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What prompts green choices?

* Potential mechanisms:
1. A desire to behave morally.
2. A motivation for consistency in behavior and identity.
3. Green being “top of mind”.

Background

* Three theories that might explain eco-friendly choices:

Green Choice
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construct may increase the preference for
green products.

environmental conservation should increase

alternative due to self-signaling, dissonance

Accessibility — Priming a pro-environmental

Methods

* We employed the following consequential choice experiment

to identify what best predicts pro-environmental choice:

[ Random assignment ]

Set Up:

/ Write exercise \ / Write poverty \ / Write recycling \ ﬂivaluate pre—writterﬁ

slogans... awareness slogans... slogans... recycling slogans...
Exercise Poverty Recycle Rating
high effort high effort high effort low effort
lower moral boost high moral boost high moral boost lower moral boost
non-green non-green green green

Manipulation:

Choice between gift cards:
Amazon.com vs. Greenhome.com

Main DV: l

Fig. 1. Experimental Design. Gift card choice denoted by the proportion of people
choosing Greenhome.com in the exercise (g,), poverty (g,), recycle (g,), and rating
(g,) conditions. (N = 756; 48.4% female; age 18-68)

* It Moral Token: g,< g., 9,, 9, Or 94 9p < Ge 9;
» It Consistency: g,> g., 9,, 9,

* If Accessibility: g,, g,> 9., 9,

Results & Discussion

Accessibility best explains green choice.

* Those primed with green or who engaged in an effortful green
behavior were more likely to choose the green gift card.
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Fig. 2. Likelihood of choosing Greenhome.com by exercise (g,), poverty (g,),
recycle (g,), and rating (g,) conditions. Error bars represent SE. Recycle vs.
exercise (p =.01) and poverty (p =.001). Rating vs. exercise (p =.005) and poverty
(p =.001).

Results & Discussion (cont.)

» Accessibility presumes activation of an existing green mental
structure, which subsequently influences preference for the
green gift card.

* New Ecological Paradigm (NEP) Scale — A measure of pro-
environmental attitude.

Increased accessibility coupled with an existing green
mental structure drives green choice.
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Fig. 3. Likelihood of choosing Greenhome.com by task type and NEP score. Error
bars represent SE. A logistic regression revealed a main effect of task type such
that those who engaged in a green task were more likely to choose the green gift
card than those who engaged in a non-green task (p < .001). The effect of NEP
was non-significant, but critically and as predicted, the interaction of task type and
NEP was significant p = .05.

Conclusions

» Findings imply a two-stage framework that is key to motivating
pro-environmental choice: fostering eco-minded attitudes and
subsequently triggering those constructs in real-time.

» Linking these two approaches more directly is an important,
and perhaps overlooked, piece to the puzzle of promoting
green choices.
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