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ABSTRACT 

lVJany consumers are now considering the effects of general corporate 

behavior (e.g., political views, charitable contributions, environmental disasters) and 

of the product's manufacture, consumption or disposal (e.g., animal testing, 

ecological harm) on society's overall well-being. These situations involve the issue 

of individual social responsibility and are good examples of complex decisions that 

arc not readily explained by traditional decision theories. Abstract attributes (e.g. , 

product "greenness" or lack of harm to the environment) and the active role of the 

decision maker's values, principles, and ethics are problematic. 

The primary purpose of this research is to develop a conceptual framework 

for consumer decision making in the presence of a social responsibility issue. The 

secondary purpose of the study is to assess the value of image theory for explaining 

the decision process. Image theory (Beach and Mitchell 1987; Beach 1990), a 

relatively recent development in decision making, provides a compatible decision 

framework for these types of decisions due to its emphasis on an individual's values 

and on the screening of alternatives using value-laden attributes. Survey 

methodology and consumer preference tasks are utilized, and the hypothesized 

models are tested by structural equation modeling. 

The findings suggest that image theory provides a credible explanation of 

socially responsible consumer choice. In terms of this study's context, a consumer 

who has a strongly held social responsibility principle, values a clean environment, 

has a high level of environmental concern, and believes that his/her actions make a 
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difference, is more likely to be committed to a pro-environmental plan of action and 

to use certain decision processes. These specific processes are screening alternatives 

to eliminate those that are not environmentally friendly and weighting the greenness 

attribute heavily in evaluating options. Using image theory's terminology and 

structure, social responsibility and environmental value form the value image. 

Environmental concern and perceived consumer effectiveness form the trajectory 

image. The strategic image is rellected in the plan (commitment to pro

environmental behaviors) and tactics (using the social responsibility attribute in the 

decision process). This research demonstrates that enduring values and principles 

guide consumer behavior involving social responsibility issues. 
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L INTRODUCTION 

For years, marketing practice has been guided by the marketing concept, i. e. , 

the "key to achieving organizational goals consists in determining the needs and 

wants of target markets and delivering satisfactions more effectively and efficiently 

than competitors" (Kotler 1991, p. 17). Recent events and continuous changes in 

social attitudes have given rise to a new emphasis on corporate social responsibility 

and business ethics by marketers, academic researchers and society in general. In 

fact, Kotler (1991, p. 26) has recommended replacing the marketing concept with 

the societal marketing concept that includes acting "in a way that preserves or 

enhances the consumer's and the society's well-being." Most of the academic 

reseqrch in this area investigates corporate rather than individual social responsibility 

and ethics (see Robin and Reidenbach 1987 for a brief review and extensive 

bibliography). A smaller body of research focuses on unethical behavior by 

consumers in the marketplace (e.g., Vitell and Muncy 1992). The individual 

consumer's social responsibility concerns, ethical beliefs, and their possible roles in 

determining consumer behavior are just emerging as a topic for investigation. 

Because this area of inquiry is so new, there is a need for a conceptual framework 

identifying the factors that influence consumers when ethical or social responsibility 

issues are directly or indirectly involved. 

Issues of social responsibility arise in a wide variety of contexts with 

considerable impact on consumer behavior. The consumer boycott of Exxon 

products following the oil spill damage from the Exxon Valdez represents a highly 



13 

visible response to a perceived lack of social responsibility on the part of a 

corporation. In other words, some consumers felt that it was their individual social 

responsibility to register a protest hoping to reduce the future probability of such 

events and to insure proper cleanup of the ecological disaster. Other examples of 

social responsihility issues that affect consumer choices are environmental concern 

(e.g., biodegradability of products), political policies of corporations (e.g. , support 

for pro-choice or pro-life cause~), objection to hiring/firing practices (e.g., sexist or 

lifestyle biases), corporate philanthropy (e.g., contributions to a favored or 

disfavored cause), and even local laws (e.g., travel boycotts based on ERA 

legislation or M. L. King holiday statutes). From these examples, one can see that 

social responsibility issues can create important marketing opportunities (increased 

demand) and serious marketing threats (boycotts). In either case, these issues 

typically manifest themselves when consumers are making purchase decisions. 

Current decision making theories focus on choice outcomes rather than the decision 

making process. However, hetter understanding of the consumer choice process in 

such situations will lead to better marketing strategy through improved segmentation, 

communication and product positioning. 

PURPOSE OF THE RESEARCH 

The development of a framework for socially responsihle consumer choice 

will facilitate a change in focus of the existi"s research [rom corporate to individual 

social responsibility and from decision outcomes to decision pro::-esses. The primary 

purpose of this research is to develop a hetter understanding of how consumers make 
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socially responsible decisions. As will be discussed in detail below, traditional 

approaches for understanding consumer decision processes do not address or fully 

describe some of the issues associated with socially iesponsihle behavior. However, 

Image Theory (Beacl1 1990) provides a conceptual basis for decision making by 

translating a consumer's principles, goals, and strategies into factors that explain 

social responsibility decision processes. The following sections describe a more 

specific deasion context to facilitate examples and outline the characteristics that 

distinguish consumer decisions with a social responsibility dimension from 

traditional forms of consumer decisions. 

DECISION CONTEXT 

As noted above, social responsibility issues arise in a variety of decision 

contexts. However, the relevant concepts are best explicated by focusing on a single 

social responsibility issue as the general context throughout the dissertation. 

Consumer reaction to green marketing (the corporate use of environmental concerns 

in the promotion of products and services) provides a suitable context for this 

framework because it is a fairly common phenomenon and because some research 

has been done in the area. The degree of environmental friendliness (lessened or 

negligible harm to the environment from a product's manufacture or consumption) is 

typically referred to as the level of "greenness." The level of greenness can range 

from "deep-green" for nontraditional products with the potential for minimal 

ecological threat to "greened-up" for slightly improved versions of traditional brands 

(Frankel 1991). This marketing approach is manifested in such activities as catalogs 
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devoted entirely to green shopping, supermarket guides to green products, shelf tags 

identifying environmentally benign products in stores such as Wal-Mart, the use of 

environmental causes in advertising by previous opponents, and the creation of the 

Green Seal similar to the Good Housekeeping Seal of Approval (Letto 1991). 

DECISION MAKING ISSUES 

Before describing the proposed theoretical approach to socially responsible 

consumer decision-making, it is important to note why and how such decisions differ 

from those traditionally studied. The salient characteristics of both the decision and 

the decision maker differ from typical consumer decisions when a social 

responsibility issue is present. 

Characteristics of the Decision 

Typical consumer decisions involve the satisfaction of a current need (e.g. , 

what to serve for dinner, replacement of worn-out shoes, selecting a word 

processing program), and these are relatively discrete, unitary events. Conversely, a 

decision involving a social responsibility issue is not a discrete unitary event because 

each decision has a more salient history and future. That decision is often an 

incremental step toward some larger goal and can be viewed as a vehicle for change. 

The decision can also be a protector of values (e.g. , general social responsibility) 

and goals (e.g., environmental protection/improvement). Moreover, the expected 

decision benefits arc relatively abstract, deferred in time and not easily quantified. 

[Not by coincidence, these differentiating characteristics of a socially responsible 

decision are a subset of the characteristics of decisions cited by Beach (1990) as 



difficult to explain using many traditional decision theories but as more 

comprehensible using Image Theory.] 
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A second key difference in the decision is the presence of a social 

responsibility attribute. Using environmental issues as the decision context, 

greenness can be viewed as a new brand attribute reflecting the social responsibility 

of both the buyer and the seller. Greenness differs in several ways from typical 

product attributes. Physical examination of a product by a consumer usually yields 

little information about greenness. Just as the environmental harm that can result 

from a product's manufacture, consumption and disposal is not easily discerned, the 

benefits derived from this attribute (reduced environmental damage) are highly 

uncertain in both timing and degree of effect. Even such abstract attributes as 

expected service or prestige are more directly tied to product usage and are more 

certain in conditions and in measures for future assessment. Greenness is also 

similar to a social good with its benefits accruing to all regardless of contribution; 

therefore, the benefit of making a socially responsible choice is potentially tied to a 

consumer's ethicai beliefs and moral values. 

Characteristics of the Decision Maker 

There are also several individual differences that increase in salience when 

dealing with social responsibility issues. Several factors will he introduced here and 

discussed in more detail later. One factor is an individual's set of broad principles 

that generally guide behavior. An example is the consumer's belief regarding an 

individual's social responsibility -- the obligation to act in ways that enhance 
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society's overall well-being. Stronger beliefs about one's responsibilities to others 

in society are typically associated with higher levels of cognitive moral development 

(Kohlberg 1969; Rest 1979). [Moral development can be considered an individual 

difference that changes in a manner similar to inteIlectual development and varies by 

individual.] Since a consumer typically does not suffer immediately from buying 

products in non-biodegradable containers, an understanding of and concern for the 

effects of one's behavior on others in society could affect the consumer's choice. 

A second individual factor is the consumer's set of values that guide 

individual actions and patterns of behavior. Value-laden consumer choices can be 

affected by the relative ratings of the relevant values by the individual. For 

example, the level of importance placed on valuing a clean environment should alter 

the decision process and/or outcome. 

A third factor, perceived consumer effectiveness (PCE), or the belief that 

one's efforts can make a difference in the solution to a problem, influences behavior 

and choice. EBen, Wiener and Cobb-Walgren (1991) demonstrated that PCE was 

useful in predicting certain pro-environmental behaviors. Berger and Corbin (1992) 

found that PCE moderates the positive relationship between environmental concern 

and personal environmenta.: behaviors, including willingness-to-pay more for 

environmentally friendly products. 

A final factor is the consumer's level of knowledge about the environment 

and ecological relationships. While the influence of product-related knowledge is 

not unique, the technicality of some information and the uncertainty about various 
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environmental issues is probably more confusing for consumers than many typical 

product attributes. Due to the product specificity and overall complexity of the 

knowledge issue, this factor is being controlled in the actual study. Assuming 

recognition and understanding of the product information related to the issue, a 

consumer who has a strong belief in social responsibiiity, values a clean 

environment, and thinks that his/her consumption behavior improves the situation or 

intluences the market is more likely to purchase green products. A consumer 

without these individual characteristics is less likely to purchase green products or to 

behave in a socially responsible manner. 

Considering these fundamental differences in both the decision and the 

decision maker, the effect of social responsibility attributes on consumer choice 

could be surprisingly large. If the green consumer (by definition, one who is more 

susceptible to this attribute) sees the world differently, marketing communication 

might need to be altered to attain marketing goals for environmentally friendly 

products. If ethical and social responsibility considerations are used to screen 

alternatives as is proposed later, the importance of understanding the impact of the 

green attribute on the evaluation/decision process becomes more obvious. To this 

point in time, however, most of the previous research on marketing and 

environmental issues has been concerned (1) with relating demographic and 

psychosocial antecedent variables to environmentally correct outcomes or intentions 

(see Granzin and Olsen 1991 for review) or (2) with survey and correlation studies 

on energy use (e.g., Crosby and Taylor 1982; McDougall et al. 1981). Neither 

----------_.-------_ .. 
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research stream provides theoretical or empirical support for understanding the effect 

of environmental claims (implying social responsibility) on evaluation or choice 

processes. 

Summarizing briefly, social responsibility attributes represent unique 

characteristics that are often problematic for existing decision theories. Using the 

context of consumer choice when products of differing environmental friendliness 

are available, it is now possible to restate the general purpose of this paper in more 

specific terms by posing two questions. First, what constructs determine the 

decision process when a social responsibility attribute, such as product greenness, is 

present in a consumer choice situation? Second, does image theory provide a useful 

theoretical framework that describes the consumer decision process in the presence 

of a social responsibility attribute? 

Following a brief discussion of social responsibility, values, and consumer 

research on environmental issues, image theory is presented as the descriptive theory 

of decision making that offers the best fit for this type of complex decision. Next, a 

conceptual model of the decision making process is developed to identify the factors 

that are proposed to significantly impact the choice process in the presence of the 

social responsibility attribute (greeilness). These factors include social responsibility 

principles, environmental values, environmental goals/concerns, perceived consumer 

effectiveness, and environmental strategies. A series of hypotheses are then 

developed from the conceptual model, and the methodologies for empirically testing 

the model using several individual difference scales and consumer decision tasks are 
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described. The results are then analyzed and compared :0 the goals of this research. 

Finally, contributions of this research toward a better understanding of socially 

responsible consumer choice and general consumer decision making are discussed. 
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II. LITERATURE REVIEW 

The literature review contains (1) a summary of the relevant marketing 

related rescarch on social rcsponsibility and personal values, (2) an explanation of 

thc rclatior;ship bctwecn social responsibility and personal values, (3) a summary of 

consumer research on environmental issues to identify and explicatc key constructs, 

and (4) a presentation of image theory as a way to organize decision making in the 

presence of a social responsibility issue. While the literature review demonstrates 

the lack of an overall model for socially responsible decision making, it does portray 

the existence of several important constructs and individual links between some of 

them that can be used to develop a conceptual framework to better represent this 

process. 

SOCIAL RESPONSIBILITY 

As noted above, social responsibility is typically discussed in marketing 

contexts as corporate social responsibility. It is the set of obligations relating to 

societal welfare that is derived from the social contract between business and the 

people (Steiner 1972). In gcneral, social responsibility implies that a corporation's 

actions should improve the overall well-being of society (or at least not reduce it). 

Determining what is actually best for society is obviously controversial because 

"almost any response to a call for 'socially responsible' behavior by one group is 

likely to produce complaints by another group" (Robin and Reidenbach 1987, p. 

45). A similar relationship regarding social responsibility exists between an 

individual consumer and society. Anderson and Cunningham (1972, p. 23-24) 
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encouraged this shift of interest from the socially responsible corporation to the 

"socially conscious consumer" because they wanted to know "which consumers 

constitute the market for products, services, or other corporate actions that promote 

social and/or environmental well-being." Webster (1975, p. 188) defined this 

socially conscious/responsible consumer as one "who takes into account the public 

consequences of his or her private consumption or who attempts to use his or her 

purchasing power to bring about sociai change." However, in the marketing 

literature, social responsibility became primarily associated with socially responsible 

consumption as presented by Anti! and Bennett (1979). They defined socially 

responsible consumption as "those consumer behaviors and purchase decisions which 

are related to environmer:tal and resource related problems and are motivated not 

only by a desire to satisfy personal needs, but also by a concern for the welfare of 

society in general (p. 51)." The resulting scale for socially responsible consumption 

behavior (Anti! 1984) focuses almost entirely on environmental/ecological issues. 

Leigh, Murphy and Enis (1988) criticized the scale as too environmentally biased 

and developed a seven-dimension product differentiation construct to identify 

consumer segments with socially responsible consumption tendencies. They 

proposed that investigating a consumer's perceptions of the product's societal 

impact, ecological impact, information provision, performance, etc., provides a 

more general picture of a consumer's social responsibility beliefs. While their 

approach offers considerable potential for specific product research, a return to the 

underlying principle that guides the behavior and beliefs espoused in Webster's 
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(1975) definition of the socially responsible consumer is needed. 

in this study, sociai responsibility is defined as an individual's beliefs about 

his/her obligation to behave in a manner that enhances society's overall well-being. 

The strength or importance of social responsibility in guiding behavior varies by 

individual. This is becoming more important in consumer research because 

individual consumers are often confrontcd with choiccs that require consideration of 

the consequences of their own behavior on society's overall well-being. When 

social responsibility is salient to a consumer, reflection on a social responsibility 

attribute can affect both the choice process and the outcome by adding a moral or 

ethical dimension to the decision. For other consumers, the social responsibility 

attribute can go undetected or be assigned negligible importance. 

VALUES 

Personal values have been defined as beliefs about what an individual 

considers desirable, right, fair or just (Posner and Munson 1979). Rokeach (1973), 

a leading values scholar, contends that values guide actions and determine attitudes 

toward objects, situations and others. The difference between values and attitudes 

was explained by Rokeach (1968, pp. 159-160) as follows: 

An attitude ... is an organization of several beliefs focused on a specific object 
(physical or social, concrete or abstract) or situation, predisposing one to 
respond in some preferential manner. Some of these beliefs about an object 
or situation concern matters of fact and others concern matters of evaluation 
... Values, on the other hand, have to do with modes of conduct and end 
states of existence. To say that a person 'has a value' is to say that he has 
an enduring belief that a specific mode of conduct or end-state of existence is 
personally or socially preferable to alternative modes of conduct or end-states 
of existence ... While an attitude represents several beliefs focused on a single 
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specific object or situation, a value is a single belief that transcendentally 
guides action and judgments across specific objects or situations, and beyond 
immediate goals to more ultimate end-states of existence. Moreover, a 
value, unlike an attitude, is an imperative to action, not only a belief about 
the preferable but also a preference for the preferable. 

