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Summary

Topic: This research examines customer retail return behavior by their environmental consciousness.

Motivation: Returned inventory incurs major environmental costs through transportation, packaging, and disposal of returned goods. Reducing return rates should be a win-win for the environment,
consumers, and retailers.

Methods / findings: Through a lab study, we found that more (vs. less) environmentally conscious consumers were more likely to return items because they purchased multiple sizes of the same item at
once. We analytically modeled this purchase behavior and found that an environmentally conscious consumer should prefer buying sequentially.

Impact: This incongruence could impact the way retailers present product information and help consumers understand blind-spots in their behavior, reducing return rates.
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