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Abstract

Though reportedly aware, the importance of
sustainability is not reflected in consumers’
consumption behavior. Existing research excludes
both the concept of mindset as a driver for sustainable
consumption and the diminishing effect of stress on
this relationship. We close this gap by examining how
a growth mindset indirectly affects consumers’
sustainable purchase decisions, mediated by the
preference for sustainable products, and the influence
of technostress in an experimental online shopping
scenario. Results based on 121 participants show a
positive indirect effect of growth mindset on
consumers’ sustainable product choice, mediated by
their general preference for sustainable products,
while technostress has a negative moderating effect on
the relationship between preference for and choice of
sustainable products. Our study contributes to the e-
commerce and consumer psychology literature and
extends research by showing how external influences
disrupt the purchase decision of consumers who are
usually inclined towards purchasing sustainable
products under non-invasive conditions.

1. Introduction

With climate change being one of the biggest
challenges of our time, it is not surprising that the
sustainable market opportunities for the private sector
are projected to be worth up to US$12 trillion a year
by 2030 [1]. According to McKinsey & Company,
sustainability topped the list of biggest opportunities
for the fashion industry for the first time in 2020,
reflecting the consumers’ increased awareness of the
importance of sustainable clothing [2], though this
awareness does reportedly not equally manifest in
actual sustainable purchase behavior [3].

Research to date has revealed a number of factors
influencing sustainable consumer intentions and
behaviors [4, 5, 6, 7, 8,9, 10] and has also shown that
our mindset, i.¢., the way we perceive ourselves, others
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and the world around us together with the attached
beliefs on whether we are able to change those
conditions or not, is associated with general ipro-
environmental behavioral inclination and action [11,
12]. However, the concept of mindset has not yet been
considered to influence our inclination towards
specifically pro-sustainable products and actual
sustainable product choice.

While the consumers’ consciousness for
sustainability increased over the past years, e-
commerce is also accelerating on a global scale and got
its wultimate push during the global Covid-19
pandemic, with online purchases increasing 6-10%
across most product categories [13]. Features such as
24/7 opening hours, access to almost all product
categories or the opportunity to compare between
several offers certainly contribute to making online
shopping an attractive alternative to stationary retail.

However, the online shopping experience can be
diminished by the occurrence of stress that is caused
by the dysfunctionalities of an online store [14, 15].
Literature refers to technology-induced stress as the
phenomenon of technostress [14], leading to several
negative influences on the consumer on a physical and
psychological level as well as on behavioral responses
that end-users display in the form of leaving & future
avoidance of the situation following a stressful
experience [16, 17, 18, 19]. While no further research
has been conducted so far, those findings underpin the
potential of technostress to also impede usual
behavioral tendencies such as the preference for and
purchase of sustainable products.

With the consumer’s increased sustainability
consciousness and the rise of e-commerce in the past
years, a better understanding of the antecedents of and
potential impediments to sustainable consumption
becomes critical for online retailers to successfully
compete in the market. Thus, we aim to extend the
current research body by examining the role of
technology-induced stress and its effects on the
preference for sustainable products and the actual
purchase decision in an experimental online shopping

Page 4378



scenario. Additionally, we investigate how growth
mindset indirectly affects consumers’ sustainable
purchase decisions, mediated by the preference for
sustainable products

The paper is structured as follows: Based on the
theoretical foundations of implicit theories of
personality traits and attributes, we explain the
constructs of growth and fixed mindset and their
relevance for sustainable consumer behavior, followed
by the conceptualization of technostress. We deduce
our research model and depict three hypotheses which
we investigate in the experimental study design
presented. After analyzing the results of our study, we
conclude with the theoretical and practical
contributions of our findings and draw implications for
future research, based on the limitations of our study.