Due to the centrality of values in human cognition and behavior, a 

consumer's personal values could offer crucial information for predicting and 

understanding consumer preferences and choices. Scales, such as the Rokeach 

Value Survey (Rokeach 1973), the List of Values (Kahle 1983), and Values and 

Lifestyles Scale (Mitchell 1983), have been utilized by academics and practitioners, 

but not without criticism (see Herche 1994 for a recent review). Neither the 

difficulty in measuring values nor the inconsistencies between professed values and 

observed behaviors reduces the importance or relevance of values in consumer 

behavior. 

Marketing research has concentrated on the relationships between values and 

marketing variables (attitudes, beliefs, and behavior, such as choice) with mixed 

results. Using the Rokeach tcrminal value structure, Howard (1977) suggested that 

values can influence consumer behavior toward a particular product class. Vinson et 

al. (1977) found that global values are linked to more domain-specific beliefs about 

product qualities or attributes. Pitts and Woodside (1983) confirmed that value 

structures were linked to the importance of choice criteria for both product classes 

and brands. Munson (1984) reviewed the existing literature and concluded that 

values might be better suited to explaining differences in choices in such areas as 

nuclear versus convcntional energy sources or birth control beliefs because these 

----------- --- -
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have ethical dimensions. Combining this suggestion with the findings of Vinson et 

al. (1977) regarding product attributes supports this research to investigate the effect 

of values on consumer choice when differences in a value-laden attribute, such as 

environmental friendliness, are present. 

RELATIONSHIP BETWEEN SOCIAL RESPONSIBILITY AND VALUES 

Both the principle of social responsibility and personal values are enduring 

constructs that guide an individual's thoughts and behavior. Both serve an adaptive 

function. Personal values provide the basis for setting goals and choosing the means 

to achieve those goals so that the individual can adapt to his/her environment (Kahle 

1983). Kluckhorn (1951), an anthropologist, proposed that a cultural value reflects 

society's preference for a range of adaptive behaviors and that the majority of the 

members of the society conform to them. 

Rokeach (1973) also recognized the importance of society's influence on 

personal values by differentiating between self-directed and relation-directed values. 

"Self-centered terminal values" and "competence instrumental values" are 

independent of the external world. On the other hand, "society-centered terminal 

values" and "moral instrument values" arc dependent on relationships and societal 

demands. More importance placed on the relation-centered values is characteristic 

of social responsibility. Social responsibility is a higher order construct that is 

reflected in the organization of an individual's value system. 

CONSUMER RESEARCH AND ENVIRONMENTAL ISSUES 

Several constructs have emerged from marketing and consumer research that 



are useful for the creation of a decision making framework when a social 

responsibility issue is present. Some of these have even been used in studies to 

identify the pro-environmental consumer, i. e., the context used in this research. 
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The relevant constructs are sodal responsibility, personal values, personal relevance 

(concern), and perceived consumer effectiveness. While the discussions of each 

construct typically approach the issue from either a motivational or an ability-related 

point of view depending on the original research, the constructs will be applicable to 

the image theory of decision making that is developed later in the paper. 

Importantly, the focus of this earlier research has been on outcomes or segmentation 

rather than on the decision process itself. This dissertation specifically addresses 

this gap in the theoretical framework. 

Social Responsibilitv and Cognitive Moral Development 

The relevance of a sense of social responsibility to pro-environmental 

attitudes and behaviors is a major assumption in this study. Therefore, a brief 

discussion of cognitive moral development is necessary to build the argument. 

Because the solution of ethical and moral dilemmas can involve considerable 

cognitive effort, it has been suggested that moral development might follow a 

cognitive developmental process with stages similar to logical reasoning and general 

cognitive ability (Kohlberg 1969; Kohlberg, Levine and Hewer 1983). It takes time 

and experience to develop the ability to identify the far-reaching consequences of 

behavior, to recognize responsibilities to others in society, and to reconcile 

conilicting obligations to satisfy some moral or ethical ideal (Rest 1979). At the 
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higher levels of cognitive moral development, individuals do not necessarily act in a 

mo:c socially responsible way, but they are less likely to act in a socially 

irresponsible manner (Goolsby and Hunt 1992). They should be more capable of 

comprehending social responsibility as defined for this study. 

Cognitive moral development has thus far only been applied to management 

issues in the marketing literature (e.g., Goolsby J.nd Hunt 1992; Knouse ~nd 

Giacalone 1992; Strong and Meyer 1992; Robin and Reidenbach 1987). The more 

refined social responsibility construct has not been studied separately, but it should 

also be a useful concept for investigating consumer behavior when an ethical 

dimension is present. Etzioni (1988) proposed thai moral commitments can partially 

explain behavior over and above the rational influences of neoclassical economics. 

Utility theory posits that individuals act to increase their own pleasure or interest 

and that certain mechanisms, such as price, result in efficient allocation of resources 

and satisfaction of people's wants (Maurice and Smithson 1985). But people often 

do not seek the most efficient and rational means to a goal or need satisfaction. 

Etzioni (1988, p. xii) stated that people "choose means [methods to achieve goals] 

largely on the basis of emotions and value judgments, and only secondarily on the 

basis of logical empirical considerations." These value judgments are often morally 

derived, and the affective and normative factors result from what he calls 

socioeconomics. Etzioni's philosophical ideas can be applied to understanding a 

purchase decision involving a social responsibility issue that docs not follow 

normative utility theory predictions unless an ethical attribute or dimension is added 
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to the calculation. In other words, a consumer might be wiIling to pay more, 

sacrifice some convenience, or forego consumption to obtain the satisfaction derived 

from ethical, socially responsible behavior. 

Indirect support for a connection betwecn social responsibility and pro

environmental attitudes and behaviors can be found in environmental studies. 

Individuals who value outcomcs that benefit others, demonstrating a "social-altruistic 

orientation," are more likely to take actions in support of environmental quality 

(Stern, Dietz and Kalof 1993). Using values theory (Rokeach 1973), the 

instrumental value of being "helpful" to others has been related to several pro

environmental behaviors (Dunlap, Grieneeks and Rokeach 1983; Rl1nkin 1983). 

Accepting the obligations of social responsibility requires a certain amount of 

altruism and helpfulness, especially if the problem has the characteristics of a social 

dilemma -- sacrifice for others while they do not have to participate (Wiener 1993). 

This discussion leads to the conclusion that the consumer with sufficiently 

high cognitive moral development is more likely to consider ethical issues, to have 

strong social responsibility principles, and to pursue decision processes that result in 

socially responsible outcomes. Image theory (to be discussed below), with its 

emphasis on principles and values, will provide the necessary framework to 

investigate the decision process rather than just outcomes or segmentation based on 

individual characteristics. 

Personal Values and Environmental Issues 

The majority of research on values and environmental issues involves 
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correlating various dimensions of personal values scales with pro-environmental 

beliefs and behaviors. Kahle, Beatty and Homer (1986) found that the List of 

Values (LOV) scale (Kahle 1983), which contains nine values related to needs and 

social adaptation, was more useful for predicting many types of consumer-related 

behaviors than the Values and Life Style meihodology (Mitchell 1983). Some of the 

items were related to environmental issues (e.g., agreement with amount of money 

spent on environmental protection, accuracy and credibility of energy crisis 

information). While they did not single out relationships between individual values 

and specific items, they reported that the LOV responses accounted for from 20 to 

34 percent of the v3.riance in the respOnS(:3 to the environmental items. 

Other researchers have used personal value scales to identify pro-environment 

market segments. Dunlap, Grieneeks and Rokeach (1983) reported that recyclers, as 

compared to the general population, were high in the Rokeach Value Survey items 

(Rokeach 1973) of inner harmony, a world of beauty and an exciting life and were 

low in a world at peace, national security and salvation. They interpreted their 

results to show that recyclers were more concerned with self-actualization and 

esteem needs than the lower order needs of safety and security. 

Using the context of conservation and energy shortage beliefs, Rankin (1983) 

also investigated underlying value patterns. He found that personal values were 

slightly rdated to beliefs about future energy shortages, more related to energy 

conservation activities, and even more strongly related to beliefs about specific 

energy technologies (e.g., nuclear, solar, conventional). In general, a world of 
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beauty and equality were positively related to the pro-environmental positions while 

a comfortable life aliJ national security were negatively related. He concluded that 

the value systems of environmentalists differ from non-environmentalists but with 

considerable variation between issues. 

Neuman (1986) studied the relationship between personal values, using 

Rokeach's (1973) terminal values with some additional items, and commitment to 

energy conservation. Even though he found that individuals claimed that 

conservation was instrumental in attaining their personal goals by a ratio of three to 

one, he concluded that personal values did not exert a major influence on 

commitment to energy con~ervation due to the relatively low correlations between 

individual values and the conservation measures. 

Stern, Dietz and Kalof (1993) eschewed traditional personal value scales and 

developed three general value orientations related to the environment--egoistic, 

social-altruistic and biospheric (welfare of nonhuman species and the biosphere 

itseIt). They found that all three value orientations were useful in determining an 

individual's motivation to act regarding political action or willingness-to-pay for 

environmental protection. For example, the egoistic value orientation (direct 

personal impact from the problem) was useful in predicting willingness-to-pay in 

addition to the expected social-altruistic and biospheric orientations. Even if their 

division and construction of value orientations need further research, their study 

does show how the focus of the statements that measure the values and describe the 

problem can influence which values attain more influence. This is directly related to 
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the decision frame in image theory which will be discussed in a later section. 

In summary, these four studies indicate that a connection between personal 

values and environmental beliefs or behavior is reasonable. However, the generality 

of the value measures and the relatively low levels of explanation indicat~ that other 

factors need to be included for a more complete model which is one of the goals of 

this study. 

Environmental Concern and Personal Relevance 

Motivation to process information is defined as "an internal readiness to 

process information, created by the personal relevance of the stimulus" (Moorman 

1990, p. 362-3). Information that appears to be self-relevant, implying increased 

involvement, elicits more attention and elaboration probably because there is more 

motivation to do so (Petty, Cacioppo and Goldman 1981; Petty, Cacioppo and 

Schumann 1983). Attitude, defined qS a summary evaluation of an issue or problem 

(Tesser and Shaffer 1990), is a key component of motivation. Concern for a 

problem indicates involvement and implies that a person would prefer an 

improvement in tile situation and might be motivated to personal action. Using the 

green marketing context, it is not surprising that environmental concern has been 

correlated with a wide variety of pro-environmental intentions and behaviors (e.g., 

Balderjahn 1988; Schwepker and Cornwell 1991; Webster 1975). More directly 

related to consumei choice, environmental concern has also been positively related 

to different perceptual maps resulting from different emphasis on the ecological 

dimension (Kinnear and Taylor 1973) and to attribute trade-offs between 
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environmental friendliness and price or performance (Berger and Kanetkar 1992). 

Drawing on these prior studies and the measures used, environmental 

concern is herein defined as the awareness of the seriousness of ecological problems 

and a desire to see improvement. These two dimensions were reflected in the items 

that ask how important or serious environmental problems are; how incensed, 

bothered, or indifferent you are to a problem; and how much do you agree with 

general action statements regarding improvements for the environment (e.g. , 

Maloney, Ward and Braucht 1975; Kinnear and Taylor 1975; Schwepker and 

Cornwell 1991; Ellen, Wiener and Cobb-Walgren 1991). 

Environmental concern is a widespread phenomenon. Approximately three

fourths of U. S. citizens consider themselves to be loosely defined as 

"environmentalists" (Goldman 1991), and a recent study measuring willingness-to

pay to avoid risk ranked environmental hazards relatively high -- following disease 

and war (Fischer el al. 1991). Even if part of that professed concern is discounted 

as socially acceptable responses, this still represents a significant market segment. 

The motivation derived from environmental concern could influence a consumer to 

eliminate alternatives that are not environmentally friendly, to weight a greenness 

attribute more heavily when that attribute is considered, and to arrive at the expected 

environmentally correct choice. 

Perceived Consumer Effectiveness 

Perceived Consumer Effectiveness (PCE) is a "domain-specific belief that the 

efforts of an individual can make a difference in the solution to a problem" (Ellen, 
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Wiener and Cobb-Walgren 1991, p. 103). Like many social responsibility issues, 

the environmental problem is a type of social dilemma "in which society appeals to 

an individual exploiting a commons [a limited resource shared by all] to restrain 

himself for the general good" (Hardin 1968, p. 1246). Improvement can only occur 

if almost everyone changes to environmentally friendly behaviors that often involve 

some personal sacrifice. However, to some individuals, the social dilemma aspect 

could be discoUiaging and result in low levels of PCE. 

Another approach to this concept is locus of control. Internal locus of 

control means that the individual believes that reinforcement is contingent upon his 

or her behavior and external locus of control implies that reward is more dependent 

on luck, fate or the actions of others (Rotter 1966). Locus of control is a well

researched personality variable that provides theoretical support to the more domain

specific construct of perceived consumer effectiveness. Internal locus of control has 

been positively correlated with perceived consumer effectiveness (related to 

environmental issues) as well as with environmental concern and pro-ecological 

behaviors (Schwepker and Cornwell 1991; Henion and Wilson 1976). 

Depending on one's optimism or pessimism about the power of individual 

actions to change the environment, PCE should affc~t the motivation to perform 

socially responsible behavior which implies an effect on the intervening information 

processing. EIIen, Wiener and Cobb-Walgren (1991) found that PCE was a 

construct distinct from environmental concern and that it was a good predictor of 

certain self-reported pro-ecological behaviors. Their results linked PCE with 
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individually oriented bchaviors, such as recycling, purchasing patterns and 

contributions, but not with collective actions, such as organizational membership or 

political activity. These findings are supported by social dilemma theory (Wiener 

and Doescher 1991) which differentiates between perceptions of individual and 

collective actions in solving social dilemmas. 

Berger and Corbin (1992) also consider PCE and environmental concern to 

be distinct constructs related to pro-environmental behaviors, but their findings 

support PCE as a moderator of the link between attitude (concern) and behavior. In 

other words, higher correlation between attitude and behavior was associated with 

higher PCE. It is intuitively appealing lhal an individual who is deeply concerned 

about environmental issues but feels powerless would be less likely to act in a pro

environmental way if it involves any additional effort or cost. 

A third relationship between environmental concern, PCE and pro

environmental behaviors is also conceptually possible but has not been raised in the 

literature. PCE could directly affect environmental concern which is then linked to 

behavior. Over time, it is reasonable to think that concern and PCE would not 

conflict for the sake of cognitive consistency (Festinger 1958). For example, low 

PCE could reduce concern, thereby reducing frustration, just as high PCE could 

support continued involvement and perhaps more concern. 

Regardless of how dynamic the concern-PCE link actually is, believing that 

one's actions can make a difference should facilitate consideration of ethical issues 

and product greenness in this context. Based on the relationships bctween PCE, 

---------------~--.-------
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environmental concern and behavioral outcomes, it is reasonable to assume that 

consumers with high levels of PCE would be more likely to have a plan for pro

environmental behaviors. This plan could include a decision process that eliminates 

non-green alternatives from consideration and that weighs the green attribute more 

heavily in a decision to arrive at these outcomes. 

Prior Knowledge: Environmental Issues 

Prior knowledge of brand, attribute and procedural information has been 

shown to affect information acquisition, processing, and choice (Bettman 1979; 

Brucks 1985; Sujan 1985). In the area of environmental issues, knowledge of 

specific problems has been linked to such behaviors as recycling (Vining and Ebreo 

1990), sharing of scarce resources (Messick et al. 1983), and conserving water 

(Kantola, Syme and Nesdale 1983). Ellen, Wiencr and Cobb-Walgren (1991) found 

that the consumer's perceived knowledge of environmental issues was a function of 

an interaction between environmental concern and perccived consumer effectiveness. 

However, the theoretically (and intuitively) more interesting relationship would be 

that environmental knowledge leads to environmental concern and grows with it. 

