
Engaging Baby Boomers (55+) in sustainability conversations online – measuring the role of 
sustainability attitudes and mindset in Electronic Word-of-Mouth (eWOM) behaviour


Key words: sustainability attitudes, sustainability mindset, eWOM, Baby boomers, online behaviour, 
sustainability engagement, intergenerational sustainability dilemma 


Abstract:


There is a vast amount of online content created every day with younger generations being the 
major generators of electronic word of mouth (eWOM). eWOM is particularly important when it 
comes to sharing positive messages around sustainability as eWOM is proven to influence consumer 
behaviour. There is very little known about how to engage older generations in eWOM, even though 
these generations have higher purchasing power than their younger counterparts. Therefore, this 
paper measures how to initiate eWOM of older consumers (55+) (n=310) by applying common 
sustainability constructs (sustainability mindset and attitudes) in their role of engaging older 
consumers online using PLS-SEM.  
We find that having a sustainable mindset acts as a suppressor of willingness to participate in 
eWOM. However, we found evidence for the mediating role of positive sustainability attitudes 
turning this relationship into a positive relationship. We measured positive sustainability attitudes as 
the willingness to make sacrifices for the good of our planet. We show that those who are willing to 
make sacrifices are also likely to take part in eWOM about sustainability. We further find that this 
relationship is even stronger for those respondents using the internet for commercial purposes. Our 
findings are enhancing the current state of the literature as studies about sustainable consumer 
behaviour of older generations show varying, at times contradicting results. Our findings are relevant 
to marketers as it shows exactly what kind of older user should be targeted when the aim is to 
engage those in sustainability conversations online. 


1. Introduction




Governments around the world are introducing environmental legislation to encourage change 
towards a more sustainable future. Examples such as achieving net zero by 2050 are common 
themes visible in the media. Businesses are increasingly put under pressure to ensure sustainable 
consumption and production. To create meaningful change, businesses can only succeed if 
stakeholders such as employees, investors, the supply chain and consumers believe in the 
sustainability actions set by the business (Dobele, Westberg, Steel, Flowers, 2014). Sheth, Sethia and 
Srinivas (2011) agree that businesses that do not directly focus on the customer when 
communicating their sustainability strategy will fail.  Consumers are increasingly sceptical of 
businesses that use sustainability efforts as an advertising instrument (Lee, 2017) which can lead to 
the loss of customer trust and loyalty (Signitzer & Prexl, 2008). One way of knowing whether 
consumers are ‘buying into’ the sustainability efforts of a business is by monitoring and initiating 
consumer conversations online – also referred to as electronic word-of-mouth (eWOM).

 
There is a vast amount of online content created every day. Adolescents are major generators and 
transmitters of electronic word-of-mouth (eWOM) as they like to talk about their purchases and 
consumption experiences (Mishra, Maheswarappa, Maity and Samu, 2018). There seems to be 
ample research exploring eWOM among those younger consumers (see for example Affifa, Amir, 
Shaikh & Liaqat, 2021; Mishra et al., 2018; Koenig, Clarke, Hellenthal & Clarke III, 2022; Yang, 2013). 
Yet, businesses have a great interest in the older customer segment as those consumers (60+) have a 
higher repurchase probability (Mittal & Kamakura, 2001) and the highest disposable income (Lissitsa 
& Kol, 2016). Shaikh, Karjaluoto and Häkkinen (2018) find that age influences eWOM behaviour by 
demonstrating that the older the customers the more they talk about a product online if they 
perceive the product to be valuable. 


Even though younger consumers seem to be willing to pay premium prices for sustainable product 
attributes (Tait et al., 2020; Yamane & Kaneko, 2021), older generations are more frequently 
recommended to marketers as they have higher purchasing power (Lissitsa & Kol, 2016). Despite 
those recommendations, there is little known about how to engage older consumers in sustainability 
conversations online. 