2. Theoretical Foundation and Research
Model

2.1. Mindset, Behavioral Inclination and
Behaviors in the Context of Sustainable
Consumption

A mindset is defined by an individual’s core
assumptions, values and beliefs which influence how
surrounding information is perceived and processed
[24, 25, 26]. The concept of mindset is deeply rooted
in the implicit theories of personality traits and
attributes and is characterized by the way individuals
understand themselves, others and the world around
them, and based on that, react or behave in a certain
way [26, 27]. These implicit theories materialize in
different conclusions on the malleability of certain
conditions. While entity theories imply that attributes
are rather fixed, invariant, or pre-defined, incremental
theories are based on the idea that attributes can be
influenced and thus develop and change over time
[27]. Research on implicit theories has primarily
attempted to reveal associations with learning
behaviors, attitudes, and results, as well as
psychological constructs such as resilience, well-being
and general satisfaction with life [27, 28, 29, 30, 31,
32]. Results have shown that individuals believing
their abilities can be influenced and developed over
time, so-called incremental theorists, display higher
levels of self-efficacy, internal locus of control and
positive attitude for learning and personal
development as well as they are more proactively
searching for feedback than individuals with rather
fixed beliefs on their abilities, who we refer to as entity
theorists [29, 30]. Correspondingly, the general
willingness of incremental theorists to train and
develop has been observed to be higher which matches

the observation that they show more efficient goal
setting and monitoring behaviors and ultimately
outperform entity theorists [28, 31, 33]. The observed
discrepancies can be explained through the deviating
beliefs, ideas and assumptions incremental and entity
theorists apply and thus distinguished in two opposing
mindsets: the growth mindset and the fixed mindset
[26]. Incremental theorists applying a growth mindset
evaluate success, failure, and effort differently, strive
for continuous improvement, show a higher degree of
motivation and willingness to perform as they believe
their own abilities as well as the world around them to
be malleable and dynamic. Entity theorists applying a
fixed mindset assume their abilities and the
characteristics of the world around them to be
immutable and the ingrained determinants for success
or failure [27, 34].

Examinations of implicit theories and the
connected mindsets in the field of consumer behavior
show that the differing perceptions of oneself and the
willingness to make an effort impact purchase
intentions and consumption behavior. Individuals
applying a fixed mindset tend to prefer products that
successfully satisfy their desire to confirm their
subjective evaluation of current abilities and strengths
with comparatively low effort. At the same time,
individuals applying a growth mindset favor products
subjectively associated with the opportunity to further
improve their competencies and show a higher
willingness to seek for and acquire products that have
a potential positive influence on future self-
development [35].

While the relevance of psychological factors as
determinants  supporting sustainable consumer
intentions and behaviors, such as social and personal
norms, emotions and beliefs, habit formation, self-
efficacy, and perceived consumer effectiveness, has
been broadly examined [4, 5, 6, 7, 8, 9, 10], thus far
research on how growth and fixed mindset as
psychological factors may influence the intention for
and realization of sustainable action is scarce. Building
on the existing body of research, Soliman and Wilson
(2017) were the first to introduce implicit theories as
another  psychological variable to reinforce
engagement in the domain of sustainability and found
a positive link between incremental theorists, applying
a growth mindset and thinking of the world around
them as changeable and dynamic, and the behavioral
inclination towards future sustainable action,
explained by their belief in the positive impact of their
efforts. In turn, entity theorists, pursuing a fixed
mindset, were less inclined to deem their individual
efforts as an effective way to cause change and were
less prone towards future sustainable action [11].
Duchi et al. (2020) build on and extend those findings
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by examining the impact of mindsets on actual
behavior through assessing the self-reported frequency
of sustainable actions. Their results provide support to
the initial results of Soliman and Wilson (2017) by
confirming the connection between application of
growth mindset and the inclination towards future
sustainable action as well as by further disclosing a
positive relationship of a growth mindset with the
increased frequency of actual engagement in
sustainable actions [12].

2.2. The Relevance of Technostress in the
Context of E-Commerce

While the overall perception of stress highly
depends on both individual attributes as well as the
characteristics of varying situations [36], Ragu-Nathan
et al. (2008) refer to the stress particularly experienced
when interacting with information and communication
technologies (ICTs) as the phenomenon of
technostress, namely that is stress “caused by an
individual’s attempts to deal with constantly evolving
ICTs and the changing physical, social, and cognitive
responses demanded by their use” [14, p. 418]. More
specifically, it is defined as the outcome of
simultaneous use of various applications or systems,
being constantly connected and overloaded by
continuous information flows, permanent updates of
software and hardware as well as technical issues and
disruptions [15], thus making technostress a
multidimensional construct that is commonly
categorized by different types of technostress creators,
collectively explaining the occurrence of technostress
[14,15].

