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Construct of measuring of sustainable consumer behavior  

 
Abstract  
The article is devoted to the study of sustainable consumer behavior, which is a global 

consumer trend and is increasingly manifested in various consumer markets around the world. 
A review of the literature showed that there is still no universal approach and a scale for the 
measuring of the sustainable consumer behavior, which does not allow to assess the changes 
in consumer behavior, as well as to conduct the comparative studies of the sustainable 
behavior in the different markets. The aim of the study is to develop a construct of sustainable 
consumer behavior. Research methods include the literature overview and the existing scales 
analysis. To create the construct of sustainable consumer behavior was used card sorting 
method (14 individuals) and 23 semi-structured interviews of experts. The final construct 
included 3 factors: responsible consumer behavior, environment sensitive consumer behavior, 
information culture and security behavior. 
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1. Introduction 
 

The term “sustainable development” was coined in the report “Our Common Future” 
as the “development that meets the needs of current generations without compromising the 
ability of future generations to meet their own needs” (WCED, 1987). The modern 
understanding of sustainability encompasses environmental concerns, social issues and 
economic growth (Obermiller et al., 2008). Sustainable development goals (SDGs) introduced 
by the UN for the period 2016-2030 include ensuring sustainable consumption and production 
patterns (UN, 2016). The majority of countries entered into a race for achieving sustainable 
development goals tracking their progress in, i.e., SDG Index and Dashboards Report (Sachs 
et al, 2017). 

However, though the mankind understands the importance of sustainable development 
for its mere future survival and many modern innovations strive to find a balance between 
economic and environmental concerns, still the progress in solving the problems of inequality 
and environmental pollution and achieving sustainability cannot be evaluated as fast 
throughout the whole world. The priority of the short-term efficiency, the phenomenon of 
philosophical presentism, the aspiration to shift environmental damage to other countries, 
other social strata or other generations are still very wide spread (Vaschalova, 2018). Under 
these conditions, sustainable development should be simultaneously supported by the 
governmental and NGO pressure, companies’ activities and consumers’ choices. The latter 
can be labeled as sustainable consumption that is a consequence of the sustainable consumer 
behavior. 

This article is devoted to analyzing the directions and components of sustainable 
consumer behavior. To be able to influence consumer behavior and to segment customers 
based on their attitudes to the sustainability issues, it is necessary to measure their present 
inclination to sustainable consumption. It is also important to understand if sustainable 
choices on one market influence the propensity to sustainable consumer behavior on other 
markets. The aim of this work in progress is to develop and test the scale measuring of 
sustainable consumer behavior.    

 
2. Theoretical background and literature overview 

 
Sustainable consumption is supposed to substitute consumerism, the religion of the 

second half of the XX century, as it was stated by Steven Miles (2009). Consumerism started 
as a movement for customer rights and became an incentive to increase service quality and 
provide freedom of choice. On the other hand, consumerism entails an endless quest for 
material values, fast obsolescence of products, addiction to brands and shopping process, 
perception of other people and self through conspicuous consumption of products and 
services. Product reliability and durability as well as household savings for the potential 
future needs are sacrificed to the current over-consumption (Campbell, 1994). 

The main features of sustainable consumption as opposite to consumerism can be 
summarized as following (Barr & Gilg, 2006; Peattie & Collins, 2009; Gogia & Sharma, 
2012; Briz & Ward, 2009; Hughner et al., 2007; Kavaliauske & Ubartaite, 2013): support of 
the product life cycle, focusing on long-term use and repairs if necessary; rational use of 
goods without overconsumption of any kind; multifunctionality of goods, expansion of 
possible spheres of application; presence of the manufacturer's price premium which is 
accepted by the consumer; goods and services popular regardless of fashion trends; emphasis 
on retaining existing customers; intensive way of development of the company; the main 
focus in marketing activities is not on pre-buying and buying phases of consumer behavior 



but the phases of use and post-use of the goods, since these two stages have the greatest 
impact on the environment. 