Therefore, this paper aims to measure how to initiate eWOM of older consumers (55+) belonging to 
the Baby Boomer Generation (born between 1946 and 1964) by applying common sustainability 
constructs (sustainability mindset and attitudes) in their role of engaging older consumers online. We 
have explored a commercial mindset as a moderator in this relationship as many sustainability 
studies focus on purchase intention demonstrating the importance of commercial intent when 
surfing the web. 


2. Literature review


2.1. Generational sustainability


The survival of our planet and humankind depends on the sacrifices one generation is willing to 
make for the following generation (Shahen, Koji & Tatsuyoshi, 2021). Such sacrifices are necessary to 
resolve intergeneration dilemmas and maintain resources and are only possible by ensuring 
generations communicate and cooperate with each other (Shahrier, Kotani, & Saijo, 2017). Shahen et 
al. (2021, p.1) refer to the intergeneration sustainability dilemma (ISD) as ‘a situation of whether or 
not a person sacrifices herself for future sustainability’. It is argued that communication across 
generations is challenging as generations often do not seem to interact or overlap (Krznaric, 2020). 
This is particularly true for generational behaviour on social media channels. Age is often a 
determining factor in how people use social media. Usage differs in terms of channel choice, 
interests and different behaviours. Generation Z (people born between 1997 and 2012) do not 
search on traditional search engines but instead prefer to find information on social media (Rover, 
2022). Whilst Generation Z wants to get their information from personally relatable and trusted 
sources, Millennials (those born between 1981 and 1996) seem to rely on social media for identity 
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formation (Guacci, 2022). Research shows that Generation X (those born between 1965 and 1980) 
seems to have a growing interest in searching social media to research and buy products and is 
influenced by perceived authenticity when it comes to choosing brands (Cassidy, 2017). Baby 
boomers (born between 1946 and 1964) seem to have positive attitudes towards social media with 
roughly 84% saying that social media improves their lives overall (Security, 2022). 


These differences in social media preferences make cooperation and communication among different 
age groups challenging which in turn can lead to a more prominent intergenerational sustainability 
dilemma. When reviewing sustainability across generations it is pertinent to understand what 
constitutes a generation. Brand et al. (2022, p. 2) refer to Mannheim’s sociology of generations as 
‘comprising of individuals of similar age, who are exposed to the same political, social and economic 
events and have a collective consciousness based on values, common beliefs, and attitudes’.  Those 
shared ideas influence the purchasing and consumption behaviour of a generation (Schewe & 
Meredith, 2004). It is argued that those belonging to a generation also share common sustainability 
behaviour (Brand et al., 2022) and values and attitudes have been recognised as relevant factors of 
sustainable consumption practices (de Leeuw et al., 2015; Jacobs et al., 2018). Studies show 
differences among generations when it comes to sustainable consumption patterns even though 
results do not seem to be consistent. Some results show Baby Boomers as less concerned about 
sustainability (see for example Buluy et al., 2017) and others found that Baby Boomers present 
greater environmental sustainability awareness (Severo, et al., 2017). These differing findings require 
a deeper understanding of factors that influence older consumers' engagement with sustainability 
messages. 


2.2. Sustainability mindset 


One of the antecedents of achieving the goal of sustainability is seen in the promotion of a 
sustainable mindset (Sheth et al., 2011). Lee (2017) argues that a sustainable mindset needs to be 
considered in marketing communications such that sustainability communication should stimulate 
people’s consideration of sustainable consumption. It is argued that by considering the results of 
their consumption and the influence the consumption has on individual people, communities and 
nature pro-sustainable purchasing decisions can be achieved. Sheth et al. (2011) argue that those 
consumers who think about the consequences of their behaviour may realise that overconsumption 
is the act of disregarding personal, community and environmental well-being. The outcome of a 
sustainability mindset is described as mindful consumption. 