Research findings related to the occurrence of
technostress and its effects on the consumer, have
proven its relevance in the context of e-commerce and
online shopping activities [14, 15]. It emerges that
technostress can be triggered by constantly changing
or counterintuitive user interfaces and the introduction
of new or additional website functionalities [14, 37,
38]. Furthermore, the fear of fraud and data abuse
when making a transaction as well as malfunctions of
the website, e.g., system error notifications or
breakdowns can lead to the experience of technostress
[16, 39, 40, 41]. Lastly, the occurrence of technostress
is highly related to the overall information
management of the used website and the required
cognitive demand. In that regard, specifically
information overload, opacity, irrelevance, or
insufficiency have shown to be antecedents of
technostress [17, 18, 43].

On a broader scale, technostress combines all
negative influences of human-computer-interaction on
physiological and psychological factors [20, 21, 22,

23]. In addition, cognitive performance can diminish
due to technostress leading to a lack of concentration,
nervous breakdowns, and moral disengagement,
caused by disruption or prevention of task completion
[44, 45, 46, 47].

Studies, specifically focusing on the impact of
technostress on the consumer in an e-commerce
context, have reported results consistent with the
overarching negative consequences of technostress on
physical, psychological, and cognitive parameters [16,
19]. Another component - in the field of consumer
research fundamentally important - is the behavioral
consequence that consumers draw following
technology-induced stress. The experience of
technostress has shown to be associated with
behavioral responses of flight and avoidance in the
shape of shopping cart abandonment, purchase
cancellation and the general rejection of e-services,
turning to alternative providers, to mitigate and evade
the stressful situation [17, 18, 19].

2.3. Research Model

With the present study, we aim to connect existing
research in the domains of sustainable consumption
and technostress in an e-commerce context and gain
insights into consumers’ sustainable preference, and
decision making. Our objective is to investigate the
effects of technostress on the relationship between
growth mindset and sustainable purchase decision and
the effects’ mediation through sustainable purchase
preferences in the context of clothing goods, using an
experimental study design. Based on the theoretical
foundation presented above, we suggest a research
model examining the effects of a growth mindset on
sustainable product preferences and sustainable
purchase decisions and their potential dilution through
experienced technostress. We build on and extend the
research of Soliman & Wilson (2017) and Duchi et al.
(2020) while acknowledging the existing research
body on psychological variables influencing
sustainable consumer intentions and behaviors.

Pursuing a growth mindset, thus being considered
an incremental theorist, has been associated with
sustainable behavioral inclinations very recently and
only on a broader behavioral scheme so far [11]. In this
context, the growth mindset was further introduced as
an additional psychological variable that fosters
overarching sustainability engagement. Generally,
psychological factors have shown to be important
determinants to sustainable consumer preference and
intentions [4, 5, 6,7, 8,9, 10]. Thus, applying a certain
mindset should influence the preference for
sustainable products. More specifically, endorsing a
growth mindset should positively impact the
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preference for sustainable products as, based on
implicit theories, incremental theorists see the world as
being malleable, dynamic and changeable and have
trust in the positive impact of their actions [11]. In turn,
pursuing a fixed mindset will not lead to increased
preference for sustainable products, as entity theorists
see the world as really fixed and if changeable at all,
only very slowly and at no large scale, which in turn
leads to them not believing in any further impact of
their actions [11]. Therefore, we posit the following:

Hypothesis 1: Growth mindset has a positive
impact on consumers’ general preference for

alleviate the situation by accepting and opting for
purchase decisions contrary to regular sustainable
product preferences. Our final hypothesis reflects this
connection as follows:

Hypothesis 2b: The effect of consumers’ general
preference for sustainable products on their
choice of sustainable products in the online
shopping situation is moderated by the presence
vs. absence of technostress.

Figure 1 depicts a graphical illustration of our
research model.

sustainable products.

Further research findings
have disclosed a positive
association not only between
growth mindset and the
inclination towards
sustainable action, but also a
subsequent positive effect on
engagement in actual
sustainable behaviors [12].
Based on the previous
theoretical derivation,
endorsing a certain mindset

Growth Mindset

Choice of
Sustainable
Products in
Shopping
Situation

General
Preference for
Sustainable

Products

should indirectly impact the

Figure 1. Research model

actual purchase of sustainable
products through the mediation of preference for
sustainable products. Thus, endorsing a growth
mindset should not only positively impact the
preference for sustainable products, but have an
indirect effect on purchase decisions as well, mediated
by the increased preference for sustainable products.
The opposite should hold true when pursuing a fixed
mindset. Accordingly, we propose the following:

Hypothesis 2a: Consumers’ general preference
for sustainable products has a positive effect on
the choice of sustainable products in the online
shopping situation.