Sustainable consumption should be understood as consumer behavior aimed at 
meeting the current needs of the individual without harming the needs of future generations 
by using and utilizing benefits that are created with concern for social and ecological well-
being. It is worthwhile to distinguish between the terms "sustainable consumption" and 
"responsible consumption": responsible consumption is a consequence of a person's concern 
for one's own health and well-being; sustainable consumption means concern about well-
being and the state of society (Eden, Bear & Walker, 2007; Oliver, 1996). 

The study of sustainable consumption began with the so called “green consumption” 
(Polonsky, 1995; Aragon-Correa, 1998; Buysse & Verbeke, 2003; Camino, 2007; Fraj- 
Andrés, 2008). Then, social trends were added to environmental issues (Maignan, Ferrell, & 
Ferrell, 2005), and then the economic components (Obermiller, Burke, & Atwood, 2008). 

The first step in developing a conceptual model for evaluating sustainable 
consumption is to determine factors influencing it. In this field we repulse from Classical 
models of individual consumer behavior (Engel & Blackwell, 1969; Sheth, Newman & Gross, 
1991; Kotler, 1972). All such models divide all factors influencing consumers on internal and 
external (Kotler, 1972). Practically all studies on the topic state that internal factors play a 
more important role in insuring consumer sustainability. Kavaliauske & Uzdavinyte (2013) 
proved that personal factors have the biggest influence on green products purchase compared 
to social and cultural ones. Zografos (2007) showed that gender, age, level of education, and 
professional activities greatly affect the formation of responsible behavior. Generally, 
researchers pay big attention to the values of sustainable consumption. Vermeir & Verbeke 
(2006) proved the effect of the sustainable development values on different population 
groups. The best classification of sustainable consumption values can be derived from the 
wellness concept (Kraft & Goodell, 1993). Ardell (1977) was the first to formulate them as 
health nutrition, physical activity, stress management, personal health responsibility, 
environmental concern. Personal health responsibility later transformed into the concept of 
health consciousness (Gould, 1990) including such factors as health motivation and health 
information seeking and usage. Consumers with high health consciousness and environmental 
concern usually are willing to choose green and eco products even despite their higher price 
(Michaelidou & Hassan, 2008; Hughner, 2007; Kavaliauske & Ubartaite, 2014).  

Among important external factors influencing sustainable consumer behavior we can 
mention adoption by community (Moisander, 2007), consumer’s entourage (Goldstein, 
Cialdini, & Griskevicius, 2008), different categories of opinion leaders (Kavaliauske et al., 
2013), role models like celebrities (Brace-Govan, 2012), green advertising, eco labels and 
environmentally friendly packages (Leonidou & Leonidou, 2010), promotion of healthy 
lifestyle by media (Maynard & Franklin, 2003). 

Many researches show that when comes to sustainable consumption there is a big 
difference between the declared values and actual consumer behavior because of the existence 
of different types of barriers. Green products are more expensive and sold in smaller 
quantities than the “usual” ones (Gogia & Sharma, 2012). Limited product availability and 
lack of infrastructure are also determined as discouraging sustainable consumer behavior (De 
Pelsmacker & Janssens, 2007). It is proved that for sustainable consumption consumers have 
to change everyday rhythm of their lives and well-established habits, which is difficult to 
implement in practice (Jansson, Marell, and Nordlund, 2010; Dolnicar, 2008). Lack of 
knowledge also might influence consumer intentions negatively (Leiserowitz, 2006). 
Thogersen (2004) conceptualized all barriers as direction and strength of values and attitudes 
(where these value orientations are in the personal hierarchy of values), lack of resources 



(time, money, access, knowledge, skills, etc.), and structural barriers (laws, regulations, 
subsidies, infrastructure, available technologies, social norms).  