Using the green marketing context, environmental knowledge is expected to facilitate 

the processing of green cues, which is a necessary precursor to selection of a green 

product. Because there are many technical areas within environmental science, an 

objective test of environmental knowledge must be specific to the chosen product. 

A self-report test of perceived knowledge suffers from being subjective and tainted 

with motivational dimensions. Due to these problems and probable covariation with 



environmental concern, a minimal level of environmental knowledge needed to 

recognize environmental information is being assumed and controlled for with the 

test stimuli. 

IMAGE THEORY 
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As previously mentioned, decisions involving social responsibility issues have 

different characteristics that do not fit conveniently into more tn!.ditional decision 

models. Image theory was developed specifically to provide a more descriptive 

decision theory that can deal with problems ranging from extensive, complex 

decisions to choosing options that are "so silly, trivial, immoral, personally or 

socially objectionable, or otherwise tlawed that they are rejected out of hand" 

(Beach 1993, p. 215). Formal presentations of the theory are contained in Beach 

(1990) and in Beach and Mitchell (1987, 1990), but a brief presentation will 

illustrate its appropriateness as the basis for socially responsible consumer choice 

situations. A diagram of image theory, as proposed in Beach and Mitchell (1987), 

is presented in Figure 1. The theory is more explicitly related to the green 

marketing context in the conceptual framework section. 

Images are schemata, or information representations, that organize a decision 

maker's values and knowledge and that guide behavior. This terminology was 

. originally developed by Boulding (1956) and Miller, Galanter, and Pribram (1960), 

but the more complete decision theory presented here is from the work of Beach and 

Mitchell (1987, 1990). The situation, or frame, determines which subset of the 

dccisien maker's images will be used in the decision. 
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According to Beach (1990, p. 50), "framing sets the scene for decision 

making by defining what the decision is about and delineating the issues that have 

bearing on it." This assessment of the contextual characteristics, i. e., framing, sets 

the stage for applying the mechanisms used in deliberation. The context has features 

that are inherent ill the situation and some that are derived from the knowledge of 

the decision maker. Using Hintzman's (1986) theory of recognition memory, these 

external features are seen as being used by the decision maker to probe his or her 

memory for knowledge which supr!i~ .meaning to the context. For individuals with 

strong social responsibility beliefs, a choice involving green and non-green products 

could be framed as a moral/ethical decision. Whereas, for those without strong 

social responsibility beliefs, the same choice task could be framed as a typical price 

or quality decision. 

The power of different frames of the contextual features to elicit different 

results has been demonstrated by many researchers. Anderson and Pichert (1978) 

f,'lUnd remarkable, but intuitively logical, differences in the details recalled [rom a 

story by subjects who were asked to frame the story from either a burglar's or 

homeowner's point of view. Framing has been used to demonstrate the supposed 

irrationality of human judgment (Kahneman and Tversky 1979), but it has also been 

used to show that some research findings are the result of the experimenter's 

framing of the situations or problems without regard for the subject's point of view 

(Bazerman 1984). Neither situation is problematic for image theory because 

rightness or rationality is not the issue. 
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Situational features and individual characteristics frame the context by 

eliciting an appropriate subset of the three images, or knowledge representations. In 

this way, framing defines the problem space, a person's cognitive representation of a 

task environment (Payne 1980). Different frames lead to different modes of 

cognitive processing that can range from virtually automatic to complex and 

controlled (Dunegan 1993). Neither the frame nor the salient images are static -

interim decisions can alter the frame and evoke different images as the problem 

evolves (Beach 1990). 

There are three general types of images in the theory. First, the value image 

consists of the decision maker's principles, values, morals, ethics, ideals and 

standards of behavior. Social responsibility is an example of a value image. The 

value image serves as the primary motivator of the entire process. The value image 

is both prescriptive and proscriptive -- it determines what one should and should not 

do (Beach 1990). Because image theory places more importance on principles to 

determine subsequent behavior than most decision theories, it is highly compatible 

with social responsibility issues. The second type of image, the trajectory image, 

consists of the goals to be achieved. These goals can vary from abstract to specific, 

but they form a useful agenda for attaining what the decision maker wants in the 

future. The third type of image, the strategic image, actually consists of three 

related parts (plan, tactics, forecast). The plan is a sequence of behaviors that are 

seen as a unitary event. Tactics are the specific actions or behaviors required by the 

plan. The forecast predicts the future if the plan and tactics arc followed. 
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The results predicted in the forecast for a given plan must "fit" with the 

principles in the value image for the decision maker to commit to that course of 

action (unless the other images are altered). An individual's preference for having 

beliefs (cognitions) that are consistent with one's behavior has been demonstrated in 

research on consistency theory (Abelson el al. 1968) and on dissonance theory 

(Festinger 1957). "People favor information consistent with their attitudes and 

behavior" so that information search and perception are also affected (Fiske and 

Taylor 1991, p. 469). The apparent hierarchical levels of the three types of images 

might imply more structure, unidirectionality, and rigidness than is often the case. 

Many decision models and choice heuristics have been identified in the 

literature (Bettman, Johnson and Payne 1991), and a brief discussion of these 

alternatives is appropriate to demonstrate the preferability of image theory. A useful 

division can be made between compensatory and noncompensatory decision 

processes. Compensatory decision rules allow for tradeoffs between attributes 

because the decision is based on the sum of the products of the importance weight of 

the attribute and the evaluation of that attribute. Noncompensatory decision rules do 

not allow such tradeoffs, and most are also referred to as choice heuristics or short

cuts. Two heuristics are of particular interest. First, the elimination by aspects 

(EBA) rule (Tversky 1972) requires that brands that do not meet a predetermined 

cutoff on an attribute, starting with the most important attribute, are eliminated until 

there is only one alternative left. In sOllie cases, elimination by aspects on key 

attributes is used to reduce the consideration set, and then a compensatory model is 
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used to evaluate the remaining alternatives on the remaining attributes (Payne 1976). 

A consumer who reduced the consideration set to only green products and then 

followed an additive compensatory model to evaluate the other attributes such as 

price and quality would be using this combined heuristic. Second, the lexicographic 

rule (Tversky 1969) is a more restrictive heuristic, and it states that the alternative 

with the highest rating on the most important attribute will be selected with ties 

moving to the next most important attribute. For example, the greenest product 

would be chosen if the green attribute were the only one of importance to the 

consumer for that product category. 

Image theory can deal with these and other decision situations more 

parsimoniously. There are two types of decision processes in image theory, 

screening and choice. A single option or multiple options can be screened, and a 

decision can be made if there is only one survivor. If there arc no survivors, the 

decision maker can seek more options or pursue other interests. If more than one 

option survives the screening, then a choice can be made from the options. 

Screening can be accomplished by a single strategy called the compatibility 

test (Beach 1993). An alternative is rejected if the number of violations of the 

standards exceeds a threshold. In other words, the option must fit, or be compatible 

with, the decision maker's standards which are derived from the operative images. 

Both violations and thresholds are noncompensatory--nonviolations on the other 

attributes cannot mitigate the effect of violations (Beach and Strom 1989). The 

attributes or characteristics used to screen options are assumed to be relatively more 
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important to the decision maker. 

Choice has been shown to be a considerably different process than screening 

in several studies (e.g., van Zee, Paluchowski and Beach 1992; Rediker et al. 

1993). In fact, the information used to screen alternatives is typically not used in 

the subsequent choice process between the surviving alternatives. The profitability 

test involves evaluation of the relative merits of the options and the choice of the 

best alternative. The profitability test can be either compensatory or 

noncompensatory, depending on the specific strategy used, and it is usually more 

complex and deliberative than the compatibility test (Mitchell and Beach 1990). The 

characteristics or attributes of the options given the most weight in the final choice 

would be considered more important by definition, but they are probably less 

important than the attributes used in screening if that step was taken first. 

Image theory also posits two types of decisions that explain typical consumer 

decision making tasks ranging from routine decision making (e.g., choice of 

familiar, low involvement products) to extensive decision making (e.g. , choice of 

unfamiliar, high involvement, high risk products). First, adoption decisions evaluate 

options or candidates to add to the goal agenda or to act upon (adopt) in order to 

satisfy principles. Single candidates require only the compatibility test while 

multiple candidates could include a subsequent profitability test to choose the best 

candidate. Progress decisions are the second lype of decision. They determine 

"whether a particular plan on the strategic agenda is producing satisfactory progress 

toward attainment of its goal" (Beach 1990, p. 8). In other words, a compatibility 
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test is run to see if a fit still exists between the value image and the strategic image. 

In organizational behavior, a progress decision would include the review of a policy 

to see if it is still viable. In consumer choice, this could be as simple as re

evaluating a routine purchase of a brand that has become almost automatic. In 

summary, image theory offers a more complete decision model that emphasizes 

values and screening -- key facets of consumer decisions involving strongly held 

principles. 

RESEARCH GOALS 

The literature review provides considerable support for existing relationships 

between social responsibility, personal values, environmental concern or perceived 

consumer effectiveness and socially responsible (pro-environmental in this context) 

beliefs or behavior. However, the relationships have been studied in a piecemeal 

fashion. There is no overall conceptual model that links these constructs in a 

coherent manner. Furthermore, the existing research has focused on outcomes or 

self-reported behaviors rather than on the decision process. The first goal of this 

study is to fill this conceptual void with a framework that identifies the key 

constructs and their interrelationships for a better understanding of the entire 

decision process when a social responsibility issue is present. Unlike prior research 

in this area, consumer preference tasks are used to discover how the decision 

process changes as the antecedent factors vary. 

While the major research focus is on consumer behavior when a social 

responsibility issue is present, there are also some unanswered questions regarding 
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image theory. Prior research has not clearly identified all three images at work 

simultaneously in the same study. Therefore, a secondary goal is to evaluate image 

theory's ability to explain, not just consumer decision making, but also any decision 

making in a value-laden context. The following chapter proposes a conceptual 

model of socially responsible consumer choice based on the tenets of image theory 

and set of hypotheses to tcst its viability. 
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III. CONCEPTUAL FRAMEWORK AND HYPOTHESES 

Explanation of the conceptual framework for decision making in the presence 

of a social responsibility attribute first requires a reconciliation of the context 

(environmental issues) with image theory terminology. Figure 2 illustrates the 

correspondence between the images and the verbal examples used in the text below. 

Figure 3 relates the images with terms that are directly tied to this context (e.g. , 

trajectory image -+ environmental goals). Hypotheses 1-8 link the constructs in the 

framework and are presented when appropriate. Figure 4 portrays how these key 

constructs are related to the three images and indicates the hypothesis for each link. 

DECISION FRAME 

The decision context, or frame, is the choice between several brands or 

product substitutes in which "greenness" is one differentiating attribute. For 

example, the choice could be between disposable and cotton diapers, between 

rechargeable and ordinary batteries, or between a natural gas and solar powered hot 

water :ystem. Even this small subset of examples exhibits the wide variety of 

context issues: disputes over what is greener (diapers), durable vs. nondurable 

goods, (non)availability of recycling potential, wide price and quality differences, 

etc. Regardless of the context complexity, the frame will elicit relevant images to 

guide decision making. The operative images will vary by individual so the ones 

discussed will be those images that would be expected from the green consumer. 

VALUE IMAGE 

The value image typically explains WHY a decision is made. It is comprised 
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of strongly held, relatively general principles and values. Simply stated, a relevant 

principle elicited by this frame could be: "As a member of society, I have the 

obligation to maintain or improve society's overall well being." This is a statement 

of general social responsibility that results from cultural learning. As the 

importance of social responsibility increases, an individual is more likely to have the 

ability to identify far-reaching consequences of behavior, to recognize 

responsibilities to others in society, and to reconcile conflicting obligations to satisfy 

this moral or ethical belief. 

A second part of the value image could be stated, "Compared to other 

personal values, a clean environment is relatively implJrtant to me." The 

comparison is to other terminal values as defined by Rokeach (1973) and as 

discussed in a prior section. While most of the Rokeach terminal values are 

centered on the self (e.g. , happiness, an exciting life, a prosperous life), some 

values involve end-states for others as well (e.g., equality, a world at peace, family 

security). "A clean environment" is not part of the Rokeach scale, but it would fit 

in the latter category because a clean environment benefits others as well as oneself. 

Because a clean environment depends upon individual efforts for a common good, it 

could be considered a more specific manifestation of a strongly held social 

responsibility principle (the belief that one's actions should contribute to the overall 

well-being of society). As such, these two value images should be positively 

correlated. 
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HI: A consumer who has a strongly held social responsibility principle will value 
a clean environment more highly, compared to other personal values, than a 
consumer without a strongly held social responsibility principle. 

TRAJECTORY IMAGE 

The trajectory image explains WHAT needs to be done to satisfy the value 

image. The goal could be stated as "I am trying to protect or improve the 

environment." In fact, goal images are typically preceded by "I am trying to ... " 

when expressed verbally. Becau~e concern implies a desire to see a change in a 

situation, environmental concern would he a strong indicator of an important 

dimension o[ this relatively abstract goal. The strength of the trajectory image and 

its subsequent effect on the decision making process is a [unction of the individual's 

underlying value image and his/her concern related to the specific context. In other 

words, the formation of a specific trajectory goal, such as environmental 

protection/irr.provement, would require a strongly held social responsibility principle 

and a relatively important value regarding a clean environment. 

H2: A consumer who has a strongly held social responsibility principle will 
demonstrate a more strongly held goal or deeper concern related to a social 
responsibility issue than consumers without strongly held principles. 

H3: A consumer who has a strongly held personal value related to a specific 
social responsibility problem (a clean environment) will demonstrate a more 
strongly held goal or deeper concern for improving that problem than 
consumers without strongly held values. 

As discussed in an earlier seclion, the role of perceived consumer 

effectiveness (peE) is important to the model but the direction or target of its 

influence has b:!en problematic. Even though consideration of PCE might follow the 
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creation of environmental concern temporally, it seems more logical that PCE can 

affect the level of concern than vice versa based on the earlier discussion of 

cognitive consistency. Believing that one's actions can improve the situation could 

support current levels of concern or foster increased interest and concern. Believing 

that the results of socially responsible actions will be inconsequential would 

discourage continued concern in order to reduce frustration. While environmental 

concern is the primary determinant of the trajectory image, PCE can strengthen or 

weaken that image as a goal to be pursued by its effect on envir.)nmental concern. 

H4: A consumer who has a high level of perceived consumer effectiveness (the 
belief that ones's actions in the marketplace can alter/improve conditions) 
will demonstrate a more strongly held goal/deeper concern for improving a 
social responsibility problem than consumers with lower levels of perceived 
consumer effectiveness. 

STRATEGIC IMAGE 

The strategic image explains HOW a goal can be achieved, and it can be 

broken down into three parts. First, the plan (a sequence of behaviors seen as a 

unitary event) could be to do the things that are identified with green consumption in 

the consumer's mind. Second, the tactics are the more specific tasks that comprise 

the plan. Some possible tactics are screening alternatives on the greenness attribute, 

weighting the green attribute heavily in evaluating alternatives, learning more about 

the environmental impact of differc~t product categories, and cvnsuming less. The 

first two tactics are specifically related to the decision process itself and involve the 

use of an attribute directly related to the social responsibility principle. Third, the 

forecast could be reduced harm to the planet or improvement of the environment if 
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the plan is carried out. Due to the difficulty in relating one's pro-environmental 

actions to short term results, the power of the forecast (1) to provide timely 

feedback to reinforce commitment to the plan and (2) to alter tactics is not as strong 

as in some types of decisions. Therefore, the forecast is not explicitly included in 

the model. Its impact i~ registered through PCE which includes the future results of 

an individual's actions. 

An individual's perceived consumer effectiveness, i.e., beliefs about how 

his/her actions can influence the marketplace, can influence the forecast that makes 

the plan meaningful. Because the forecast is considered periodically and adjustments 

are made to the plan (and possibly other images), it is more realistic to see the 

inl1uence of PCE on the evidence of a plan of action. A consumer who felt that 

his/her actions would make a difference (i. e. , improve or protect the environment) 

will be committed to that plan. 

H5: A consumer with a high level of perceived consumer effectiveness related to 
achievement of a goal will have a higher level of ~t)!!!mitment to a plan to 
improve or resolve the social responsibility problem than consumers with 
lower levels of perceived consumer effectiveness. 