Research has reported numerous influences of
technostress on consumers’ physical and mental well-
being as well as their cognitive performance [16, 17,
18, 19, 21]. In particular, those negative effects created
by the experience of technology-induced stress in an
online shopping context have shown to lead to a
change in behavioral responses of flight and avoidance
under perceived stress compared to normal
circumstances [17, 19, 43, 48, 49]. Connecting the
existing research to the field of sustainable
consumption, the negative impacts of technostress
may trigger inconsiderate behaviors to quickly

3. Empirical Study

3.1 Design and Participants

To examine the effect of growth mindset on the
choice of sustainable products in an online shopping
situation through the mediator of participants’ general
preference for sustainable products depending on the
level of technostress, we conducted an online survey
with a between-participants experimental design
(technostress manipulation vs. no technostress
manipulation). The online study was shared by
undergraduate and graduate students of a German
university via link. Applying the data collection
strategy of a snowball system, starting with students’
acquaintances, friends and family members, we
ensured a relatively heterogeneous age structure in
relation to common age groups of online shoppers. We
asked participants to put themselves in the situation
that they are about to buy clothes in an online store
called “Fashion for you”.

121 people participated in the experiment.
Approximately 56% of the sample is female. The mean
age is 35.5 years (SD = 14.5). The online questionnaire
randomly exposed participants to the experimental vs.
control condition, thus age and gender are equally
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distributed across both conditions (technostress
manipulation vs. no technostress manipulation).

3.2 Stimulus and Procedure

Research on actual sustainable behaviors has so
far lacked examination in an experimental setting and
has only been assessed by self-report measures [12].
The present study draws on the depicted findings and
aims to further extend existing research by utilizing an
experimental study design. To investigate our research
hypotheses, we created two fictional German online
stores providing sustainable and non-sustainable
clothing goods. To eliminate the effect of social
desirability in the respondents’ answering behavior, it
was not explicitly communicated that the consumption
of sustainable products was the focus of the
experiment. The two stores discriminate based on
technostress manipulation vs. no technostress
manipulation and their overall layout was oriented
towards the regular style of online stores.

scenario. Figure 2 shows the technostress
manipulation described.

After this technostress manipulation or a regular
no technostress condition, respondents were asked to
imagine that they were continuing their shopping and
saw eight pairs of respectively two products, and were
told to choose one of the two products of each pair by
clicking on the respective product. To further reduce
possible social desirability in respondents’ answering
behavior, the purpose of the study again was partially
disguised in the product selection by embedding three
distractor pairs consisting of either two sustainable
products or two regular non-sustainable products in the
product choices. Figure 3 gives an overview of product
pairs and distractors.

3.3 Construct Measures and Manipulation
Checks

The aspects of interest were measured relying

1) Incorrect page loading / website not available

2) Requirement to accept cookies

| Cookie Settings

3) Incorrect loading of product
images

"

-’\

5) Request to create a customer account

Lust auf Mecde?

3 N o
<

Figure 2. Technostress manipulation (experimental group)

The manipulation of technostress was based on
Tarafdar et al. 2019 [50], thus, including technical
malfunctions in forms of an incorrect loading of
website or product images, technical requirements
such as the need to accept cookies or to create a
customer account and advertising banners.
Participants were randomly exposed to either a
technostress manipulating or a no technostress

upon scales developed and validated in multiple
previous studies. We used eight items to capture
respondents’ growth mindset [51]. Respondents’
general preference for sustainable products was
measured with a two items scale evaluating
participants’ individual preference for ecological
products or products produced and traded under fair
conditions. To differentiate respondents’ level of
choice for sustainable products in the fictional online
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shopping situation, we created an index variable
summing up all sustainable decisions taken, thus,
leading to a minimum value of zero and a maximum
value of five (no implementation of distractor product
pairs).