However, existing studies within sustainable consumption and behavior are limited to 
specific areas of life (for example, eco-tourism (Dickinson, 2006; Dolnicar, 2008; Zografos, 
2007), food consumption (Grunert, Hieke & Wills, 2014; Vermeir & Verbeke, 2006), regional 
aspect (Sharifah, Laily, and Nurizan, 2005) or only one of three aspects of sustainable 
consumption (ecological, economic or social, for example, Boztepe, 2012; Ken, 2001) and do 
not imply to evaluate the common shift in consumer behavior as well as to compare behavior 
changes in different markets, customer segments and countries. It is why there is a need to 
have the universal approach and scale for measuring the sustainable consumer behavior.  

 
3. Research method 

 
The literature overview showed that the previous researches focused on the values of 

sustainable development and their influence on consumer behavior, situation on the concrete 
product and service markets, concrete spheres and orientations of sustainable consumption. 
Still, there is a lack of a comprehensive instrument that would encompass all manifestations 
of sustainability orientations in consumer behavior. Though we find the task of elaborating 
such a scale a challenging one, we would like to make an attempt to unite and classify the 
spheres of sustainable behavior and form the basis for further researches.    

The main steps in developing an instrument for assessing sustainable behavior are the 
following: identification of the spheres where sustainable behavior is especially evident; 
determination of their main attributes; operationalization of the attributes allowing to measure 
the propensity to sustainable behavior of individual customers and customer segments.   

A dominant share of the previous research suggested scales for evaluating the presence 
of health concerns in consumer behavior in whole (Kraft & Goodell, 1993) and in food 
purchases in particular (Dutta-Bergman, 2005). Barr and Gilg (2006) described sustainable 
consumption as consisting of three constructs: purchase decisions, habits, and recycling. 
Grunert, Hieke and Wills (2014) united in one scale the measurement of concerns about own 
health and about global social and environmental problems. The scale suggested by Mohd 
Suki (2016) is dedicated to choosing environmentally friendly products. Wu, Zhou, and Song 
(2016) measured the actual sustainable consumption behavior as well as factors influencing 
the sustainable consumer.  

The above mentioned scales as well as papers by Ni (2010) and Dong, Yang, and Li 
(2012) were used to collect a redundant set of statements. This process resulted in a set of 104 
statements, out of which 3 were excluded as completely identical. 

To make a preliminary assessment of the number of components of sustainable 
behavior, card sorting method was chosen. Open Card Sorting approach was used, where 
participants sort index cards into logical groups and create their own names for the new 
categories. This test was carried out by 14 individuals (9 female, 5 male, average age 32,1 
years old). This procedure led to the formation of 4-9 groups (on average 7) with the 
following labels: health nutrition, physical activity, health care, choice of sustainable 
products, reuse and recycle, limiting consumption, getting and transferring information about 
sustainable development. 

The evaluation of the constructed groups and the statements within the groups was 
based on 23 semi-structured interviews. The interviews were audio taped and then 
transcribed. The sample included experts in the field of healthy lifestyle (valeology), 
managers of companies involved in sustainability reporting, bloggers raising sustainability 
issues, and representatives of NGOs active in the field of sustainability. All interviews were 
held in February-March 2018.  



4. Research results 
 

The interviews revealed that the majority of respondents are critical towards many 
items in “health nutrition” group finding them overwhelming and partly contradictory. Further 
discussions of this issue with the interviewees led to the understanding that opinions about 
healthy (sustainable) / unhealthy (unsustainable) consumer behavior are formed to a great 
extent by the external information environment. In the modern information society, it 
becomes the responsibility of consumer to perceive and evaluate the information flows and 
make decisions based on the information that he/she considers as correct and relevant. 
Moreover, information can influence on the individual’s health and well-being directly. Based 
on that, a new group of factors of sustainable consumption was introduced connected to the 
behavior on the information market.     