2.3. Sustainability attitudes


Bask, Halme, Kallio and Kuula (2020) describe attitudes as less lasting than values but stress that 
attitudes are useful as a measurement as they can have an object, i.e., sustainable development. 
Sustainability attitudes have often been applied as part of the Theory of Planned behaviour (see for 
example Heeren et al., 2016; Thoradeniya et al., 2015; Tommasetti et al., 2018). Results indicate that 
engaging in sustainable behaviours is more strongly correlated with norms and attitudes than with 
prior knowledge (Heeren et al., 2016). Sustainability attitudes have been identified to affect 
sustainability behaviour intention (Tommasetti et al., 2018). Bask et al. (2020) measure sustainability 
attitudes about sacrifices that people are willing to make. For example, they asked respondents 
whether they would accept a lower standard of living if it contributed to decreasing environmental 
pollution or whether respondents would be prepared to change their way of life to protect the 
environment. 


Both, a sustainable mindset, and sustainability attitudes seem to impact consumer behaviour in 
some ways. It is important to see what exactly drives engagement in sustainability conversations 
which is why we will review sustainability engagement via eWOM in the following section. 


2.4. Sustainability engagement via eWOM 




The extant body of literature on sustainability and social media utilization seems to be split into two 
distinct research strands. Firstly, a predominant part of the literature is in the field of sustainability 
education (Blewitt, 2011; Andersson, 2015; Abbas, 2019; Ahmed, 1999). Secondly, the investigation 
into how corporate entities should effectively convey their sustainability endeavours through social 
media channels remains relatively limited, as exemplified by the work of Lee (2017). Lee (2017) 
suggests a consumer-centric framework for sustainability communication. However, the research 
fails to address the intricate issue of consumer perception regarding the veracity of the disseminated 
information and the consequent determination of its adoption. Han et al. (2018) found that pro-
environmental eWOM encourages tourists to engage in pro-environmental personal behaviours. This 
finding aligns with the results of Chang (2015), who discovered that green viral communication could 
influence individuals' intentions to make environmentally friendly purchases. 


When researching older generations' engagement with sustainability content, it becomes apparent 
that 55+ have a lot of knowledge of sustainability. For example, awareness of Net Zero is higher 
among people aged 45 or over compared to those aged under 45 (Department for Energy Security 
and Net Zero, 2023). However, this knowledge does not necessarily translate into actions. Baby 
boomers are least likely to pay more for sustainable products (Nguyen, 2021) or to make changes 
towards living sustainably (Ruiz, 2023). There also seems to be a ‘generation gap’ with sustainability 
messaging not reaching all consumers equally. Consumers aged 30 or under are more likely to be 
exposed to sustainability messaging online than their older counterparts (Ruiz, 2023). Baby Boomers 
have been found to show reluctance when talking about personal issues (which sustainability 
attitudes can be regarded as) on social media and show a sense of alienation when observing the 
self-presentation of younger generations (Mayer et al., 2020). The higher level of knowledge around 
sustainability does not seem to be translated into their social media engagement. Baby boomers 
have been identified as generally being more critical towards the internet and social media use 
(Mayer et al., 2020).


In addition, there seems to be differences with regard to personality types and engaging with green 
messages and taking part in sustainable behaviour. When looking at personality trades of older 
consumers, it was found that the openness personality trait is positively linked to green behaviour 
(Gordon-Wilson & Modi, 2015). Markowitz, Goldberg, Ashton, & Lee (2012) research into personality 
traits and pro-environmental (green) behaviour found that the openness personality trait was 
strongly related to older individuals with a mean age of 51.3 years. Additional support for the 
relationship of the openness personality trait with green behaviour was also found in Hirsh & 
Dolderman’s (2007) research that showed a positive link between consumer goals and 
environmental attitudes. Positive environmental attitudes seem to be prevailing among those with 
an open personality and are important predictors of environmental behaviour (Hirsh & Dolderman, 
2007). 


Based on the above literature review, we theorise that there is a negative relationship between the 
sustainability mindset of older users and their engagement with sustainability messages online. We 
believe that this relationship is mediated by having positive sustainability attitudes as these can be 
seen as being a result of having an open personality which in turn leads to sustainable (green) 
behaviour i.e. engaging with sustainability messages in the form of eWOM. We further believe that 
commercial intent strengthens the direct relationship between sustainability attitudes and eWOM as 
those users having a purchase intent when surfing the web are seen as being active rather than 
passive users of the web. The theoretical model is depicted below. 