A considerable amount of research has linked environmental concern with a 

wide variety of pro-environmental behaviors as cited earlier. Evidence for a plan at 

work is a cohesive set of actions with a common theme. Commitment to a plan can 

be seen in the follow-through, i. e., the frequency and variety of the related 

activities. For exam pie, a consumer who recycles, conserves energy, avoids 

environmentally harmful products, etc. , on a regular basis is probably highly 



committed to a plan for improviag and protecting the environment. 

H6: A consumer who has a strongly held goal or concern for a social 
responsibility issue will have a higher level of commitment to a plan to 
resolve the problem than consumers with less strongly held goals. 

Tactics, the second part of the strategic image, can include very specific 

activities (e.g. , recycling aluminum cans or insulating the hot water tank) and 

general procedures (e.g., reading labels at the grocery store to evaluate product 

greenness or trying to determine the societal impact of a product's manufacture, 

consumption and disposal). Because specific pro-environmental behaviors can be 
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limited by opportunity or availability, the focus is placed on general decision making 

patterns as tactics. These decision making tactics include (1) screening product 

alternatives by not considering those that violate minimal greenness standards and 

(2) weighting the greenness attribute heavily compared to other product attributes. 

These behavior patterns can be expected to cross some product classes, but 

differences could occur based on information availability, opportunity to reap the 

benefit (e.g., recycle the recyclable), level of potential harm, or level of 

involvement in the purchase. Regardless of these product class differences, the use 

of the two decision tactics when confronted with alternatives that have social 

responsibility repercussions is more reasonable than observing specific pro-

environmental behaviors. 

Environmental concern should be positively related to tactics used for the 

same reasons that it affects the plan. In most cases, the observed, pro-

environmental behaviors already linked to cmironmental conccrn in previous 



research, are manifestations of the tactics in the consumer's repertoire. 

H7: A consumer who has a strongly held goal or concern for a social 
responsibility issue will be more likely to use the following decision 
processes as tactics than consumers with less strongly held goals: 

A) the use of a product attribute, directly related to the social 
responsibility principle, to screen alternatives (compatibility test). 

B) the placement of increased importance weight (utility) on the social 
responsibility attribute in non-screening decisions (profitability test). 

By definition, the plan and tactics must be related. Due to the wide variety 

of possible tactics, the strength of the relationship between the more generalized 

commitment to the plan and a specific tactic could easily be confounded by 

opportunity and availability factors. By choosing these more generalizable tactics 
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and by using relatively familiar social responsibility issues, the relationship becomes 

a testable hypothesis. 

H8: A consumer who has a strong commitment to a plan to improve or resolve 
the social responsibility problem will be more likely to use the following 
decision processes as tactics than consumers with weaker commitment to a 
plan: 

A) the use of a product attribute, directly related to the social 
responsibility principle, to screen alternatives (compatibility test). 

B) the placement of increased importance weight (utility) on the social 
responsibility attribute in non-screening decisions (profitability test). 

It can also be argued that perceived consumer effectiveness affects tactics. 

This is especially true if PCE is compartmentalized for different issues. For 

example, a consumer could believe that recycling aluminum cans is very effective in 

reducing landfills and the depletion of nonrenewable resources but that using cloth 
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diapers instead of paper diapers just has a different, rather than lessened, negative 

effect on the environment. If domain-specific PCE could be measured, then there 

could be a dirt!ct link with the tactics. Since a general PCE for environmental issues 

is being used in this study, its effect on the tactics would be indirect through its 

influence on environmental concern and commitment to the plan. A separate 

hypothesis is not proposed. 

IMAGE THEORY CONCEPTUAL FRAMEWORK 

The previous hypotheses represent each link between the constructs in the 

conceptual framework for decision making in the presence of a social responsibility 

issue. While these hypotheses discuss the various constructs in terms of the three 

primary images in image theory, an additional hypothesis to identify and relate the 

images to each other and to the measured constructs would give more credibility to 

the utility of image theory as the preferable descriptive theory for decision making. 

From the preceding discussion, the following relationships between the images and 

the constructs can be discerned: 

Value Image = Social Responsibility and Environmental Value 
Trajectory Image = Environmental Concern and PCE 
Strategic Image = Environmental Plan and Tactics 

One difference from the previous hypotheses involves the lack of a link between 

PCE and the strategic image (H5). This was done because the link between PCE 

and environmental concern is considered to be stronger than a direct link to the 

plan. PCE can still have an indirect effect through the Trajectory Image. The 

conceptual framework organized by image theory's structure is illustrated in Figure 
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5 and is described in the following hypothesis: 

H9: The value image, trajectory image and strategic image are related in this 
sequential order and provide the basis fl)r decision making. In the context of 
environmental social responsibility, the value image is formed by the social 
responsibility principle and the consumer's environmental value. The 
trajectory image is formed by environmental concern and perceived ccnsumer 
effectiveness. The strategic image is reflected in commitment to the plan as 
seen in the consumer's pro-environmental behaviors and in decision tactics 
that include screening with or heavily weighting the social responsibility 
attribute. 

A few additional comments, more pragmatic than conceptual, are needed to 

clarify the purpose of this hypothesis. Because images resemble schema or 

knowledge representations that can have multiple dimensions, they will be more 

difficult to measure than the constructs in the previous hypotheses. In this study, 

the value, trajectory and strategic images are actually latent variables --

unobservable constructs that can be indirectly estimated from observable (manifest) 

variables already identified (Hair et al. 1992). Structural equation modeling, which 

will be discussed in more detail in the research methodology section, provides the 

means for estimating these latent variables and their interrelationships. This final 

hypothesis does not diminish the value of the hypotheses testing the links between 

the more unidimensional and measurable constructs. In fact, the earlier hypotheses 

relating constructs tied to the different images, underscore the dynamic nature of 

decision making under image theory. The image theory conceptual framework, 

described in H9, offers a more parsimonious view of decision making that 

recognizes the complexity of multiple antecedent factors, especially in the context of 

social responsibility issues. 
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IV. RESEARCH METHOD 

This chapter describes the research design and procedures used to collect and 

analyze the data. The research design section includes discussions of the (1) design 

and data collection procedures, (2) subjects, (3) stimuli, and (4) measures. The 

analysis section describes how path analysis and latent variable modelling are 

appropriate for testing the hypotheses. 

RESEARCH DESIGN 

Design and Procedures 

This study has a between subjects design in which all subjects complete the 

same survey measures and perform two consumer preference tasks. The order of 

the measures and tasks is presented in Table 1. Demand bias, which is especially 

troublesome when there is an ethical dimension to the situation, required careful 

attention to this ordering. During the first half of the session, the cognitive moral 

development, social responsibility and environmental value measures were collected. 

While it was obvious ihat values were involved, the lengthy scenario format for the 

first two and the range of values in the inventory does not foreshadow the emphasis 

on environmental issues that occurs after the preference task. 

The consumer preference task should seem almost unrelated to the scenarios 

and values inventory. The subjects ranked all sixteen possible attribute combinations 

(four attributes, two levels each) for a convenience and a durable product. This task 

provided both the attribute weight information (by conjoint analysis) and the 

screening measures used as tactics in Hypotheses 7 and 8. Subjects were told to not 



TABLE 1 
Data Collection Procedure 

1. Cognitive Moral Development 

Defining Issues Test, 3 scenarios 

2. Social Responsibility 

One scenario embedded in DIT 

3. Values Inventory 

Rokeach Terminal Values Inventory, " a clean environment" 
substituted for "national security" 

4. Product Preference Task 

Ranking 16 product profiles (full factorial, four attributes, two levels 
each) for two products 

5. Environmental Concern, Perceived Consumer Effectiveness, and 
Environmental Knowledge (subjective) Scales 

6. Environmental Consumer Behavior Inventory 
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Note: Each session was scheduled for 60 minutes. Completion time ranged from 30 
minutes to 55 minutes 
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go back to this task after beginning the subsequent measures that indicate the study's 

interest in environmental issues. 

The remaining data were measured variables collected using survey 

methodology: environmental concern, perceived consumer effectiveness, and an 

environmental consumer behavior inventory that represents the plan. The 

questionnaire also contained some additional items not included in this paper. The 

study required [rom 35 to 60 minutes to complete. The entire data collection 

instrument is presented in Appendix H. 

Subjects 

In identifying an appropriate sample, known relationships between 

demographic information and the types of measures being used in this study were 

considered. Cognitive moral development, which has a social responsibility 

dimension, has shown a strong relationship with both age and education as would be 

expected intuitively (Rest 1986). Goolsby and Hunt (1992) report that the earlier 

controversy about sex bias against women on moral development tests (Gilligan 

1982) has been refuted by further analysis "od that men and women apparently 

develop along similar paths. Interestingly, their research in the much narrower 

context of moral development in marketing management showed women scoring 

significantly higher. While existing research has produced mixed results, age and 

education factors need to be considered with social responsibility principles. 

Environmental concern has been weakly linked to younger, better-educated, 

higher income persons, but these variables have received less attention in most or 
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the recent research because of the lack of explanatory power (Schwepker and 

Cornwell 1991). Perceived consumer effectiveness has been weakly relatcd to racc 

and political affiliation (Ellen, Wiener and Cobb-Walgren 1991). Empirical research 

on environmentalism (concern, intentions and actions) has sought to show that 

women are more likely to care about the environment due to higher altruism or 

family concerns, but it has produced inconsistent results (see Stern, Dietz and Kalol' 

1993 for a review). 

Gender differences warrant consideration even if prior research has been 

inconclusive. Because this research involves consumer choice and purchasing 

patterns, a gender difference is possible for products for which men or women are 

the primary purchasers. Other arguments could be advanced (e.g., saving the planet 

is more important to those with primaIY child-rearing responsibilities), but 

theoretical support is not readily available or testable within the scope of this study. 

The sample for this study is undergraduate college students, in an 

introductory business course, which means a relatively homogeneous group in terms 

of age and education. The consequence of ihis homogeneity will be reduced 

variance in some constructs and more conservative results. Even though data on the 

following factors were not collected, political affiliation should not differ much from 

society in general while lower income members and minorities might be slightly 

under-represented. Males are over-represented in the sample - 81 males and 36 

females. Gender differences have the most disruptive potential, but this might be 

minimized by more similar purchasing situations for students of both sexes than 
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might be true later in life. 

Usable data were collected from 117 subjects. The surveys and task data 

from 28 subjects were discarded based on standards set for the Defining Issues Test 

(Rest 1990) which was part of the survey instrument. These standards identify 

meaningless responses, usually due to language difficulties or non-cooperation. 

Visual inspection of these instruments also showed that these subjects typically had 

difficulty in following directions in other sections as well which confirmed the 

justification for elimination. 

Stimuli for the Preference Task 

The preference task required product profiles for two products. Hypothetical, 

relatively low involvement, non-controversial products that would be sufficiently 

familiar to the subject population were used to reduce demand effects. Very simple 

environmental issues were used in order to control any confounding effect from the 

need for more technical knowledge. A convenience product (glass and window 

cleaner) and a durable product (refrigerator) were selected after reviewing product 

labels, advertisements, and interviewing some students. Because time restraints 

preclude the use of more products, using relatively diverse products was a way to 

improve generalizability of the results. 

The profiles were developed from two levels of four attributes. Examples of 

these stimuli are presented in Appendix A. The use of four attributes satisfied 

several criteria. First, it was important to provide a realistic amount of information 

that is commonly provided for the product category. Price, a key feature indicative 
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of the product's quality, the product's greenness, and a less important, but typically 

observed, attribute appear to supply sufficient information on which to base a 

decision. Secondly, concern for cognitive overload probably precludes the use of 

more than four attributes when so many alternatives are considered. Increasing the 

number of attributes would also create the necessity for even more alternatives for 

either a full or fractional factorial design using conjoint analysis. 

These profiles were pretested using students from the same population to see 

if they were reasonable descriptions. The convenience product greenness issue was 

biodegradability and the durable product issue was the level of CFC's 

(chlorotluorocarbons) and their potential harm to the ozone layer. The durable 

product's green attribute was more explicitly stated so that a confounding effect 

from lack of knowledge about CFC's was minimized. The price variances 

corresponded to actual price variances of similar products. The less expensive price 

was 13 (durable) to 15 (convenience) percent less than the higher price, and the 

price variance was chosen to provide a modest, but noteworthy, amount for the 

category. The quality attributes were related to the primary function of the product: 

ease of use for the cleaning product and storage capacity for the refrigerator. The 

relatively less important attributes were package appearance (clear or frosted bottle) 

for the convenience product and adjustable shelves in the freezer compartment (in 

addition to adjustable refrigerator shelves in all alternatives) for the durable product. 

Because a full factorial array of product profiles was used, each product had 

sixteen separate pieces of paper with descriptions (same urder on each slip to lessen 
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the cognitive effort). Subjects physically arranged the profiles to their liking. Then 

they indicated the rank by writing numbers from 1 to 16 in the blanks, clipping them 

together, and returning them to the envelope. 

Measures 

All measures, except the values inventory were pretested on 63 subjects from 

the same subject pool of students. Reliability tests (coefficient alpha) and factor 

analysis (with varimax rotation) were used to increase reliability and identify single 

factor measures when appropriate. Coefficient alpha and factor analysis results for 

the revised scales for the actual study (n = 117) are presented in Table 2. In general, 

the alpha coefficients for the scales appear to be acceptably high -- three at .7 or 

above (Nunnally 1978) and one above .6 (Robinson el al. 1991). The measures for 

the totally endogenous variables are described first (starting with the more complex 

preference task measures), and descriptions of the measures for the intervening and 

exogenous variables follow. 

To investigate the decision processes in the tactics part of the strategic image, 

two measures were derived from the results of the same preference tasks. The 

screening measure assumes that alternatives that violate minimum standards on the 

key attribute(s) should be at the bottom of the list of forced preferences, while those 

that pass the screening test should be included in a smaller set that will be at the top 

of the list. This measure corresponds to image theory's compatibility test. The 

utility weight measure assumes a compensatory process, similar to what can occur in 

image theory's profitability test in which acceptable options are evaluated using most 



TABLE 2 

Reliability Of Scales 

COEFFICIENT 
SCALE ITEMS ALPHA FACTORS 

Cognitive Moral Development 9 .53 

Social Responsibility 3 .70 

Values - Clean Environment a N/A N/A 

Perceived Consumer Effectiveness 4 .70 

Environmental Concern/Goals 5 .64 

Environmental Consumer Behavior 10 .83 

N 117 

Z score for Clean Environment using 17 other items on the 
Rokeach Test (1969) 

3 

1 

N/A 

1 

1 

2 b 

5 items related to buying/selling/using green products, 3 items related to 
recycling, 2 other items (contributions, auto use) weakly related to first five. 
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attributes. Each measure is probably capable of capturing variance resulting from 

both the compatibility and profitability tests. For example, placing the greatest 

weight or screening totally on the same attribute would result in the highest scores 

on both measures. If the decision process includes both types of tests (compatibility 

followed by profitability) as image theory expects in many cases, both measures 

should reflect at least part of the real process. These two measures should be 

correlated, and they are (convenience product r = .95 and durable product r = 

.91). They are described in more detail in the next section. 

Screening Evidence - TACTIC. This is a decision process tactic in a plan to 

improve or protect the environment. Observation of the preference task during the 

pretest and discussions with some participants after the study indicated that subjects 

were screening the profiles on a key attribute (both choosing a desirable level or 

eliminating an unacceptable level based on their verbal reports). As a result of this 

evidence, a screenIng measure was developed to indirectly capture this phenomenon. 

Since the underlying process is being inferred from the results, a strict condition was 

applied. 

To measure the degree of screening using the green attribute, the number of 

consecutive "green" profiles starting with the top ranked profile within the first eight 

rankings (top half) was used. [In principle, this is not very different from 

consecutive purchases used to measure brand loyalty (e.g., Gaudagni and Little 

1983).] If the green attribute is unimportant to the subject, zero or a very low 

number would result. If the subject considers the green attribute paramount to all 
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other considerations, he/she would receive a score of eight. In other words, the first 

eight profiles would all be green with a relatively indifferent mixture of the other 

attributes. This is a stricter test than using the percentage of green profiles in the 

first eight profiles. Having a non-green profile in the fourth spot with the remaining 

seven others in the first eight being green results in a score of 3 out of 8 (37.5%) 

rather than 7 out of 8 (87.5%). Other research on screening in image theory has 

used specific instructions to screen out options and the resulting decisions were 

analyzed. While the measure for this study is indirect, it is a highly conservative 

measure. It should be noted that image theory predicts screening of options by 

violations (Beach 1990). In other words, screening means rejecting undesirable 

options. This measure is calculated on screening for desirable options because the 

large number of alternatives and the nature of the task, without specific screening 

instructions, probably results in more care given to ranking the top set of options. 