The following research findings were taken into consideration while elaborating the 
construct of sustainable consumer behavior: 
- responsible behavior oriented towards own health and well-being is considered to be a 

part of sustainable consumer behavior because this behavior helps mitigating social 
problems; 

- both consumption choices and behavior aimed at reducing consumption are included; 
- the behavior on both product and services markets is studied. The importance of behavior 

on the information market is stressed. 
The focus is on the purchasing and post-purchasing stages. The processes of 

information seeking, awareness raising and motivation are left out of the consideration in this 
phase of the research.    

In the field of responsible behavior, 3 factors and 10 variables were identified. The 
construct “environment sensitivity consumer behavior” consists of 4 factors and 10 variables. 
Constructs “information culture and security behavior” are made up of 2 factors. 9 factors 
were stated by more than 10 respondents. The resulting constructs of sustainable consumer 
behavior are presented in Fig. 1. 
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Responsible consumer 
behavior 

- health nutrition 
- physical activity 
- preventive check-ups 

10 
statements 

Environment sensitive 
consumer behavior 

- limiting consumption  
- reuse and recycling 
- purchase of green (organic) products and 

services 
- participation in social and environmental events 

 
10 

statements 
 

Information culture and 
security behavior 

- content consuming  
- content generating  

3 statements 
 

Figure 1. Constructs and attributes of sustainable consumer behavior 
 
5. Directions of further research 
 
The next step is quantitative research. The aim is a test of new construct on Russian 

market to validate the scale. The sample consists of 840 respondents represented the largest 
Russian cities (St. Petersburg, Moscow, Chelyabinsk, Yekaterinburg, Kazan) and all age 
groups. On this time 320 responses has already returned. 

In the future, we plan to conduct a cluster analysis to identify different groups of 
consumers and describe the features of group models of sustainable consumer behavior. The 
new scale can be used to study the dynamics of changes in sustainable consumer behavior in 
the Russian market (possibly in other markets), and how to incorporate it into conceptual 
models of new research, including cross-cultural comparisons. 



6. Conclusion  
 
The research of sustainable consumer behavior is the focus of this article. An analysis 

of the literature showed that there is a big difference and contradictory opinions as to the 
understanding of the nature of the sustainable consumer behavior, and about its measurement.  

For development of universal scale for measuring sustainable consumer behavior 
several scales were used to collect a redundant set of statements. This process resulted in a set 
of 104 statements. The using of card sorting method (14 individuals) and 23 semi-structured 
interviews of experts allowed to get final construct of sustainable consumer behavior consist 
of three factors: responsible consumer behavior, environment sensitive consumer behavior, 
information culture and security behavior. The next step is to conduct a quantitative study to 
verify the validity and reliability of the scale. 

 
Literature: 