We evaluated the measurement model for the
construct of growth mindset by using a confirmatory
factor analysis (CFA). In the course of CFA, the
measurement of the complex constructs is formally
represented by their indicators, with each individual
indicator corresponding to a flawed measurement of
the underlying construct [52]. Before conducting CFA,
all negatively worded items were first recoded so that
a high score on the scale also corresponds to a high
correspondence on growth mindset construct. Local fit
parameters applied show evidence of the validity and
reliability of the construct measure. First, all factor
loadings reach values of above 0.5. Cronbach’s alpha
reached a value of 0.91 thus exceeding the commonly
accepted threshold of 0.7 [53]. Average variance
extracted (AVE) shows a value of 0.55, thus exceeding
the threshold of 0.50. Composite reliability (CR)
shows a value of 0.91, thus exceeding the threshold of
0.60 [54]. As another local quality measure on
indicator level, the t-value of the factor loadings is
often considered to determine whether the factor
loading of an indicator differs significantly from zero.
In AMOS, instead of t-values, so-called critical ratios
(C.R)), i.e., the ratio of estimated covariance and
standard error, are output and can be used analogously
for the quality assessment. All items exceeded the
minimum threshold of C.R.-values larger than 1.96
[55].

With respect to manipulation checks, we
performed a check for the manipulation of technostress
on the online store website by asking participants to
indicate the degree to which they perceived
technostress in the respective website condition.
Technostress perception of respondents was measured
using three items which were designed and pretested
to achieve appropriate construct reliability and
validity. The wording of the items was as follows: 1)
“The scenario shown puts me personally under stress”,
2) “My stress level in such an online shopping
situation is very high”, 3) “I perceive the online
shopping situations shown as very stressful”. We used
a seven-point Likert-type agreement scale ranging
from 1 “Don’t agree at all” to 7 “Fully agree”. A two
sample t-test indicated a significant difference (t(119)
=8.33,p <0.001; Meechnostress = 4.7, Mreguiar = 2.5),
thus pointing to a successful manipulation of
technostress.

3.4 Results

We analyzed the data from the experimental study
using regression analysis. Technically, our research
model represents a moderated mediation model
because we are interested in the effect of growth
mindset on peoples’ choice of sustainable products in
an online shopping situation, mediated by their general
preference for sustainable products and whether this
causal chain is moderated by technostress. We used the
macro PROCESS v3.5.3 for SPSS as provided by
Hayes (2018) [56], which allows for comprehensive
analysis of conditional process models. Prior to the
regression analysis, we combined all multi-item
constructs into average index variables.

We used Hayes’ (2018) [56] model 14 for the

Sustainable vs. non- Distractor product pairs
sustamable product pairs
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Figure 3. Product pairs for sustainable choice index

analysis. Technostress was entered as a binary
moderator (1 = technostress condition). Furthermore,
we entered respondents’ general preference for
sustainable products as mediator. Peoples’ choice of
sustainable products in the fictional online shopping
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scenario was the dependent variable of the analysis. In
order to draw statistical inferences about the indirect
effect of our model, we followed a bootstrapping
approach [57], drew 5,000 bootstrap samples, and
calculated 95% bias-corrected confidence intervals
(CI).

Our first hypothesis predicts that people having a
growth mindset show a higher general preference for
sustainable products. Results from the regression
analysis support this assumption, as we found a
significant positive effect of growth mindset on
general preference for sustainable products (b = 0.32,
p <0.01).

Our second hypothesis is twofold. First, we
assume that consumers’ general preference for
sustainable products has a positive effect on their
choice of sustainable products in the fictional online
shopping situation. Results on this direct effect
confirm our hypothesis, showing a highly significant
positive effect of consumers’ general preference for
sustainable products on their choice of sustainable
products in the fictional shopping context (b = 0.62, p
< 0.001). Second, our hypothesis 2b claims that the
effect of consumers’ general preference for sustainable
products on their choice of sustainable products in the
fictional online shopping situation is dependent on the
perception of technostress. The results support this
assumption, as we receive a significant interaction
effect (b =-0.37; CI [-0.66; -0.08].

Figure 4 shows a visualization of the moderating
effect for both conditions of the experimental design
of our study. Looking at the visualization of the

experimental group (technostress). Accordingly, in the
control group, a low general preference for sustainable
products also leads to a reduced choice of sustainable
products in the online shopping situation, whereas a
high preference for sustainable products also manifests
itself in an increased choice of sustainable products.
However, this relationship is diminished in the
experimental condition, i.e., the presence of
technostress, resulting in a reduced choice of
sustainable products despite a high preference for them
(compared to the control group).