Utilitv Weight - TACTIC. Conjoint analysis of each subject's rankings of 

the product profiles was performed to reveal each subject's individual preferences 

and importance weights on the greenness attribute (Green and Srinivasan 1990). 

Conjoint analysis is a multivariate technique used to explain how respondents 

construct preferences. "It is based on the simple premise that consumers assess the 

value or utility of a product/service/idea (real and hypothetical) by combining the 

separate amounts of utility provided by each attribute" (Hair et al. 1992, p. 382). 

Giving greater importance to the greenness attribute in consumer choice would be a 

tactic in a plan to improve or protect the environment. There are two levels of each 
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attribute to facilitate comparison of attribute weighLs between subjects (Wittink, 

Krishnamurthi and Nutter 1982). In order to facilitate comparison of relative 

weights across subjects, the ranges on greenness as a proportion of the summed 

ranges of all attributes was used to create the variable (Wright and Rip 1980). The 

main effects for each attribute in the preference task were calculated using 

regression with dummy variables for different levels of each attribute. The 

regression coefficients represent the range between part worth utilities for high and 

low levels of the attribute. The resulting ranges in part-worth utilities were then 

standardized (to sum to one) to demonstrate the relative importance of each attribute 

compared to the other attributes. The standardized part-worth utility of the 

greenness attribute was then used as the endogenous variable to test Hypotheses 7(B) 

and 8(B). A detailed explanation of the required calculations can be found in Hair 

et aL. (1992, pp. 407-413). An example is presented in Appendix B. 

Environmental Consumer Behavior - PLAN. Seeking evidence of an 

existing plan related to the goal of environmental protection or improvement is more 

likely to receiv~ an honest response than asking subjects if they have a plan for the 

future. Furthermore, an interval scale was needed to probe the strength of 

commitment to the plan. By asking respondents how often they participate in a 

variety of pro-environmental actions, it is possible to tap commitment to the plan 

from the breadth and frequency of the responses. While the social desirability effect 

could be a problem with such questions, a study that compared self-reported 

household energy consumption with actual usage measures found no systematic 



inaccuracies, and these results bolster confidence in this type of scale (Warriner, 

McDougal and Claxton 1984). 

69 

A ten-item, seven point scale of self-reported level of participation in 

environmentally friendly behaviors developed by Berger and Corbin (1992) was 

pretested to represent the strength of commitment to the plan. A coefficient alpha of 

.86 was obtained in the pretest, and all items were retained. The coefficient alpha 

for the scale in the actual study was a respectable .83. 

Two clear factors (Table 3) were identified using varimax rotation: three 

items are related to recycling/disposal, five items are related to buying/using green 

products. Two items loaded on the second factor weakly as should be expected -

one item was related to energy conservation with automobiles (.42) and one item 

was related to contributions to activist organizations (.51). However, the two factor 

solution explained 57(}'0 of the variance despite the possibility that the two weak 

loadings could be two additional factors. Having multiple factors is acceptable 

considering that such a plan would have several dimensions. The high coefficient 

alpha (.83) is sufficient support for its viability. The overall mean of all ten items 

was used for the measure of commitment to the plan of environmental action. 

Environmental Concern and Perceived Consumer Effectiveness -

TRAJECTORY IMAGE. Because Ellen, Wiener and Cobb-Walgren (1991) 

carefully tested the discrimination between environmental concern and PCE which 

had been vague in prior research, both scales from their study (environmental 

concern - 4 items and PCE - 2 items) were used in scale construction (Appendix E). 



TABLE 3 

Factor Loadings for Environmental Consumer Behavior Scale 

Recycle cans and bottles 

Recycle newspapers 

Sort trash for recyclables 

Buy products-recycled material 

Use (buy) biodegradable product 

Boycott irresponsible companies 

Read labels before buying 

Buy refillable products 

Reduce auto usage 

Contribute to green groups 

FACTOR 1: Recycling activities 

FACTOR 2: Purchasing activities 

FACTOR 1 FACTOR 2 

.819 .075 

.868 .184 

.726 .252 

. i 17 .817 

-.037 .757 

.170 .742 

.275 .806 

.199 .750 

.165 .418 weak 

.271 .512 weak 
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Four additional items from environmental attitude measures used by Schwepker and 

Cornwell (1991) were added to the environmental concern scale, and two original 

items were created for the PCE scale to capture the effect of individual purchases 

and of consumer boycotts. In the pretest, concern was a Likert-type eight-item 

measure on a five-point scale, and PCE was a four-item measure on a five-point 

scale. Items were dropped and reworded to provide some reverse scoring. The 

means of the Likert scores 'Nere used for the measure. Factor analysis and 

reliability tests on the scales used in the final study indicated that the resulting five

item, seven-point Likert-type scale for environmental concern received a coefficient 

alpha of .64 and loaded on a single factor. The resulting four-item, seven point 

Likert-type scale for PCE received a coefficient alpha of .70 and loaded on a single 

factor. 

A factor analysis was also run combining the two scales to test the 

independence of the two constructs (Table 4). The two scales loaded on different 

factors with eigenvalues greater than one, and 48% of the variance was explained. 

The difference between the loadings on each factor for two of the items were 

relatively weak with the remainder being acceptable. 

Social Responsibility - VALUE IMAGE. As discussed in earlier sections, 

most "social responsibility" scales have focused more on environmental attitudes and 

behaviors so that a measure of a more general construct of social responsibility is 

needed. An existing test of cognitive moral development provided a format for 

developing a measure, a context in which to embed the new measure, and a 



TABLE 4 
Factor Analysis for Environmental Concern and PCE 

Survey Question Factor 1 Factor 2 

Environmental Concern 1 .33 .53 

Environmental Concern 3 .16 .60 

Environmental Concern 4 -.22 .74 

Environmental Concern 5 .19 .57 

Environmental Concern 6 .38 .58 

PCE 1 .57 .43 

PCE 2 .74 -.04 

PCE 3 .78 .26 

PCE 4 .65 .16 

Factor loauings produced by SPSS factor analysis procedure with varimax rotation. 

Factor 
1 
2 

Eigenvalues 
3.14 
1.22 

Pct of Variance 
34.8 
13.6 

Coefficient Alphas for Separate Scales: 

Environmental Concern .64 

Perceived Consumer Effectiveness .70 

Cumulative Pct 
34.8 
48.4 
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construct validity check. 

The Defining Issues Test (DIT) developed by Rest (1986) has been used to 

determine the subject's progress through the stages of moral development. This test 

is simpler and more reliable than earlier versions, and it has been validated by cross

cultural and longitudinal studies (Goolsby and Hunt 1992). In the test, the subjects 

rate (on a 5-point scale) the level of importance of twelve varying statements, called 

defining issues, in solving three ethical dilemmas that are presented in scenario 

format. The four most important stage-prototypical statements are also ranked from 

the list. [Refer to the first part of the data collection instrument in Appendix H.] 

The P% score, which is the level of importance given to stage 5 and 6 (principled) 

considerations, ranges from 0 to 95. However, an alternative measure, highly 

correlated to the P% score (r= .66, p < .0001), derived from the DIT is more useful 

for this study. This measure is constructed by taking the mean of the ratings (1-5) 

assigned to the nine stage 5 and 6 (principled) considerations. This has the 

advantage of being more directly related to specific higher level concepts that are of 

more interest for this study. This measure was correlated with the new social 

responsibility measure (r = .31, P < .001) which gives some support to the 

construct validity of the measure since higher levels of CMD are associated with 

understanding social responsibility (Rest 1979). 

A scenario similar to those used in the DIT was designed to contain several 

items that capture the social responsibility construct in a consumer shopping situation 

that involves social responsibility related to the environment (Appendix C). The 



social responsibility scenario was designed to be indistinguishable from the DIT 

dilemmas. Three of the ten questions (numbers 2, 9 and 10) dealt with social 

responsibility -- consequences if people ignore common problems, obligations to 

improve the world for future generations, and the morality of harming a public 

good. A person who indicated that these were important issues to consider in 

making a decision on the dilemma would have a high level of social responsibility. 

The three-item scale achieved a coefficient alpha of .70 and loaded on a single 

factor. The mean of the importance ratings was used as the measure. 
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Environmental Value - VALUE IMAGE. All three of the predominant 

personal values scales (Rokeach Values Survey, List of Values and Value and Life 

Styles) have been utilized in environmental studies as described in the foregoing 

literature review. As part of the value image that serves as a prime motivator of 

behavior, valuing a clean environment appears to have more in common with 

Rokeach's terminal values than with Rokeach's instrumental values or with the more 

general and life style oriented values in the LOV or VALS methodologies. For this 

study, one of Rokeach's eighteen terminal values, "national security," was replaced 

by "a clean environment." This one was chosen for omission because of the end of 

the Cold War and the existence of the similar remaining "world at peace" option. 

The clean environment value fits unobtrusively into the list of other values in the 

scale (Appendix D). A loose test of construct validity was attempted by checking 

the correlation of the clean environment value with personal values that have been 

related to pro-environmental attitudes and behaviors (Dunlap, Grieneeks and 

" 
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Rokeach 1983). As expected, positive correlation was found with "a world of 

beauty" (r=.55, p< .00(1) and negligible correlation was found with "a comfortable 

life" (r=.16, p<.08). 

Even though studies have found that rating the values is both as reliable as 

ranking (Munson and McIntyre 1979) and significantly less reliable than ranking 

(Reynolds and Jolly 1980), Likert rating on seven point scales was selected for the 

values inventory. Since the importance of a clean environment relative to the 

remaining set of personal values was the intent of the measure, a Z score was 

calculated. This standardized score was more appropriate than simply the rating on 

the item because some respondents clumped their responses near the top of the scale 

while others covered a wider range. The correlation between the actual rating on 

the clean environment item and the Z score was .81 which indicates that the final 

measure is not radically different. [Appendix D also contains an example of a 

typical response and the Z score calculation.] 

METHODS OF ANALYSIS 

Structural Equation Modeling 

This section describes the methods for testing the individual hypotheses that 

link the constructs in the conceptual model and for testing the viability of the entire 

model. Structural equation modeling is used because it provides a means to test a 

series of dependence relationship simultaneously. This is especially useful when a 

variable is a predictor variable in one relationship and a predicted variable in 

another relationship in the same model. Structural equation modeling can also 
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incorporate latent variables into a model. A latent variable is an unobserved, 

hypothesized construct that can only be indirectly estimated from the manifest 

variables which are the measured and observed variables (Hair et al. 1992). Latent 

variables are appropriate for abstract, theoretical concepts that are reflected in the 

different measures. For example, psychologists attempt to evaluate the concept of 

intelligence (latent variable) with a battery of tests (manifest variables) that tap 

different dimensions of the concept (e.g., verbal ability, quantitative ability, critical 

thinking skills). 

Path Analysis with Measured Variables (EOS) 

Two structural equation modeling computer programs are used in the 

analysis. Hypotheses 1 through 8 are tested with path analysis using EQS, Version 

3.0 (Bentler 1989). A structural model containing only the manifest, or measured, 

variables is used to specify, estimate and test the hypothesized interrelationships as 

well as to evaluate the "fit" of the model. Maximum likelihood estimation (MLE) 

from the covariance matrix (Appendix F) is the method used. Refer back to Figure 

4 for the path diagram. Exogenous variables have no unidirectional arrows pointing 

toward them, and endogenous variabies have one or more unidirectional arrows 

toward them. Equations for each endogenous variable follow: 

Goal = fi2 Social Responsibility + f33 Environmental Value + 
fi4 peE + EJ 

Plan = f35 Goal + fi6 peE + E2 

Tactic = fi7 Goal + f3s peE + E3 
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The statistical significance of each paramett!r is used to test the individual 

hypotheses. The fi subscripts match the hypothesis numbers. [There is no PI in this 

set of equations because the first hypothesis test requires only simple correlation.] 

The overall test of fit for the model is evaluated with a X2 statistic, goodness of fit 

indices, and the size of the residuals. The program also provides the variance 

explained (R2) for each endogenous variable. 

Latent Variable Model (PLS) 

Hypothesis 9 requires testing the conceptuai framework with latent variables 

for the .~hree images. PLS (Version 1.8), a structural equation modeling program 

based on partial least squares (Lohmoeller 1987), was chosen as the most 

appropriate program for the purpose of this study. The better known techniques of 

structural equation modeling, LISREL (Joreskog and Sorbom 1986) or EQS (Bentler 

1989), require restrictive assumptions about measurement, distributions and theory 

that are typically not reasonable in social science research (Barclay 1994; Falk and 

Miller 1992). PLS is a program based on Wold's (1982, 1985) "soft" modeling 

technique using partial least squares that does not require multivariate normality 

assumptions about the data in order to estimate the parameters. PLS is better suited 

for theory development where complexity is high and explanation of variance 

(predictive ability) is more important (Joreskog and Wold 1982). LISREL is better 

suited for confirmatory research when theory is strong and when the researcher is 

most interested in reproducing the covariance matrix of the measures to see how 

well the model "fits" the data (Barclay 1994). For the interested reader, Fornell and 
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Bookstein (1982) provide a more detailed comparison of LISREL and PLS that 

enumerates where the two methodologies converge and diverge. PLS has been used 

in several marketing studies (e.g., Zinkhan, Joachimsthaler and Kinnear 1987; 

Barclay 1991). 

PLS has another distinction worth mentioning because it involves theory 

behind the model. PLS is somewhat unique in the way that measures, or manifest 

variables, are related to the constructs. "Formative" indicators form, cause or 

precede the construct -- the construct is a function of the indicators (Barclay 1994). 

On the other hand, "reflective" indicators are manifestations of the construct and 

typically follow the construct in causal terms. [See Cohen et al. for additional 

guidance.] This distinction is a theoretical issue that results in the use of different 

algorithms within the program. In this study, the social responsibility principle and 

the environmental value are formative indicators for the value image that is 

operational in the decision. They are enduring, preceding concepts that are used to 

form the value image. Environmental concern and perceived consumer effectiveness 

are also theorized to be formative indicators of the trajectory image. Caring 

involvement and the reality of possible accomplishments need to precede a 

reasonable goal (trajectory image). The existing plan, as portrayed in pro

environmental behaviors, and the various decision strategies using the social 

responsibility attribute are reflective indicators of the strategic image because these 

observable measures are results of the existing strategies. In the PLS diagrams 

(Figure 5 and Tables 11-13), formative indicators have unidirectional arrows 



pointing to the construct, and reflective indicators have unidirectional arrows 

pointing toward them from the construct. 

PLS does not have an overall "goodness of fit" index, but this is not 

problematic because the explanation of variance (R2) and the strength of the 

relationships between constructs is more indicative of model performance in theory 

development (Barclay 1994). PLS docs provide information on variance explained 

by the latent variables, construct reliability, communality (variance extracted), 

discriminant validity, and average residuals. A jackknifing procedure can provide 

t-values to test the parameters estimated by the PLS model (Fomell and Barclay 

1993b; Wildt, Lambert and Durand 1982). This combination of information is 

adequate to evaluate how well the measurement and structural components of the 

overall model explain the data (Barclay 1994; Falk and Miller 1992; Lohmoeller 

1989). 
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v. RESULTS 

The analysis of the data begins with the path analytic models that utilize the 

observable constructs in the model. The results are used to test hypotheses one 

through eight. The results of the latent variable model then provide the basis for 

evaluating hypothesis nine. 

PATH ANALYSIS WITH MEASURED VARIABLES 
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The covariance data on which the models arc based arc reproduced in the 

matrix in Appendix F. The overall resuits of the path analysis using EQS are 

presented in Tables 5 and 6. Separate models were estimated using the screening 

tactic and weighting tactic because the high correlation between these two observed 

variables created a multicollinearity problem. The models were configured in the 

same manner but with a different endogenous variable for the tactic. For the initial 

models, the screening scores and weighting scores were averaged so that the results 

would be less product driven. 