Figure 1: Theoretical model 


H1: Older users (55+) with a high sustainability mindset are less likely to engage in sustainability 
electronic word-of-mouth.  
H2: There is a direct positive relationship between a positive sustainability mindset and sustainability 
attitudes.  
H3: The relationship between a sustainability mindset and engaging in sustainability eWOM is 



mediated by sustainability attitudes in older users (55+) 
H4: The direct relationship between positive sustainability attitudes and engaging in sustainability 
eWOM is moderated by commercial intent. 


3. Methodology


This study targets the population of British internet and social media users above the age of 55 years 
old. There have been several calls for including older digital technology users as these are often 
ignored (Vincent, 2023). The older internet user is still a segment which is growing. Whilst there has 
been very little change in internet use for adults ages 16-44, the number of older users has nearly 
doubled between 2013 and 2020 (Prescott, 2021). The data collection occurred with a consumer 
panel of active social media users compiled by Smart Survey. Data has been collected over a time 
frame of four weeks between October and November 2022. Prior to distributing the survey, three 
researchers reviewed the questionnaire regarding structure, content, and wording. Following this, it 
was pilot tested with colleagues and students to review ambiguities in terms, meanings, and other 
potential issues. A total of n=310 usable questionnaires were obtained. The sample is divided roughly 
between 161 female and 149 male respondents with all the respondents being 55 years or older. 


The study applied existing scales as much as possible and adapted some existing scales from the 
literature to fit the context of the study. It used seven-point Likert scales for the measurement of the 
questionnaire items. Respondents were asked to rate responses from strongly disagree to strongly 
agree. The scale for sustainability mindset comprises three items and is based on the concept of 
sustainable mindset introduced by Sheth et al. (2011). The concept is centred around caring for 
personal well-being, for well-being of the community and the well-being of nature. Example items 
for the scale are ‘I am aware that overconsumption undermines the collective well-being’. The 
sustainability attitudes scale comprises 5 items and is based on the TNS Kantar Atlas scale of 
attitudes towards sustainable consumption (Bask et al., 2020). An example item for the scale is ‘I 
would accept a lower standard of living if it contributed to decreasing environmental pollution’. The 
dependent variable of sustainability eWOM comprises four items and is adapted from Roy et al. 
(2014). An example item is ‘I often share social media posts in which firms talk about their 
sustainability efforts to others’. The commercial intent variable is based on Alt (2015).


4. Analysis and findings


We test our hypotheses through a partial least square structural equation modelling approach using 
the WarpPLS 8.0 software (Kock, 2022). Prior to the path analysis, we assessed variables’ reliability 
through composite reliability (CR) Cronbach’s alpha (α). These should be greater than 0.7. Thereafter, 
we inspected convergent validity through items’ loadings and Average Variance Extracted (AVE). 
These should be 0.5 and more. Discriminant validity was also checked via the square roots of AVE. 
Here, values should be higher than the scores in the diagonal (As per the Fornell and Larcker’s (1981) 
criterion). Lastly, the model was checked for collinearity issues using the Variance Inflation Factor 
(VIF). The latter should be less than 5. Table X depicts the validity and reliability of all constructs. 


Table 1: CR, α, AVE, and VIF


4.1. Hypotheses testing


Following the assessment of constructs’ reliability and validity, results of the path analysis are 
presented in Figure 2. First, it appears that baby boomers’ sustainability mindset holds a negative 
direct relationship with their eWOM (β = -0.10, P = 0.02). In contrast, the indirect link between these 
two constructs seems to be positive and significant (β = 0.15, P ≤ 0.01). In fact, the results reveal that 
baby boomers’ sustainability mindset significantly increases their sustainability attitudes (β = 0.56, P 
≤ 0.01), which, in turn, enhances their eWOM (β = 0.29, P ≤ 0.01). Therefore, one may conclude that 



sustainability attitudes act as a suppressor in the relationship between sustainability mindset and 
eWOM. That is, the intervening role of attitudes alters the relationship from negative to positive. In 
other words, only when baby boomers’ sustainability mindset leads to the development of 
favourable attitudes toward sustainability, eWOM is enhanced. Moreover, we find that baby 
boomers’ commercial engagement strengthens the impact of sustainability attitudes on eWOM. 
Overall, the model explains 31% of sustainability attitudes and 15% of eWOM. To conclude, H1, H2, 
H3 and H4 are accepted.   


