinking about
climate change are having the desired effect of increasing green purchase intention,
less convincing. As climate change is composed of several issues, a general background
does not provide enough evidence for it being the motivator for green purchase
intention. Therefore, future research must properly address the role of the green
product regarding a specific issue of climate change (food shortages, floodings, rise in
temperatures, change in habitats and extinctions, greenhouse effect, etc.) and its
effect on the information regarding a specific issue is processed by the customers of
said green product, as well as the causes and effects of a customer’s purchasing
behavior. Building upon this dissertation, it is suggested to present products that have
a substantial and factual effect on a specific issue, for example, automobile CO;
emissions and the greenhouse effect, and study the processing of information that
customers of this specific industry face when green marketing messages that
manipulate environmental literacy and psychological distance towards the greenhouse
effect are introduced.

Lack of a differentiation in dimensions for the measuring of environmental literacy.
The concept of environmental literacy is based on the conceptual definition by Roth
(1992), as is described in section 4.2. This definition mentions the “(individual’s)
capability to understand and interpret ecological issues while taking necessary actions
to restore and enhance the environment”, thus focusing on actions taken. However,
the concept of environmental literacy used in this dissertation, and the measurement
items employed to measure this concept, described in section 3.3.2, include not only
the actions that individuals take towards ecological issues, but also their knowledge,
attitude and beliefs. As is also pointed out in section 3.3.2,. the scaled employed to
measure environmental literacy is a combination of relevant items from the revised
New Ecological Paradigm (NEP) scale by Dunlap et al. (2000) and the Environmental
Attitude of the University (EUA) scale by Manzanal et al. (2007) and Rodriguez-Barreiro
et al. (2013). These scales contain sub-concepts in themselves (beliefs, practices,
attitudes, knowledge and anthropocentrism) and therefore there is a gap in the way
that the concept of environmental literacy is defined and measured, and the items
that comprise the scale used in this dissertation. Future research must make sure to
further itemize a concept into its sub-concepts, and avoid averaging the score of these
items in one dimension: customers that have higher environmental knowledge may
not be engaged in more common environmental practices, but given the average
items of the present dissertation, one concept can be confused for the other, making
the results of Study 2 and 3 less impactful than if the sub-concepts of environmental
literacy were treated, measured and analyzed separately. A proper expansion of the
concept of environmental literacy into the sub-concepts that the EAU and NEP scale
provide, is the next step to improve the results of Study 2 and 3.

Lack of practical significance on the middle level of psychological distance being the
optimum level for increasing green purchase intention. In the case of Study 1, the
results for the inflection point in the inverse-U shaped relationship of psychological
distance and green purchase intention reveal that the squared term of psychological
distance is found to be negatively significant, affecting the relationship when a certain
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optimum value is reached. For the current sample, this optimum point it is far above
the maximum score that the scales employed, therefore it is assumed that it is a high
level of psychological distance that is the most optimum one, and not a middle level,
as was theorized. Therefore, it cannot be said that there is a middle level of
psychological distance, or that it is the most optimum one to increase green purchase
intention. The meaning of this inverse-U shaped relationship then, needs to be focused
in the scope of information processing and environmental literacy for the customer,
and as a spectrum, not a single point. Interpreting the optimum interval after which
psychological distance has a negative impact on green purchase intention as a flexible
spectrum allows for a less rigid interpretation of the concept in the background of
climate change. For this dissertation, the results show that the optimum level to aim
for in customers of green products is a higher interval of psychological distance, having
its peak outside of the measurement model. This result could happen because of the
way that climate change itself is processed in the mind of customers: as a distant,
unknown and far away event. Therefore, it is to be expected that this effect persists in
future research, and thus, the definition of a middle level of psychological distance is
not adequate for this phenomenon. This limitation is the most important one in the
paper, as it opens new possibilities to continue researching about the topic of the
importance of an optimum interval of psychological distance to a given sustainable
issue and its impact on green purchase intention, once the inverse-U shaped
relationship has been contributed to the literature. As it stands, future research on this
topic must be made analyzing this relationship in the background of concrete
issue/product/solution combinations, such as the aforementioned greenhouse
effect/automobiles/reduction of CO. emissions. The usage of different industries and
issues will help generalize the meaning of this inverse-U shaped relationship and
reveal the extent in which it is relevant to the study of green marketing, as a way to
settle a dichotomy actually present in the literature.

Through all of its limitations, this dissertation serves to contribute to marketing theory by
providing a new scope in which the concepts of psychological distance, environmental literacy,
positive/negative framing effect and green purchase intention are studied together.
Furthermore, the concept of an inverse-U shaped relationship of psychological distance and
green purchase intention is theorized and its limitations exposed, so that future research can
build upon a better understanding of the concepts that drive green purchases, so that
consumers and producers might engage in this business in a fruitful and prosperous way.
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Appendix

Interview Questions to IKEA Employees
Basic question:

e What s your experience with IKEA? Where did you work? And for how long? What
were your impressions with the company as a whole?

Question about IKEA’s marketing actions:

e Whatis IKEA’s main identity?

e Who are the customer targets of IKEA, and which are their needs?

e What do you think customers think about when they see IKEA?

e Does IKEA try to create emotional bonds with its customers? How?

e Does IKEA try to appeal to the five senses of its customers? (Through color, smell,
sound, textures...)

e Does IKEA promote certain behaviors in customers?

e Does IKEA teach customers anything?

e Is IKEA’s marketing consistent with its brand identity? Do they do as they say?

Question about IKEA’s CSR (corporate social responsibility)/ SDGs actions:

e Does IKEA present sustainable issues in its marketing? How?

e Does IKEA present solutions for sustainable issues? Which?

e Is sustainability a priority of IKEA as a business?

e IsIKEA’s environmental impact explained in detail or presented generally?

e Does IKEA present sustainable issues in a positive or negative manner (i.e.: there is
hope for the future if we start working now to solve them VS how the world is running
out of resources, and we need to do something immediately)

e How does IKEA communicate sustainable living practices to its customers?

e Does IKEA as a brand promote thinking about the environment?

e Does IKEA as a brand promote frugality?

e How does IKEA justify investing in sustainable products?

e Does IKEA promote sustainable products in a different way from regular products?

e How is IKEA considered by customers as a place to consume sustainably?

e Are customers satisfied with IKEA’s growth in sustainability?

e Does IKEA promote sustainable consumption of other products? (not furniture)

e Has IKEA been accused of greenwashing? (promoting sustainable production but
engaging in unregulated harm to the environment)

e Does IKEA believe that customers are motivated to purchase more sustainably by
environmental issues and urgency?

e Is there something you would like to add?
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