Screening Tactic using the Average Scores. 

EQS provides considerable detail to analyze the goodness of fit for a 

structural model (Table 5). These indices and relationships are explained in more 

detail with this first model. After the adequacy of the model is analyzed, support 

for the hypotheses is investigated. 

The chi-square (Xl) statistic is the primary measure of goodness of fit. The 

statistic is used with the X2 distribuiion "to determine the probability of obtaining a 

X2 value as large or larger than the value actually obtained, given that the model is 



TABLE 5 
Results for Hypothesized Model - Screening Tactic 

Standardized Path Coefficients and t-Values 
TACTIC = Screening with Social Responsibility Attribute, 

Average for Both Products 

Hypothesis: Structural Path 

H2: Social Responsibility -+ Environmental Goal 
H3: Environmental Value -+ Environmental Goal 
H4: PCE -+ Environmental Goal 

H5: PCE -+ Plan 
H6: Environmental Goal -+ Plan 

H7(A): Environmental Goal -+ Screen Tactic 
H8(A): Plan -+ Screen Tactic 

Variance Explained: 
Goal 
Plan 
Tactic 

X2
(5) = 8.944 

p=.111 

R2 = .46 
R2 = .48 
R2 = .22 

Bentler-Bonett Normed Fit Index 
Benlier-Bonett Nonnormed Fit Index 
Comparative Fit Index 

= .959 
= .942 
= .981 

Standardized 
Coefficient 

.328 

.258 

.329 

.268 

.521 

.271 

.242 

= .021 
.029 

Average Absolute Standardized Residual 
Avg. Off-diagonal Absolute Std. Residual = 

* 
** 

p < .05 that coefficient is equal to zero 
p < .01 that coefficient is equal to zero 

Source: EQS, Maximum Likelihood Solution 

(t-Value > 2.00) 
(t-Value > 2.62) 

t-Values 

4.245 ** 
3.437 ** 
4.529 ** 

3.491 ** 
6.782 ** 

2.505 * 
2.232 * 
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correct" (Bentler 1989, p. 92). If the model fits well, the X2 statistic is small and 

the probability is high. If the model fits poorly, the probability will be below a 

standard cut-off (p < .05) indicating that the null hypothesis could be true. For the 

screening model, the X2 statistic of 8.944, with five degrees of freedom (p=.l11), 

indicates good fit. 
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EQS provides three other indices of fit. The Bentler-Bonett Normed Fit 

Index (NFl) compares the fit of the proposed model with a null or baseline model of 

uncorrelated or independent variables. The non-normed version (NNFI) takes into 

account the degrees of freedom. The Comparative Fit Index (CFI) avoids some of 

the underestimation of fit reported by NFl due to sample sizes. Regardless of the 

index used, values greater than .9 are desirable. The NFl, NNFI, and CFI are 

respectively.959, .942, and. 981 which all indicate good fit for the model. 

The residual covariance matrix details the unexplained covariance in the 

model and indicates if the model is a good representation of the data. The 

standardized residual matrix is easier to analyze, and the off-diagonal elements are 

of more concern. The residuals should be small, about the same size, and 

symmetrically scattered around zero. The average off-diagonal absolute 

standardized residual for the screening model is .029 which also indicates good fit. 

In summary, the X2 statistic, the three fit indices, and the residuals all indicate that 

the model fits the data quite well. 

Since the structural model is acceptable, the hypotheses that correspond to 

individual paths in the model can be evaluated by significance tests of the 



standardized path coefficients. Then the model is evaluated for the amount of 

variance in the endogenous variables explained by the other variables. 

The EQS program also provides correlations between the variables which is 

all that is required for HI. The correlation between social responsibility and 

environmental value, the two major components of the Value Image, is .40 

(p< .0(1) so HI is supported. Consumers with strong social responsibility 

principles are more likely to value a clean environment highly compared to other 

personal values. 
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The standardized path coefficients and the t-values indicate the relative 

influence and the statistical significance of each path connecting the predictor 

variables with the three predicted (endogenous) variahles. As hypothesized, social 

responsibility (HI), environmental value (H2) and perceived consumer effectiveness 

(H3) have significant direct effects (p < .(1) on environmental goals/concerns. From 

the standardized coefficients, it can be inferred that social responsibility (j3 = .328) 

and PCE (fl = .329) had relatively equal impact while environmental value (j3 = .258) 

was less influential in the formation of environmental goals. 

The positive direct effects of the environmental goal and perceived consumer 

effectiveness on commitment to the plan predicted in H4 and H5 were also 

significant (p < .01). The goal had considerably more effect on the plan than PCE, 

based on the standardized coefficients of .521 and .268. 

The paths from the goal and from the plan to the tactic (screening) were also 

significant (fi=.271, p< .05 for the goal, and fi=.242, p< .05 for the plan). This 
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supports hypotheses 7(A) and 8(A) that stronger goals and higher commitment to a 

plan result in more screening on the social responsibility attribute. To summarize 

the hypothesis testing to this point, hypotheses 1 through 6 have been supported for 

the study, and hypotheses 7 and 8 have been supported for the screening tactic using 

the average of the two products. The results for the first six hypotheses 

(correlation, path coefficients and I-values) rtmain the same in the other models 

tested using the weighting tactic and specific products so those results will not be 

repeated in the related discussions. 

Having established that the model has good fit and that all path coefficients 

are significantly greater than zero, the ability of the model to explain the variation in 

the endogenous variables is of interest. T:lis is not reported directly in the EQS 

output, but it can be calculated because the square of the coefficient associated with 

the residual error in the standardized solution equals the standardized residual 

variance. This number subtracted from one yields the squared multiple correlation 

coefficient or the amount of variance in the dependent variable accounted for by the 

predictor variahles. The three variables linked to the environmental goal accounted 

for 46% of its variation. The goal and PCE were responsible for 48% of the 

variation in the plan. The goal and the plan accounted for 22% of the variation in 

screening with the social responsibility attribute, which is actually a medium to large 

effect size for this sample (Sawyer and Ball 1981; Cohen 1988). There remains a 

considerable amount of unexplained variance because other variables not in the 

model relating to product and situation differences could have considerable effect on 
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screening and because screening is just one possible tactic in a plan. However, the 

results are stiII encouraging and supportive of the model. 

Weighting Tactic Using the Average Scores. 

Using the utility weight of the social responsibility attribute as the tactic 

measure also produced a model with good fit. Table 6 contains the relevant indices. 

The X2 statistic was 8.129 with five degrees of freedom (p= .149) indicating that the 

model should not be rejected. As desired, the CFI was high (.985) and the average 

off-diagonal residual was low (.027). 

All path coefficients for H2 to H6 were significant as reported above. The 

paths from the goal (fi=.265) and the plan (fi=.276) to the weighting tactic were 

both significant (p < .05). This indicates support for the hypotheses that the strength 

of the environmental goal, H7(A), and the level of commitment to the plan, H8(A), 

have direct effects on weighting the social responsibility attribute heavily in 

consumer choice. The variables in the model were ahle to account for 24% of the 

variation in the weighting tactic. The variance explained for the goal and the plan 

remain the same, 46% and 48%. Similar to the screening model, this model using 

the weighting measure also fits the data well and explains a respectable amount of 

variation in the predicted variables. 

Models by Product Type. 

As was mentioned in an earlier section, the preference tasks differed by 

product type (convenience and durable) as well as by the directness and complexity 

of the social responsibility attribute. [The durable product had a more complex 



TABLE 6 
Results for Hypothesized Model - Weighting Tactic 

Standardized Path Coefficients and t-Values 
TACTIC = Utility Weight on Social Responsibility Attribute, 

Average for Both Products 

Hypothesis: Structural Path 

H2: Social Responsibility ~ Environmental Goal 
H3: Environmental Value ~ Environmental Goal 
H4: PCE ~ Environmental Goal 

H5: PCE ~ Plan 
H6: Environmental Goal ~ Plan 

H7(B): Environmental Goal ~ Weight Tactic 
H8(B): Plan ~ Weight Tactic 

* 
** 

Variance Explained: 
Goal 
Plan 
Tactic 

X2
(5) = 8.129 

p = .149 

R2 = .46 
R2 = .48 
R2 = .24 

Bentler-Bonett Normed Fit Index 
Bentler-Bonett Nonnormed Fit Index 
Comparative Fit Index 

Average Absolute Standardized Residual 
Avg. Off-diagonal Absolute Std. Residual 

p < .05 that coefficient is equal to zero 
p < .01 that coefficient is equal to zero 

Source: EQS, Maximum Likelihood Solution 

= .963 
= .954 
= .985 

= .020 
.027 

Standardized 
Coefficient t-Values 

.328 4.245 ** 

.258 3.437 ** 

.329 4.529 ** 

.268 3.491 ** 

.521 6.782 ** 

.265 2.481 * 

.276 2.591 * 

(t-Value > 2.00) 
(t-Value > 2.62) 
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issue, ozone depletion, and the danger was directly stated.] While the study was not 

designed to test these types of differences efficiently, exploring the effects of these 

general decision frame differences on the hypothesized model can provide motivation 

for future study. Therefore, the same models were run using one of the two tactics 

matched with each of the two products (2 X 2 = 4 models). 

The models [or the durabJc product retlected the same structure as the all 

inclusive models just described. The model with the screening tactic and the durable 

product is analyzed in Table 7, and the model with the weighting tactic and the 

durable product is analyzed in Table 8. The X2 statistics were virtually identical [or 

each tactic and the probability was marginally significant (.046), just missing the a 

priori cut off of .05. However, the fit indices were high (CFI=.97) and the 

average off-diagonal residuals were low (.028) which indicates that the model can 

reproduce the sample covariance matrix. These fit measures coupled with the fact 

that all path coefficients were significant (p < .05) suggest acceptable fit with the 

data. The standardized coefficients for the paths predicting the tactics were not very 

different from those found in the models using the averages. The amount of 

variation explained in the tactics was also relatively similar -- 20% of the variance 

in the screening tactic and 25% of the variance in the weighting tactic were 

explained by the other variables in the models. 

The models for the convenience product differed from the average-based 

model. The fit of the hypothesized screening and weighting models was very good. 

For the screening and weighting models respectively. the probabilities from the X2 



TABLE 7 
Results for Model - Screening Tactic - Durable Product 

Standardized Path Coefficients and t-Values 
TACTIC = Screening with Social Responsibility Attribute, 

Durable Product 

Hypothesis: Structural Path 

H2: Social Responsibility ~ Environmental Goal 
H3: Environmental Value ~ Environmental Goal 
H4: PCE ~ Environment~t1· Goal 

H5: PCE ~ Plan 
H6: Environmental Goal -+ Plan 

H7(A): Environmental Goal ~ Screen Tactic 
H8(A): Plan ~ Screen Tactic 

* 
** 

Variance Explained: 
Goal 
Plan 
Tactic 

X2
(5) = 11.296 

P = .046 

R2 = .46 
R2 = .48 
R2 = .20 

Bentler-Bonett Normed Fit Index 
Bentler-Bonett Nonnormed Fit Index 
Comparative Fit Index 

Average Absolute Standardized Residual 
Avg. Off-diagonal Absolute Std. Residual 

p < .05 that coefficient is equal to zero 
p < .01 that coefficient is equal to zero 

Source: EQS, Maximum Likelihood Solution 

= .951 
= .910 
= .969 

.020 

.028 

Standardized 
Coefficient t-Values 

.328 4.245 ** 

.258 3.437 * * 

.329 4.529 ** 

.268 3.491 ** 

.521 6.782 ** 

.265 2.413 * 

.226 2.062 * 

(t-Value > 2.00) 
(t-Value > 2.62) 
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TABLE 8 
Results for Model - Weighting Tactic - Durable Product 

Standardized Path Coefficients and t-Values 
TACTIC = Utility Weight on Social Responsibility Attribute 

Durable Product 

Hypothesis: Structural Path 

H2: Social Responsibility -+ Environmental Goal 
H3: Environmental Value -+ Environmental Goal 
H4: PCE -+ Environmental Goal 

H5: PCE -+ Plan 
H6: Environmental Goal -+ Plan 

H7(B): Environmental Goal -+ Weight Tactic 
H8(B): Plan -+ Weight Tactic 

Variance Explained: 
Goal 
Plan 
Tactic 

X
2 - 11 ')8') (5) - ._-

p = .046 

R2 = .46 
R2 = .48 
R2 = .25 

Bentler-Bonctt Normed Fit Index 
Bentler-Bonett Nonnormcd Fit Index 
Comparative Fit Index 

= .951 
= .910 
= .970 

Standardized 
Coefficient t-Values 

.328 4.245 ** 

.258 3.437 ** 

.329 4.529 ** 

.268 3.491 ** 

.521 6.782 ** 

.140 2.270 * 

.312 2.946 ** 

Average Absolute Standardized Residual = .020 
Avg. Off-diagonal Absolute Std. Residual = .028 

* 
** 

p < .05 that coefficient is equal to zero 
p < .01 that coefficient is equal to zero 

Source: EQS, Maximum Likelihood Solution 

(t-Value > 2.00) 
(t-Value > 2.62) 
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distribution were .35 and .42, the CFIs were both .999, and the residual averages 

were .022 and .020. Unfortunately, the path coefficients from the goal to the tactic 

and from the plan to the tactic were not significant for either tactic. By removing 

each of the links and retesting the models, it was discovered that omitting the path 

between the plan and the tactics for the convenience product resulted in acceptable 

structural models on all counts (goodness of fit and significant path coefficients). 

For the revised screening model (Table 9), the X2 statistic was 7.699 

(p=.261), the CFI was .991, and the average off-diagonal residual was .028. All 

paths in the model were significant (p < .01). Unfortunately, the variance explained 

for the screening tactic dropped to a much lower 8lJy, because the goal alone cannot 

explain much. For the revised weighting model (Table 10), the X2 statistic was 

6.420 (p=.378), the CFI was .998, and the average off-diagonal residual was .025. 

All paths in the model were significant (p < .01). Again, the model ior the 

convenience product fit very well, but the variance explained for the weighting tactic 

was also only 8%. 

Comparison of these four models with the original models demonstrated that 

differences in the stimuli can alter the influence of commitment to a plan of action 

on the decision tactics (screening and weighting). In other words, the differences in 

the contextual features lead to different decision frames, hence to different images 

and behavior. Possible reasons for these findings are presented in chapter 6. 