Figure 2 Measurement model depicting the results of the hypothesised relationships


5. Discussion and conclusions


Older users have been left out of many studies concerning social media and studies set in the online 
context (Vincent, 2023). This is even though we live in an ageing population which means that older 
users will only rise in quantity and they are a valuable market segment to focus on as they have a 
high disposable income (Lissitsa & Kol, 2016) and seem to enjoy spending time online (Security, 
2022). Research on sustainability behaviour of older people is inconclusive with some studies 
showing that those above a certain age level care more about sustainable living (Department for 
Energy Security and Net Zero, 2023) whilst others conclude that younger consumers are in fact the 
ones that are willing to spend more on sustainable products (Tait et al., 2020; Yamane & Kaneko, 
2021). 


The current research is unique in that we are using a sample of 310 social media users over the age 
of 55 years and measuring what leads to engagement of such users with sustainability messaging. 
We find a negative relationship between sustainability mindset and sustainability eWOM, meaning 
those who know about sustainability (have a sustainable mindset) are less likely participate in 
sharing sustainability efforts of businesses. This might have several reasons. One of the reasons 
might be that they are critical towards businesses sharing their endeavours online. However, this 
relationship is changed for those respondents who have positive sustainability attitudes. In our study 
sustainability attitudes were measured as being willing to make sacrifices for the good of our planet. 


We find that a sustainability mindset increases the willingness to make sacrifices, which in turn 
enhances their eWOM. One could conclude that a positive attitude towards sustainability in the form 
of being willing to make sacrifices is necessary to engage older users in the sustainability 
conversation online. There could be different explanations for this. Having a positive attitude entails 
the willingness to make sacrifices which includes a level of acting on someone's mindset. This could 
therefore translate into a willingness to participate in eWOM and share sustainability efforts from 
businesses. This relationship for those willing to make sacrifices is even stronger when they are 
engaging online in a commercial context. This could mean that those older users who engage in 
commercial contexts are more likely to contribute to eWOM around sustainability. This might be 
explained by the fact that those users who are engaging in a commercial context on social media 
channels are more likely to be willing to take part in activities rather than using the web passively.
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CR 0.969 0.923 0.931 0.914 Single Item Single Item
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AVE 0.885 0.799 0.818 0.726 Single Item Single Item
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Sustainability 
mindset

Sustainability 
eWOM

H1



List of references


Affifa, S., Amir, M., Shaikh, K. A., & Liaqat, A. (2021). An empirical examination of the impact of 
eWom information on young consumers’ online purchase intention: Mediating role of eWom 
information adoption. Sage Open, 11(4) doi:https://doi.org/10.1177/21582440211052547


Abbas, J., Aman, J., Nurunnabi, M., & Bano, S., (2019). The impact of social media on learning 
behavior for sustainable education: Evidence of students from selected universities in Pakistan. 
Sustainability, 11, 1-23.


Ahmed, P. & Hardaker, G., (1999). The role of on-line communities on the Internet for sustainable 
development. Business Strategy and the Environment, 8, 75-81. 


Alt, D. (2015). College students’ academic motivation, media engagement and fear of missing out. 
Computers in Human Behaviour, 49, pp. 111-119.


Andersson, E. & Öhman, J. (2017). Young people’s conversations about environmental and 
sustainability issues in social media. Environmental Education Research, 23 (4), 465-485.


Bask, A., Halme, M., Kallio, M. & Kuula, M. (2020). Business students’ value priorities and attitudes 
towards sustainable development, Journal of Cleaner Production, 264, pp. 1-9. https://doi.org/
10.1016/j.jclepro.2020.121711


Blewitt, J. (2011). Critical practice and the public pedagogy of environmental and conservation 
media. Environmental Education Research, 17 (6), 719-734. 