1. Aragon-Correa, J.A. (1998). Strategic Pro-activity and Firm Approach to the Natural Environment. 
Academy of Management Journal, 41(5), 556-567.  
2. Ardell, D.B. (1977) High level wellness. Emmaus, PA: Rodale Press. 
3. Barr, S., & Gilg, A. (2006) Sustainable lifestyles: Framing environmental action in and around the 
home. Geoforum, 37, 906–920.  
4. Barr, S., & Gilg, A. (2006) Sustainable lifestyles: Framing environmental action in and around the 
home. Geoforum, 37, 906–920. 
5. Boztepe, A. (2012) Green marketing and its impact on consumer buying behavior. European Journal of 
Economic and Political Studies, 5 (1), 5-21. 
6. Brace-Govan, J. (2012) More Diversity than Celebrity: A Typology of Role Model Interaction. 
Proceedings of conference ICAR 2012 “Anti-consumption and Society”, Auckland, New Zealand.   
7. Briz, T., & Ward, R.W. (2009). Consumer awareness of organic products in Spain: An application of 
multinominal logit models. Food Policy, 34(3), 295-304.   
8. Buysse, K., & Verbeke, A. (2003). Proactive environmental strategies: a stakeholder management 
perspective. Strategic Management Journal, 24(5), 453-470.  
9. Camino, R.J. (2007). Re-evaluating green marketing strategy: a stakeholder perspective. European 
Journal of Marketing, 41(11/12), 1328-1358. 
10. Campbell, C. (1994). Consuming Goods and the Good of Consuming. Critical Review, 8(4), 503-520. 
11. De Pelsmacker P., & Janssens W. (2007). A Model for Fair Trade Buying Behaviour: The Role of 
Perceived Quantity and Quality of Information and Product-Specific Attitudes. Journal of Business Ethics, 75 
(4), 361-380. 
12. Dickinson, J.E. (2006) Local transport and social representations: challenging the assumptions for 
sustainable tourism. Journal of Sustainable Tourism, 2, 192-208. 
13. Dolnicar, S. (2008). Selective marketing for environmentally sustainable tourism. Tourism 
Management, 29 (4), 672-680. 
14. Dutta-Bergman, M.J. (2005). Developing a profile of consumer intention to seek out additional 
information beyond a doctor: The role of communicative and motivation variables. Health Communication, 
17(1), 1-16. 
15. Eden, S., Bear, C., & Walker, G. (2007). Mucky Carrots and Other Proxies: Problematising the 
Knowledge-fix for Sustainable and Ethical Consumption. Geoforum, 39(2), 1044-1057. 
16. Engel, J. E., Blackwell, R. D., & Kegerreis, R. J. (1969). How information is used to adopt an 
innovation. Journal of Advertising Research, 9, 3-8. 
17. Fraj-Andrés, E., Martinez-Salinas, E., & Matute-Vallejo, J. (2008). A Multidimensional Approach to 
the Influence of Environmental Marketing and Orientation on the Firm’s Organizational Performance. Journal of 
Business Ethics, 88(2), 263-286.  
18. Gogia, J., & Sharma, N. (2012). Consumers’ compliance to adopt eco-friendly products for 
environmental sustainability. International Journal of Research in Commerce, Economics & Management, 2, 
130–136. 
19. Goldstein, N. J., Cialdini, R. B., & Griskevicius, V. (2008). A Room with a Viewpoint: Using Social 
Norms to Motivate Environmental Conservation in Hotels. Journal of Consumer Research, 35, 472-482. 
20. Gould, S.J. (1990). Health consciousness and health behavior: the application of a new health 
consciousness scale. American Journal of Preventive Medicine, 6(4), 228-237.  