LATENT VARIABLE MODELS 

Hypothesis 9 posits that the value image drives the trajectory image which in 



TABLE 9 
Results for Model - Screening Tactic - Convenience Product 

Standardized Path Coefficients and t-Values 
TACTIC = Screening with Social Responsibility Attribute, 

Convenience Product 

Standardized 
Hypothesis: Structural Path Coefficient t-Values 

H2: Social Responsibility ~ Environmental Goal 
H3: Environmental Value ~ Environmental Goal 
H4: PCE ~ Environmental Goal 

.328 4.245 ** 

.258 3.437 ** 

.329 4.529 ** 

H5: PCE ~ Plan .268 3.491 ** 
H6: Environmental Goal ~ Plan .521 6.782 ** 

H7(A): Environmental Goal ~ Screen Tactic 
H8(A): Plan ~ Screen Tactic 

.272 3.046 ** 

* 
** 

Variance Explained: 
Goal 
Plan 
Tactic 

X2
(6) = 7.6986 

P = .261 

R2 = .46 
R2 = .48 
R2 = .08 

Bentler-Bonett Normed Fit Index 
Bentler-Bonett Nonnormed Fit Index 
Comparative Fit Index 

= .961 
= .977 
= .991 

Average Absolute Standardized Residual = .020 
Avg. Off-diagonal Absolute Std. Residual = .028 

p < .05 that coefficient is equal to zero (t-Value > 2.00) 
P < .01 that coefficient is equal to zero (t-Value > 2.62) 
The link between Plan and Tactic was omitted from the hypothesized model 
because the coefficients for both links with Tactic were not significantly 
different from zero. All other measures of fit were acceptable for the 
hypothesized model. Source: EQS, Maximum Likelihood Solution 
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TABLE 10 
Results for Model - Weighting Tactic - Convenience Product 

Standardized Path Coefficients and t-Values 
TACTIC = Utility Weight on Social Responsibility Attribute, 

Convenience Product 

Hypothesis: Structural Path 
Standardized 
Coefficient t-Values 

H2: Social Responsibility ~ Environmental Goal 
H3: Environmental Value ~ Environmental Goal 
H4: PCE ~ Environmental Goal 

.328 

.258 

.329 

4.245 ** 
3.437 ** 
4.529 ** 

H5: PCE ~ Plan .268 
.521 

3.491 ** 
6.782 ** H6: Environmental Goal ~ Plan 

H7(B): Environmental Goal ~ Weight Tactic 
H8(B): Plan .~ Weight Tactic 

.283 
____ a 

3.179 ** 

* 
** 

Variance Explained: 
Goa! 
Plan 
Tactic 

X2
(6) = 6.420 

P = .378 

R2 = .46 
R2 = .48 
R2 = .08 

Bentler-Bonctt Normed Fit Index 
Bentler-Bonett Nonnormed Fit Index 
Comparative Fit Index 

= .967 
= .994 

.998 

Average Absolute Standardized Residual = .018 
Avg. Off-diagonal Absolute Std. Residual = .025 

p < .05 that coefficient is equal to zero (t-Value > 2.00) 
P < .01 that coefficient is equal to zero (t-Value > 2.62) 
The link between Plan and Tactic was omitted from the hypothesized model 
because the coefficients for both links with Tactic were not significantly 
different from zero. All other measures of fit were acceptable for the 
hypothesized model. Source: EQS, Maximum Likelihood Solution 
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turn drives the strategic image. As discussed in chapter 4, social responsibility and 

environmental value are formative indicators of the value image. Environmental 

goal/concern and PCE are formative indicators of the trajectory image. The 

environmental plan (environmental behaviors), and the screening and weighting 

tactics for both products are reflective indicators of the strategic image. A model 

with latent variables equivalent to the three primary images can provide evidence for 

the existence of these images. In other words, structuring the manifest variables to 

form or reflect the images as described can be used to evaluate the explanatory 

power of image theory. Structural equation modeling theory can provide 

information on the mathematical "fit" of the hypothesized model. The measurement 

part specifies the relationships of the latent to the observed variables, and the 

structural part specifies the relationships among the latent variables, or images 

(Loehlin 1987). 

Image Theory Model 

The image theory model containing the three latent and nine manifest 

variables is estimated using PLS. The results and a diagram of the model are 

presented in Table 11. First, the measurement model is analyzed for reliability and 

validity. The reliability of the individual items (in this case, measures or scales) is 

assessed by the loadings of the measures on the constructs. Loadings over. 70 are 

generally considered acceptable because this means that approximately 50% of the 

variance in the measure is shared with the construct (Falk and Miller 1992). Since 

weights are actually estimated for the formative indicators and loadings for the 
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reflective indicators, some issues have been raised about interpreting the reliability 

of formative indicators (Cohen et af. 1990). However, weights can be transformed 

into loadings, so using these calculations for interpretive purposes seems reasonable 

(Barclay 1994). Six of the nine measures clearly meet this standard, and three 

measures, with loadings of .67, miss the mark by only .03. Two of the problematic 

measures are the t<:c:ks for the convenience product, and this is not surprising based 

on the path analytic model results. Since several of these scales and measures have 

been modified or created for this study, slight discrepancies in their psychometric 

properties were expected. In general, these reliability measures are at least 

marginally acceptable. 

Another measure of reliability, internal consistency, was developed by 

Fornell and Larcker (1981) for use in latent variable modeling. They claim that 

their measure is superior to Cronbach's alpha because it is derived from loadings 

within the causal model and because it is not influenced unduly by the number of 

items in the scale. Again, a benchmark of .70 is deemed moderately acceptable. 

All constructs (images) achieved internal consistency ratings above .82, and, 

ironically, the strategic image had the highest rating despite the two lower loadings. 

These additional reliability results make the marginal loadings seem more 

acceptable. 

Discriminant validity assesses the distinctiveness of a construct compared to 

other constructs in the model. This also means that a construct shares more 

variance with its indicators than with other linked constructs in the model. Fornell 

------------------



TABLE 11 
Latent Variable Model of Image Theory 

Convenience and Durable Product Tactics Included 
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.74 
.91 

.J , 
.75 

B 
.97 .67 

Unexplained Variance = I - R squared 

======================================= 
Standardized Path Coefficients and Variance Explained 

Standardized Path Coefficients 

VALUE IMAGE ~ TRAJECTORY IMAGE 
TRAJECTORY IMAGE ~ STRATEGIC IMAGE 

Variance Explained (R2) 

TRAJECTORY IMAGE 
STRATEGIC IMAGE 

RMS Cov (E,U) b 

p < .0001 

.069 

.60 

.63 

.35 

.40 

24.38 a 

46.00 a 

b root mean square covariance between the residuais of the manifest and latent 
variables 
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TABLE 11 - continued 

Component Loadings, Residual Variance, and Weights for Measurement Model 

LATENT VARIABLES and Variance 
Manifest Variables Loadingsc Residuals Weights Extracted 

VALUE IMAGE .69 
Social Rc.sponsibility .91 .72 
Environmental Value .75 .46 

TRAJECTORY IMAGE .70 
Environmental Goal .97 .85 
PCE .67 .26 

STRATEGIC IMAGE .58 
Environmental Behavior .74 .45 
Screen Tactic (Conv) .67 .55 
Weight Tactic (Conv) .67 .55 
Screen Tactic (Durable) .85 .28 
Weight Tactic (Durable) .85 .27 

c lackknife t-values for all loadings > 3.4 (p< .001), See APPENDIX! [or values. 
======================================= 

Internal Consistencies and Correlation of Latent Variables 
Number Internal Corr. of Constructs" 
o[ Items Consistencyd VAL TRAJ STRAT 

Value Image (VAL) 2 .82 .83 

Trajectory Image (TRAJ) 2 .82 .63 .84 

Strategic Image (STRA T) 5 .87 .51 .63 .76 

d A measure of reliability as defined by Fornell and Larcker (1981) 
Diagonal elements o[ the "correlation of constructs" matrix are the square 
roots of the average variance extracted. For adequate discriminant validity, 
diagonal elements should be greater that the corresponding off-diagonal 
elements. 
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and Larckcr (1981) also developed a measure to evaluate discriminant validity. The 

data can be found in the "Correlation of Constructs" matrix in Table 11. The 

diagonal elements are the square roots of the average variance extracted by a 

construct from the measures, and the off-diagonal elements are the correlations 

between the estimated constructs. Diagonal elements should be larger than the other 

elements if there is discriminant validity. This is clearly the case for this model, but 

the relatively small differences could indicate that discriminant validity is only 

marginally acceptable. In general, the measurement model has demonstrated 

acceptable reliability and validity. The pairings of the manifest variables with 'the 

latent variables are reasonable. 

The most appropriate measure of the predictive power of the PLS structural 

model is the variance explained, or R2 value (Barclay 1994). Considering the 

parsimony of this model and the other factors that could affect the endogenous 

variables, this model has performed quite well. The results show that 35% of the 

variance in the trajectory image and 40% of the variance in the strategic image were 

explained. 

In the absence of a goodness of fit indicator for PLS, the program provides a 

measure similar to the RMSR (root mean square residual) in LISREL and the 

average residuals in EQS. "RMS COY (E,U)" is the root mean square covariance 

between the residuals of the latent and manifest variables. "This index reports the 

amount of correlation between the variables not accounted for by the model 

specifications" (Falk and Miller 1992, p. 90). For this model, RMS COY (E,U) is 
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.07 which is relatively small indicating adequate fit between the model and the data. 

Falk and Miller (1992) suggest that a root means square covariance measure from 

PLS over .20 indicates an inadequat.; model while a value of .02 indicates a 

superior model. This additional information, coupled with the good R2 values, 

builds support for the image theory model. 

In order to test the statistical significance of the path coefficients and the 

loadings, a jackknife analysis was performed using supplemental software developed 

by Fornell and Barclay (1983). Jackknifing uses a number of subsamples from the 

original observations created by removing a set number of cases for each one. The 

procedure tests the accuracy of the parameters without assuming multivariate normal 

distribution (Barclay, Higgins and Thompson 1994). The size of the subgroup 

omitted for each sample can affect the results, and recommendations have varied 

from a set of one (Wildt, Lambert and Durand 1982) to 5-10% of the data set 

(Fenwick 1979). The number of cases excluded from each partition for this study 

was 10 out of 117 (8.5%) because this provided more conservative results than the 

omission of one. Another issue regarding jackknifing output involves alignment of 

the signs of the parameters in the different partitions which is said to remove 

another source of bias (Wildt, Lambert and Durand 1982). The results reported in 

this study afe from the option which aligned the signs as suggested by Fornell and 

Barclay (1993). (The results using the original data without alignment were 

different but also significant whenever the aligned data was.) The t-values for the 

value to trajectory path (24.38) and for the trajectory to strategy path (46.00) were 
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both highly significant (p < .001), and they are reported in Appendix 1. The 

loadings of the manifest variables on the latent variables were also significant in all 

cases. To summarize the results, the variance explained (R2
), the small residuals, 

and the statisticalIy significant path coefficients and loadings indicate that this 

hypothesized image theory model reasonably fits the data collected on socially 

responsible consumer choice. Therefore, the image theory model posited in H9 is 

supported. 

Models bv Product Type 

Since differences were found in the path analytic models when the two 

products were investigated separately, two additional PLS models were created using 

either the tactics for the convenience product or the tactics for the durable product. 

The three latent variable model for the convenience product is diagrammed and 

analyzed in Table 12. The three latent variable model for the durable product is 

diagrammed and analyzed in Table 13. 

In general, the model with the durable product was slightly betlt:r than the 

model with the convenience product on the various criteria. As might be expected, 

the model containing both products tended to fall between the two product-specific 

models for most criteria. The variance explained for the trajectory image is 

approximately equal (.35 or .36) in all models -- they do not have to be the same 

because PLS utilizes information from blocks (group of measures) connected to 

other latent variables as well. The R2 for the strategic image is higher in the durable 

product model (.45) than in the convenience product model (040). Since the 



.90 

.75 

TABLE 12 
LATENT VARIABLE MODEL 

Convenience Product 

.64 

rf 

.98 .64 

Unl!xplninc:d Variance = I - R squared 

100 

13.84 

======================================= 
Standardized Path Coefficients and Variance Explained 

Standardized Path Coefficients 

VALUE IMAGE ~ TRAJECTORY IMAGE 
TRAJECTORY IMAGE ~ STRATEGIC IMAGE 

Variance Explained (Rl) 

TRAJECTORY IMAGE 
STRATEGIC IMAGE 

RMS Cov (E, U) b 

p < .0001 

.072 

.60 

.63 

.36 

.40 

25.56 • 
44.32 • 

b root mean square covariance between the residuals of the manifest and latent 
variables 
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'fABLE 12 - continued 

Component Loadings, Residual Variance, and Weights for Measurement Model 

LATENT VARIABLES and Variance 
Manifest Variables LOCldings C Residuals Weights Extracted 

VALUE IMAGE .69 
Social Responsibility .90 .72 
Environmental Value .75 .47 

TRAJECTORY IMAGE .69 
Environmental Goal .98 .88 
PCE .64 .21 

STRATEGIC IMAGE .60 
Environmental Behavior .84 .29 
Screen Tactic (Conv) .74 .45 
Weight Tactic (Conv) .73 .46 

C Jackknife [-values for all loadings > 3.4 (p< .(01), See APPENDIX i for values. 
======================================= 

Internal Consistencies and Correlation of Latent Variables 
Number Internal Corr. of ConstructsC 

of Items Consistencyd VAL TRAJ STRAT 

Value Image (VAL) 2 .82 .83 

Trajectory Image (TRAJ) 2 .81 .60 .83 

Strategic Image (STRA T) 3 .82 .47 .63 .77 

A measure of reliability as defined by Fornell and Larcker (1981) 
Diagonal elements of the "correlation of constructs" matrix are the square 
roots of the average variance extracted. For adequate discriminant validity, 
diagonal elements should be greater that the corresponding off-diagonal 
elements. 
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TABLE 13 
Latent Variable Model for Durable Product 

.91 
.55 a·8O 

FcreenD ,.85 

.75 
EeightD ,.89 

.97 .69 

r--l Unexplained Variance: = I - R square:d 

======================================= 
Standardized Path Codficients and Variance Explained 

Standardized Path Coefficients 

VALUE IMAGE ~ TRAJECTORY IMAGE 
TRAJECTORY IMAGE ~ STRATEGIC IMAGE 

Variance Explained (R2) 

TRAJECTORY IMAGE 
STRATEGIC IMAGE 

RMS Cov (E, U) b 

p < .0001 

.063 

.59 

.67 

.35 

.45 

23.72 a 

66.91 a 

root mean square covariance between the residuals of the manifest and latent 
variables 
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TABLE 13 - continued 

Component Loadings, Residual Variance, and Weights for Measurement Model 

LATENT VARIABLES and 
Manifest Variables Loadings C 

VALUE IMAGE 
Social Responsibility .91 
Environmental Value .75 

TRAJECTORY IMAGE 
Environmental Goal 
PCE 

STRATEGIC IMAGE 
Environmental Behavior 
Screen Tactic (Durable) 
Weight Tactic (Durable) 

.97 

.69 

.80 

.85 

.89 

Residuals Weights 

.72 

.46 

.85 

.26 

.36 

.27 

.21 

Variance 
Extracted 

.69 

.71 

.72 

C Jackknife t-values for all loadings > 3.4 (p < .001), See APPENDIX I for values. 
======================================= 

Internal Consistencies and Correlation of Latent Variables 
Number Intcrnal Corr. of Constructs" 
of Items Consistencyd VAL TRAJ STRAT 

Value Image (VAL) 2 .82 .83 

Trajectory Image (TRAJ) 2 .83 .59 .84 

Strategic Image (STRAT) 3 .89 .51 .66 .85 

d 

c 

A measure of reliability as defined by Fornell and Larcker (1981) 
Diagonal elements of the "correlation of constructs" matrix are the square 
roots of the average variance extracted. For adequatc discriminant validity, 
diagonal elements should be greater that the corresponding off-diagonal 
elements. 
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strategic image contains both the plan and the tactics and the link between those two 

constructs in the path model was not significant for the convenience product, this is 

not surprising. Further evidence of this plan/tactic weakness can be seen in the 

lower variance extracted by the latent variable from the measures for the 

convenience product (.60 compared to .72 for the durable product model). The 

related loadings of the measures are also lower, and the internal consistency is .82 

for the convenience product compared to .89 for the durable product. However, the 

I-values for all path coefficients and loadings derived from the jackknifing procedure 

were significant (p< .(01) in both product models (Appendix I). 

The test for discriminant validity using the correlation of constructs matrix 

indicates that both models meet the basic criteria. The RMS COY (E, U) for the 

durable model was .063 compared to .072 for the convenience product indicating 

that the durable model leaves somewhat less unexplained covariance. The 

comparison of these two models demonstrates that product class differences and 

other contextual factors in the decision frame can affect the fit of the hypothesized 

model. However, the image theory model hypothesized in H9 explains a reasonable 

amount of variance for both product-specific cases. In other words, the positive 

results from the all-inclusive model were not just driven by the durable product data, 

and this supplemental analysis provides additional support for H9. 

Summary of the Latent Variable Models 

The path analytic models used in testing the first eight hypotheses 

demonstrate significant re!1!i~mships among the manifest variables that affect socially 
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responsible consumer decision making. These relationships are derived from 

previous theory and empirical research on the individual links between constructs 

represented by tile manifest variables. These relationships were then combined and 

tested simultaneously in a structural equation model to create a model of the 

important factors that impact consumer decision making in this context. The models 

attained acceptable levels of fit, and the hypothesized links were supported by the 

findings. 

However, "a theory should be as simpie, elegant, consistent and general as 

possible," and latent variable models provide a method for matching substantive 

theory with empirical data by specifying a mathematical model (Lohmoeller 1989, p. 

13). Image theory provides the basis for creating a more parsimonious model of 

decision making that relies on just three theoretical latent constructs, i.e. , the value, 

trajectory and strategic images. The same set of manifest variables used in the path 

analytic models was structured in a manner that is consistent with image theory. 