Brand, B. M., Rausch, T. M., & Brandel, J. (2022). The importance of sustainability aspects when 
purchasing online: Comparing generation X and generation Z. Sustainability, 14(9), 5689. doi:https://
doi.org/10.3390/su14095689


Bulut, Z.A.; Çımrin, F.K.; Do˘gan, O. (2017). Gender, generation and sustainable consumption: 
Exploring the behaviour of consumers from Izmir, Turkey. Int. J. Consum. Stud., 41, pp. 597–604.


Cassify, P. (2017). Survey finds consumers crave authenticy – and user-generated content delivers. 
Social Media Today, retrieved from https://www.socialmediatoday.com/news/survey-finds-
consumers-crave-authenticity-and-user-generated-content-deli/511360/, last accessed 06/09/2023.


Chang, S., (2015). The influence of green viral communications on green purchase intentions: The 
mediating role of consumers’ susceptibility to interpersonal influences. Sustainability, pp. 4829-4849. 


de Leeuw, A.; Valois, P.; Ajzen, I.; Schmidt, P. (2015). Using the theory of planned behavior to identify 
key beliefs underlying proenvironmental behavior in high-school students: Implications for 
educational interventions. J. Environ. Psychol., 42, pp. 128–138.


Department for Energy Security and Net Zero (2023). DESNZ Public Attidues Tracker: Net Zero and 
Climate Change Spring 2023, UK. Retrieved from https://assets.publishing.service.gov.uk/
government/uploads/system/uploads/attachment_data/file/1164127/desnz-pat-spring-2023-net-
zero-and-climate-change.pdf, last accessed 12/09/2023 


Dobele AR, Westberg K, Steel M, Flowers K. (2014). An examination of corporate social responsibility 
implementation and stakeholder engagement. Business Strategy and the Environment, 23(3), pp. 
145–159.


Gordon-Wilson, S & Modi, P. (2015). Personality and older consumers’ green behaviour in the UK. 
Futures, 71, pp. 1-10. 




Guacci, J. (2022). Nearly Half of Gen Z, Millennial Social Media Users Have Felt Negatively About 
Their Finances After Seeing Others’ Posts. Bankrate, retrieved from chrome-extension://
efaidnbmnnnibpcajpcglclefindmkaj/https://www.bankrate.com/f/102997/fe2d3d0c95/20220718-
social-media-survey.pdf. Last accessed, 06/09/2023  


Hair, J. F., Sarstedt, M., Ringle, C. M., & Mena, J. a. (2011). An assessment of the use of partial least 
squares structural equation modelling in marketing research, Journal of the Academy of Marketing 
Science, 40(3), pp. 414–433.


Hair, J.F., Hult, G.T., Ringle, C. and Sarstedt, M. (2014). A Primer on Partial Least Squares Structural 
Equation Modeling (PLS-SEM). Sage, Thousand Oaks, CA.


Heeren, A., Singh, A., Zwickle, A., Koontz, T., Slagle, K., McCreery, A. (2016). Is sustainability 
knowledge half the battle? : An examination of sustainability knowledge, attitudes, norms, and 
efficacy to understand sustainable behaviours. International journal of sustainability in higher 
education, 17(5), pp. 613 – 632.


Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial Least Squares Path Modelling 
in International Marketing. New Challenges to International Marketing, 20, pp. 277–319.  


Hirsh, J. B., & Dolderman, D. (2007). Personality predictors of consumerism and environmentalism: A 
preliminary study. Personality and Individual Differences, 43(6), pp. 1583–1593.


Jacobs, K.; Petersen, L.; Hörisch, J. & Battenfeld, D. (2018). Green thinking but thoughtless buying? 
An empirical extension of the value-attitude-behaviour hierarchy in sustainable clothing. J. Clean. 
Prod. 203, pp. 1155–1169. 