21. Grunert, K.G., Hieke, S., & Wills, J. (2014). Sustainability labels on food products: consumer 
motivation, understanding and use. Food Policy, 44, 177-189. 
22. Grunert, K.G., Hieke, S., & Wills, J. (2014). Sustainability labels on food products: consumer 
motivation, understanding and use. Food Policy, 44, 177-189. 
23. Hughner, R.S., Mcdonagh, P., Prothero, A., Shultz, C.J., & Stanton, J. (2007) Who are organic food 
consumers? A compilation and review of why people purchase organic food. Journal of Consumer Behaviour, 6 
(2-3), 94-110. 
24. Jansson, J., Marell, A., & Nordlund, A. (2010). Green consumer behaviour: determinants of curtailment 
and eco-innovation adoption. Journal of Consumer Marketing, 27(4), 358 – 370. 
25. Kavaliauske, M., & Uzdavinyte, Z. (2013). Environmental concern and intention to purchase from a 
socially responsible company: predictors and relations. International scientific conference EMAC 2013, 7 p. 
26. Ken, P. (2001) Towards sustainability: The third age of green marketing. The Marketing Review, 2, 
129-146. 
27. Kotler, P.J. (1972) A generic concept of marketing. Journal of Marketing, 36: 46–54. 
28. Kraft, F.B., & Goodell, P. W. (1993). Identifying the health conscious consumer. Journal of Health 
Care Marketing, 13(3), 18-25.  
29. Kraft, F.B., & Goodell, P.W. (1993) Identifying the Health Conscious consumer. Journal of Health 
Care Marketing, Fall 1993, 18-25. 
30. Leiserowitz, A.A. (2006). Sustainability values, attitudes, and behaviors: a review of multinational and 
global trends. Annual Review of Environment and Resources, 31, 413- 444.   
31. Leonidou, C. L., & Leonidou, N. C. (2010). Evaluating the green advertising practices of international 
firms: a trend analysis. International Marketing Review, 28(1), 6-33.   
32. Maignan, I., Ferrell, O.C., & Ferrell, L. (2005) A stakeholder model for implementing social 
responsibility in marketing. European Journal of Marketing. 39(9/10), 956-977. 
33. Maynard, L. J., & Franklin, S. T. (2003). Functional foods as a value-added strategy: The commercial 
potential of “cancer-fighting” dairy products. Review of Agricultural Economics, 25 (2), 316-331.   
34. Michaelidou, N., & Hassan, L.M. (2008). The role of health consciousness, food safety concern and 
ethical identity on attitudes and intentions towards organic food. International Journal of Consumer Studies, 32 
(2), 163-170.  
35. Miles, S. (2009). Consumerism - as a Way of Life. Sage Publications. 
36. Mohd Suki, N. (2016). Consumer environmental concern and green product purchase in Malaysia: 
structural effects of consumption values. Journal of Cleaner Production, 132, 204-214. 
37. Moisander, J. (2007). Motivational complexity of green consumerism. International Journal of 
Consumer Studies, 31(4), 404-409.   
38. Ni, L. (2010). A Study on the Sustainable Consumption Mode Based on the Construction of “two-type” 
Society. Wuhan: Huazhong University of Science and Technology. 
39. Obermiller, C., Burke, C., & Atwood, A. (2008). Sustainable Business as Marketing Strategy. 
Innovative Marketing, 4(3), 20-27. 
40. Oliver, R.L. (1996) Varieties for Value in the Consumption Satisfaction Response. Advances in 
Consumer Research, 23: 143–7.  
41. Peattie, K., & Collins, A. (2009) Guest editorial: perspectives on sustainable consumption. International 
Journal of consumer studies, 33, 2, 107-112. 
42. Polonsky, M.J. (2001). Re-evaluating green marketing: a strategic approach. Business Horizons, 
September-October, 21-30. 
43. Sachs, J., Schmidt-Traub, G., Kroll, C., Durand-Delacre, D., & Teksoz, K. (2017). SDG Index and 
Dashboards Report 2017. New York: Bertelsmann Stiftung and Sustainable Development Solutions Network 
(SDSN). 
44. Sharifah, A.H., Laily, P., & Nurizan, Y. (2005) Toward sustainable consumption: An examination of 
environmental knowledge among Malaysians. International Journal of Marketing Research, 18, 426-436. 
45. Sheth, J.N., Newman, B.I., & Gross, B.L. (1991) Why we buy what we buy: A theory of consumption 
values. Journal of Business Research, 22: 159–170. 
46. Thogersen, J. (2004) A cognitive dissonance interpretation of consistencies and inconsistencies in 
environmentally responsible behavior. Journal of Environmental Psychology, 24(1), 93-103. 
47. United Nations (2016). Sustainable Development Goals. Retrieved from 
https://sustainabledevelopment.un.org/ (Last accessed: April 20, 2018). 
48. Vaschalova, T.V. (2018). Sustainable Development. Moscow: Urait. 
49. Vermeir, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the consumer attitude-
behavioral intention gap. Journal of Agricultural and Environmental Ethics, 19(2), 94-169.   
50. World Commission on Environment and Development (1987). Our Common Future. Retrieved from 
http://www.un-documents.net/our-common-future (Last accessed: April 20, 2018). 



51. Wu, C.-s., Zhou, X.-x., & Song, M. (2016). Sustainable consumer behavior in China: an empirical 
analysis from the Midwest regions. Journal of Cleaner Production, 134, 147-165. 
52. Zografos, C. (2007) The environmental values of potential ecotourists: a segmentation study. Journal of 
Sustainable Tourism, 1, 44-66. 