Finally, we hypothesize that a growth mindset
influences the choice of sustainable products in an
online shopping situation through general preference
for sustainable products and that this effect is
dependent on technostress. The results show that for
both conditions of the technostress variable there is a
significant indirect effect, drawing on 5,000
bootstrapping samples (technostress = 0: b = 0.62, CI
[0.42; 0.81]; technostress = 1: b = 0.24, CI [0.02;
0.47]) [58]. In line with this, we achieve a significant
result for the index of moderated mediation (i =-0.18;
CI[-0.28;-0.01]).

Concluding our results, all hypotheses were
confirmed.

4. Discussion

The findings of the present study underpin the
relevance of technostress in the context of e-
commerce. We provide new insights on how the
perception of technology-induced stress diminishes

sustainable consumption
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behaviors, despite preferences
for sustainable products being
associated with the pursuit of
certain  mindsets, deeply
rooted in the implicit theories
of personality traits and
attributes. We contribute to
the research fields of ICTs, e-
commerce and consumer
psychology by showing how
external influences disrupt the

Moderator:

— Experimental group (TS)
Control group (No TS)

purchase decision of
consumers who are inclined
towards purchasing

sustainable products under
non-invasive conditions.
First, our study reveals

Figure 4. Visualization of moderating effect

the threat of technostress in
the context of online shopping

interaction term, it becomes apparent that the slope of
the straight line for the control group (no technostress)
is much steeper than the straight line for the

and its detrimental power on
the deeply rooted psychological concept of mindset
through confirming the negative impact of
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technostress on consumers’ sustainable purchase
decision, despite preferring sustainable products under
non-stressful conditions.

In line with previous research, we highlight the
need for further research on technostress and its
negative influence on psychological, emotional, and
cognitive factors in the e-commerce domain [44], yet
first practical implications can be drawn from the
findings of the present study: Technical malfunctions
and the complexity of online shops, as induced in our
experimental manipulation, should be prevented and
thoroughly taken care of by e-commerce operators.
This includes securing server uptime, prevention of
broken links, clean and well-placed advertisements, or
the opportunity to purchase with one-time guest login
instead of requiring a user account.

Moreover, we show that endorsing a growth
mindset leads to higher general preference for
sustainable products which in turn increases the actual
choice of sustainable products. Our findings extend
previous research on the effects of growth mindset and
the general inclination towards and actual engagement
in sustainable action by disclosing the same influence
of growth mindset particularly on the preference for
and purchase of sustainable products in an online
shopping situation [11, 12]. We provide first research
evidence for the growth mindset being another
psychological  factor  determining  sustainable
consumer intentions and behaviors. Gaining a holistic
understanding of the antecedents supporting
sustainable consumption is crucial to better tailor
marketing and advertising activities to increase
conversion rates on sustainable product offers [59].

Nevertheless, our study presents only the first step
in examining the influence of growth mindset on
sustainable consumption behaviors and therefore also
faces certain limitations and need for further research.
The research at hand focuses exclusively on the
purchase of sustainable clothing goods, neglecting any
other product category. To confirm the validity of
growth mindset as a fundamental, distinct
psychological factor towards sustainable consumer
intentions and behaviors, the results of the present
study should be replicated in product categories, such
as food, cosmetics or hygiene products. Furthermore,
the experimental setting of our study did not consider
the individual differences in coping with technostress
in an online store. However, since the pursuit of a
growth mindset is associated with the application of
proactive coping strategies, future research should
investigate if this holds true when consumers,
endorsing a growth mindset, experience technology-
induced stress while shopping online [60, 61].

Lastly, future research should focus on the
opportunities to push sustainable behaviors in an

online shopping context. In consumer psychology and
marketing, nudging is a well-known technique to steer
consumers’ choices in a certain direction [62]. The
knowledge about the behavioral tendencies both
growth and fixed mindset entail could be used to
design online shops in a way that triggers sustainable
consumption behaviors. This way, even consumers
pursuing a fixed mindset, therefore being less inclined
towards sustainable product preferences and
purchasing behaviors, may be driven towards pro-
sustainable purchase decisions, for example when the
effort to purchase the sustainable product is equal to a
non-sustainable alternative or the advertisement of the
sustainable option is explicitly tailored towards the
consumers’ desire to confirm the positive appraisal of
their current self instead of focusing the marketing on
the positive future impact of sustainable action [35].
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