Koenig, T., Clarke, T.B., Hellenthal, M., Clarke III, I. (2022). Personality effects on WoM and eWoM 
susceptibility – a cross-country perspective. International Marketing Review, International Marketing 
Review, 39(4), pp. 889-911. https://doi-org.plymouth.idm.oclc.org/10.1108/IMR-11-2020-0272


Krznaric, R. (2020). The Good Ancestor. Ebury Publishing, London.


Lee, Y.-C. (2017). Corporate Sustainable Development and Marketing Communications on Social 
Media: Fortune 500 Enterprises, Business Strategy and the Environment, 26, pp. 569-583. DOI: 
10.1002/bse.1936


Lissitsa, S.; Kol, O. (2016). Generation X vs. Generation Y–A decade of online shopping. J. Retail. 
Consum. Serv.; 31, pp. 304-312. https://dx.doi.org/10.1016/j.jretconser.2016.04.015


Mayer, G., Alvarez, S., Gronewold, N., & Schultz, J. (2020). Expressions of individualization on the 
internet and social media: Multigenerational focus group study. Journal of Medical Internet 
Research, 22(11) https://doi.org/10.2196/20528


Markowitz, E. M., Goldberg, L. R., Ashton, M. C., & Lee, K. (2012). Profiling the ‘‘pro-environmental 
individual’’: A personality perspective. Journal of Personality, 80(1), pp. 81–111.


Mittal, V. and Kamakura, W.A. (2001). Satisfaction, repurchase intent, and repurchase behavior: 
investigating the moderating effect of customer characteristics, J. Mark. Res., 38 (1), pp. 131-142.


Nguyen, H. (2021). Global: Consumer willingness to pay for environmentally friendly products, 
retrieved from https://yougov.co.uk/topics/consumer/articles-reports/2021/04/29/global-
willingness-pay-for-sustainability, last accessed 12/09/2023.


https://marketplace.copyright.com/rs-ui-web/mp/search/author/Heeren,%2520Alexander%2520John
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Singh,%2520Ajay%2520S.
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Zwickle,%2520Adam
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Koontz,%2520Tomas%2520M.
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Slagle,%2520Kristina%2520M.
https://marketplace.copyright.com/rs-ui-web/mp/search/author/McCreery,%2520Anna%2520C.
https://www-emerald-com.plymouth.idm.oclc.org/insight/publication/issn/0265-1335
https://www-emerald-com.plymouth.idm.oclc.org/insight/publication/issn/0265-1335
https://doi-org.plymouth.idm.oclc.org/10.1108/IMR-11-2020-0272
https://www-sciencedirect-com.plymouth.idm.oclc.org/science/article/pii/S0969698918300894#bbib54


Pilcher, J. (1994). Mannheim’s sociology of generations: An undervalued legacy. Br. J. Sociol., 45, pp. 
481–495.


Prescott, C. (2021). Internet Users UK: 2021, Office for National Statistics. Retrieved from https://
www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2020, last 
accessed 13/09/2023. 


Rover, C. (2022). 40% of Gen Z choose social media for search over Google. Available from https://
www.alistdaily.com/social/40-of-gen-z-choose-social-media-for-search-over-google/, last accessed 
06/09/2023


Roy, S., Butaney, G., Sekhon, H and Butaney, B., (2014). Word-of-mouth and viral marketing activity of 
the on-line consumer: the role of loyalty chain stages theory, Journal of Strategic Marketing, 22 (6), 
pp. 494-512.  

Ruiz, A. (2023). 51 Huge environmentally conscious consumer statistics, retrieved from https://
theroundup.org/environmentally-conscious-consumer-statistics/, last accessed 12/09/2023.


Schewe, C.D.; Meredith, G. (2004). Segmenting global markets by generational cohorts: Determining 
motivations by age. J. Consum. Behav., 4, pp. 51–63.


Security Org (2022). Is Social Media running your life? Examining how social media affects life 
satisfaction, retrieved from https://www.security.org/resources/is-social-media-ruining-your-life/, 
last accessed 06/09/2023.


Seretny, M., Gaur, D., Sobczyk, K., & Kaabour, M. (2021). Creating a new, sustainable mindset through 
responsible consumption: A case study of the international chain of sustainable 
restaurants. Foundations of Management, 13(1), pp. 49-56. https://doi.org/10.2478/
fman-2021-0004


Severo, E.A.; de Guimarães, J.C.F.; Brito, L.M.P. & Dellarmelin, M.L. (2017). Environmental 
sustainability and sustainable consumption: The perception of baby boomers, generation X and Y in 
Brazil. Rev. Gestão Soc. E Ambient.-RGSA, 11, pp. 92–110.


Signitzer B, Prexl A. (2008). Corporate sustainability marketing communications: aspects of theory 
and professionalization. Journal of Public Relations Research 20(1), pp. 1–19.


Shahen, M. E., Koji, K., & Tatsuyoshi, S. (2021). Intergenerational sustainability is enhanced by taking 
the perspective of future generations. Scientific Reports (Nature Publisher Group), 11(1) https://
doi.org/10.1038/s41598-021-81835-y


Shaikh, A., Karjaluoto, H. and Häkkinen, J. (2018). Understanding moderating effects in increasing 
share-of-wallet and word-of-mouth: A case study of Lidl grocery retailer, Journal of Retailing and 
Consumer Services, 44, pp. 45-53, https://doi.org/10.1016/j.jretconser.2018.05.009.


Shahrier, S., Kotani, K. & Saijo, T. (2017) Intergenerational sustainability dilemma and the degree of 
capitalism in societies: A feld experiment. Sustain. Sci. 12, pp. 957–967.


Sheth, J.N., Sethia, N.K. and Srinivas, S. (2011). Mindful consumption: a customer-centric approach to 
sustainability, Journal of the Academy of Marketing Science, 39, pp. 21-39. DOI 10.1007/
s11747-010-0216-3




Tait, P.; Saunders, C.; Dalziel, P.; Rutherford, P.; Driver, T. & Guenther, M. (2020). Comparing 
generational preferences for individual components of sustainability schemes in the Californian wine 
market. Appl. Econ. Lett., 27, pp. 1091–1095. 


Thoradeniya, P., Lee, J., Tan, R. & Ferreira, A. (2015). Sustainability reporting and the theory of 
planned behaviour. Accounting, auditing, & accountability, 28(7), pp. 1099 – 1137.


Tommasetti, A., Singer, P., Troisi, O., & Maione, G. (2018). Extended theory of planned behavior 
(ETPB): Investigating customers’ perception of restaurants’ sustainability by testing a structural 
equation model. Sustainability, 10(7), 2580. https://doi.org/10.3390/su10072580


Vincent, J (2023). in Digital Ageism Chapter 2 Digital Ageism : How It Operates and Approaches to 
Tackling It, edited by Andrea Rosales, et al., Taylor & Francis Group, 2023. ProQuest Ebook Central, 
http://ebookcentral.proquest.com/lib/plymouth/detail.action?docID=7252930.


Yang, H (2013). Market Mavens in Social Media: Examining Young Chinese Consumers' Viral 
Marketing Attitude, eWOM Motive, and Behavior, Journal of AsiaPacific Business, 14(2), pp. 154-178, 
DOI: 10.1080/10599231.2013.756337


Yamane, T. & Kaneko, S. (2021). Is the younger generation a driving force toward achieving the 
sustainable development goals? Survey experiments. J. Clean. Prod., 292, 125932. 


https://marketplace.copyright.com/rs-ui-web/mp/search/author/Thoradeniya,%2520Prabanga
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Lee,%2520Janet
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Tan,%2520Rebecca
https://marketplace.copyright.com/rs-ui-web/mp/search/author/Ferreira,%2520Ald%25C3%25B3nio

	Heeren, A., Singh, A., Zwickle, A., Koontz, T., Slagle, K., McCreery, A. (2016). Is sustainability knowledge half the battle? : An examination of sustainability knowledge, attitudes, norms, and efficacy to understand sustainable behaviours. International journal of sustainability in higher education, 17(5), pp. 613 – 632.