This image theory modd demonstrated acceptable levels of reliability and validity 

for the measures of the theoretical constructs and statistically significant relationships 

among the constructs. Image theory is concerned with how knowledge is 

represented and structured for use in decision making, and these results support a 

decision making model based on image theory when social responsibility issues are 

present. 
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VI. DISCUSSION AND CONCLUSION 

The purpose of this research was twofold. First, the constructs that 

determine consumer decision making in the presence of a social responsibility issue 

were to be determined and their interrelationship!.: investigated. Second, the ability 

of image theory to provide the decision model in these situations was to be assessed. 

The conceptual models proposed in chapter 3 offer solutions to these research 

problems. How the results support the models is presented below. Then the 

implications of these findings for marketers and for decision theorists are discussed. 

This is followed by discussions of some limitations of this study and of the 

opportunities for further research. 

SUMMARY OF FINDINGS 

The key constructs affecting socially responsible consumer choice were 

related to each other as proposed in the conceptual model (Figure 4). Those 

consumers who had strong social icsponsibility principles were more likely to value 

a clean environment highly compared to a standard inventory of personal values. 

Those with weaker social responsibility principles rated a clean environment as less 

important. 

Both a strong social responsibility principle and a high value for a clean 

environment tended to produce a high level of concern for the environment which 

implies a desire to improve it. Po~itive beliefs about perceived consumer 

effectiveness, or the idea that one's actions can affect the marketplace, are 

associated with higher levels of concern for the environment. Positive beliefs about 



PCE also produced more commitment to a plan to improve the environment as 

evidenced by participation in pro-environmental behaviors. 

107 

High levels of concern for the environment and strong commitment to a plan 

to improve or protect the environment both increased the use 9f certain decision 

tactics when a social responsibility issue was present in the consumer decision. 

Consumers with high concern and commitment tended to screen (out) alternatives 

that did not meet the social responsibility requirement and to weight the social 

responsibility attribute heavily. When the data were segregated by product class, the 

link between commitment to the plan and the decision tactics was not significant for 

the convenience product. The stimuli also differed on the specific environment?l 

issue and by the directness of the communication about the environmental problem, 

so it can only be said that certain contextual factors can alter the importance of that 

link. 

Relating these constructs to the three images in image theory resulted in a 

three latent variable structural model that fit the data quite weII (Figure 5). 

Therefore, the value image produced the trajectory (goal) image, and the trajectory 

image produced the strategic image containing the plan and its tactics. 

EMPIRICAL SUPPORT FOR CONCEPTUAL MODEL 

The empirical study identifies the key factors that drive sociaIIy responsible 

consumer choice: the social responsibility principle, relative importance of the 

domain-specific value, the concern/goal, the perceived consumer effectiveness, and 

the plan with its associated tactics. The structural equation path model for the 
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constructs tested the links between the constructs and the fit of the entire model. In 

the first model, the influence of enduring values and principles on decision 

processes, rather than just outcomes, was demonstrated. This emphasis on 

principles, values, morals or ethics is a key contribution from image theory which 

separates this model from more conventional thinking about consumer decisions. 

Beach (1990, p. 60) explained the impact of excluding the moral/ethical dimension 

in decision making as follows: 

Failure to include all relevant ethical knowledge is a common result of 
misframing. When the focus is on the concrete features of the context, and 
when ethical considerations have not played a major role in past encounters 
with this or similar contexts, the increased importance of ethics in this 
encounter may be I.mapprecia!ed. 

The folly of excluding the components of the value image is very clear in this study 

because the decision context specifically addresses a problem with a relatively clear 

ethical or moral dimension. Relating this decision to more mundane issues, a 

consumer who values thrift as a way of life would be drawn to lower-priced 

alternatives, and a consumer who values an exciting life would pay little attention to 

price while focusing on other product attributes such as speed. Both of these value 

examples are enduring constructs that motivate behavior. 

The use of different s!:muli in the consumer preference task resulted in 

slightly different relationships between the constructs. When the convenience 

product was used, the link between the plan and the tactics (screening and 

weighting) was not significant. This could be an example of a situation in which it 

is more likely for the consumer to stray from a general plan of action related to the 
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issue. If the key factor behind this difference is the product class, then a possible 

explanation could be that a convenience product with its typically shorter life is less 

directly related to a long-range plan than a durable product with its longer life span 

regardless of the total impact on the environment. The directness of the 

environmental message could also be a factor in eliciting the plan for comparison 

with the anticipated action. In either case, it is evident that manipulation of the 

decision frame can alter the images, their interrelationships and the resulting 

behavior. 

The second type of model related the same constructs used in the path 

ana1ysis to the three images of image theory \~'lhich are unmeasured latent variables. 

This revised configuration of the mode! for socially responsible consumer decision 

making indicates a more parsimonious and integrated model. This model also 

demonstrates the major departure from conventional thinking that distinguishes 

image theory as a descriptive model of decision making. "It says that decision 

makers adopt and implement plans [with their associated tactics] to reach goals in 

order to satisfy their principles (Beach and Mitchell 1987, p. 219)." As the first 

empirical test relating all three images simultaneously, this study provides a crucial 

missing piece in the existing research. This image structure coupled with the 

research indicating the pre-eminence of screening in decisions reinforce image 

theory's belief that "decisions are made rather simply (sufficient compatibility) and 

that it is inappropriate to use high-powered, very precise, maximizing models to 

describe the general run of decisions because that simply is not how decisions are 

-------------- -.-



made (Beach and Mitchell 1987, p. 219)." 

IMPLICATIONS FOR MARKETERS 
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The findings of this study provide useful intormation for managers of socially 

responsible companies (those that act in ways that are perceived to increase the 

overall well-being of society). It could also be useful to companies that are not 

socially responsible but that compete for consumers who are concerned about social 

responsibility. This section begins with a discussion of the implications for 

companies that are trying to be socially responsible and ends with the implications 

for companies that are not concerned with social responsibility. 

Companies that are trying to be socially responsible will interface with 

consumers who have strong or weak social responsibility images. If the consumers 

have strong social responsibility principles and goals, the company needs to know 

how to invoke those related images through marketing communications. In practice, 

this means manipulating the decision frame. This study demonstrates that the three 

primary images are interrelated so that specifically addressing one image could elicit 

the set of images that lead to more socially responsible behavior. Even though 

identifying the best image to address is beyond the scope of this study, possible 

approaches to the problem can be suggested. 

Direct appeal to the consumer's social responsibility principle by 

demonstrating how purchasing the product is in agreement with those values could 

increase the focus on the social responsibility attribute. However, mixing high

toned appeals to do the right thing with a sales pitch might not have a positive 
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result. Communications that emphasize the problem could increase concern and the 

importance of a goal to improve conditions (by purchasing the product). This 

might be especially useful when concern is low or credibility concerning the 

problem or the product category's environmental impact is an issue. This "sick 

baby" appeal is the most common form of social marketing, but emphasizing the 

gravity of the situation could also make the problem seem overwhelming (Fine 

1990). 

Moving people to act on their concern has been identified as a the major 

promotional task (Vining and Ebreo 1990; Gill, Crosby and Taylor 1986). When 

the level of concern is high, increasing PCE might be a more viable objective so 

that the consumer would be moved to action because the goal seems attainable. For 

example, a scope reduction strategy, such as "think globally--act locally", has been 

advocated by Fine (1990) and by Wiener and Doescher (1991). When socially 

responsible consumers are concerned but not active on the issue, the problem could 

also lie in lack of a plan and viable tactics. In this case, the communication could 

provide the strategic image to go with the trajectory and value images. As with any 

marketing communication, research on the target market's existing images related to 

the social responsibility issue and the effect of various communications would be 

required. 

When the consumers are not socially responsible and concerned about the 

problem, the task involves changing the consumer more than manipulating the 

decision frame. Changing an individual's value system is difficult, time-consuming, 
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and, in some cases, not possible. However, it is possible to increase general public 

awareness of social responsibilities and existing problems through educational and 

public relations efforts. If some social responsibility and problem awareness can be 

created, then marketing communications can be used to provide the knowledge to 

comprehend the issues in the decision frame, to increase concern, to formulate a 

plan and to build a repertoire of tactics. 

For those companies that are not socially responsible in markets where social 

responsibility is an issue either due to a competitor's corporate behavior or products, 

there are also implications from the results of this study. Because a large segment 

of the population acknowledges social responsibilities, considerable competitive 

disadvantage could arise if social responsibility becomes an issue. This study 

demonstrates that the social responsibility attribute is very intluential in consumer 

preferences. Image theory research has shown that many decisions are based on 

screening of products. If the social responsibility attribute becomes a criteria for 

elimination from ihe consumer's consideration set, any superior qualities of the 

eliminated product cannot compensate for that deficit. On the other hand, there are 

factors in the marketplace that currently mitigate the intluence of social 

responsibility attributes. For example, lack of credibility for all environmental 

claims is problematic due to well-publicized consumer fraud cases (McKibben 

1990). Because statements regarding social responsibility are not necessarily 

expected by the consumer or required by law, lack of information does not 

necessarily mean bad information, and products could avoid being screened out if 
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perceived as neutral. However, in highly competitive markets, a social 

responsibility factor cannot be ignored without at least seme negative consequences 

because consumers' value systems are involved in a wide variety of purchases. 

IMPLICATIONS FOR DECISION THEORISTS 

Image theory provides a model of decision making that encompasses a wide 

variety of decision making phenomena. Image theory posits that screening (the 

compatibility test) is more prevalent than choice (the profitability test) which most 

closely resembles expected utility -- the basis for many conventional decision 

theories (Beach and Strom 1989; van Zee, Paluchowski and Beach 1992). Image 

theory also incorporates a mechanism for monitoring previous decisions and relating 

them to current decision situations -- progress decisions as opposed to adoption 

decisions (Beach and Mitchell 1987). This study is the first to simultaneously relate 

the three images (value, trajectory and strategic) to the decision process. These 

findings underscore the important role of enduring principles, values, morals and 

ethics in guiding behavior. 

Consequently, decision theorists need to reconsider the impact of the decision 

maker's principles in addition to the more concrete dimensions of the decision 

context. This will improve the ability to predict the decision process used by the 

decision maker, which will improve prediction of the output. This study 

demonstrates that different aspects (attributes in the consumer context) of the 

decision frame assume more importance depending on the relevant existing images. 

This finding provides a stronger basis for predicting decision behavior when either 
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the decision frame or the decision maker is changed. This study's focus on the 

social responsibility context has made the link between the value image and the 

decision frame fairly obvious, but this does not preclude the use of image theory in 

more mundane decision situations. In fact, the theory's usefulness lies in its ability 

to deal with complex value-laden decisions as weB as relatively automatic decisions. 

LIMITATIONS OF THE RESEARCH 

Initial attempts to develop conceptual frameworks are typicaBy limited in 

several ways. Throughout this study, several limitations were mentioned when the 

issue arose. This section summarizes the key limitations. 

The measures used in the study could benefit from further refinement to 

attain higher reliability scores. Even though existing items and/or scales were used 

for several constructs, reliability and discriminant validity did not reach levels 

reported elsewhere. Since image theory suggests that the three images should be in 

agreement, discriminant validity betwecn the measures will probably require 

additional effort. 

The specific tactic measures for scrcening and weighting were obtained from 

the same task. As discussed earlier, each measure could be capturing part of both 

phenomena so they arc not truly distinct as defined by image theory. This is not 

surprising since they are indirect measures derived from the same output. While 

adequate for this study to show that the decision processes (composed of some 

combination of screening and weighting) varied systematically, future tactic 

measures should be derived from different tasks with different instructions. Process 
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tracing offers another means for investigating the actual strategies employed by the 

decision maker. Ford et aZ. (1989) provide additional information on the strengths 

and weaknesses of process tracing methodologies. 

The study of cognitive processes requires assumptions that are difficult to 

prove with great certainty. In this study, the existence of certain images, or 

knowledge representations, implies their use in the decision process. Since we are 

using values and goals, which are relatively enduring constructs, the possibility of 

e!TOr is lessened. However, it must be acknowledged that the use of these images 

cannot be determined contemporaneously with absolute certainty. 

Generalization of these results to different product classes, forms of 

communication and environmental issues is limited since these variables were not 

isolated and included as factors. Other factors that could affect the decision 

processes are gender, knowledge, involvement, imagery, public/private 

consumption, income, education, and age. Even though efforts were made to reduce 

the effects of these factors through sample selection or stimuli creation, these could 

be useful missing factors. 

OPPORTUNITIES FOR FUTURE RESEARCH 

Responding to the limitations cited in the previous section is the most obvious 

way to improve the model and to increase its ability to explain decision behavior. 

Several variables to consider for addition to the model and suggestions for closer 

correspondence with the tenets of image theory were presented in the previous 

section. 
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Manipulation of the decision frame by using different advertising executions, 

could explain how to invoke existing images ihat would lead to socially responsible 

consumer choice. Research on methods to create the relevant images could include 

a wide range of subjects (e.g., providing strategies, increasing PCE, building 

concern, and developing the underlying principles and values). 

Some research already exists on the trade-offs between price and 

environmental attributes (Berger and Kanetkar 1992), but it would be interesting to 

see if these trade-otIs are related to conflicting images. For example, trade-offs 

between thriftiness (lower price) and social responsibility, or between a comfortable 

life (ease of use) and social responsibility would demonstrate how the model works 

in a morc dynamic way. 

In summary, the model for socially responsible consumer choice, grounded 

in image theory, has met the goals of this research. The results demonstrated that 

deeply held values and principles provide the motivation for many, if not all, 

consumer behaviors. By modeling consumer choice in terms of evoked images, a 

more complete understanding of consumer behavior in potentially value-laden 

decision contexts is offered to all marketers. 
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APPENDIX A 
Preference Task Stimuli 

?RODUC: Yllll - REfRIGERA=OR/FREEZER 

RANK: 

?R!CE: S500 

SIZE: 20 cubic :eec 

Sr~LVING: Adjustable in re:rigeraeor. 
fixed in free:er. 

:EMPERATURE CONTROLS: Separate :or 
=e:=ige=a~or, ==eezer, anc mea~ 
c:ompar:men-:. 

INSULATION: R-100 rating. Fiberglass 
and foam containing crcs. (CFCs nave 
oeen found to deplete the ozone la,'e= 
which is ha--mful to the earth's 
at:::losphere. ) 

R.:wK: __ 

nICE: S575 

S:ZE: 24 cubic feet 

S~~V!NG: Acjustable i~ ref=iqera~o= 
and in free:er. 

T~~?ERATURE CONTROLS: 
re:=ige=a~o~, ::eezer, 
co:npa:":.."ner.-: • 

Seoa:ate :0::
and mea: 

INSCT-A:"ION: R-lOO rating. Fiber;lass 
and foam containing 50\ less CFe. (c:cs 
have been found to deplete the o:one 
layer so this brand is less ha~:ul to 
the earth'S atmosphere.) 

?RODUC: Xllll - G~SS & WINDOW C:EANER 

RANK: __ 

?R!C:::: l.69 

S:ZE: 22 ounces 

?AC~G!NG: Pump spray boetle. clear 
plas~ic 

DI!\EC:"!ClNS FOf( USE: Spray on, then 
wi~e o!f wi~h clo~h. Removes finger 
prin~s. surface dir~. and grease 
easily. 

CONTENTS: Deioni:ed water. all nat~ral 
ingredients. citrus-based cleaning 
agent. biodegradable. 

?RODUCT X2222 - G~S & ;';Zi\ilOW CLEANER 

RANK: 

?RICE: 1.99 

S!ZZ: 22 ounces 

?ACKAG:NG: Pump spray bottle, fros~ed 
plas~ic 

C:REC:":ONS FOR USE: Sorav on. clean 
with cloth. dry w~th anOther cloth. 
Removes finger prints and surface dirt 
easilv. Grease migh~ =e~~i=e ano~he= 
applicaeion. 

CONTENTS: Oeic~i:ed wa:e:, amrnon~a
based cleaning agent. blue coloring. 

All levels for each product shown in these two examples. 
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1111 
1112 
1121 
1211 
2111 
1122 
1221 
2211 
2112 
1212 
2121 
1222 
2122 
2212 
2221 
2222 

Price 
Package 
Efficiency 
Greenness 

Col.1 = 
Col.2 = 
Col.3 = 

Col.4 = 
Col.5 = 
Col.6 = 

APPENDIX B 
Conjoint Weight Calculations 
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A B C DRank "0" "1" Attribute 

o 
o 
o 
o 
1 
o 
o 
1 
1 
o 
1 
o 
1 
1 
1 
1 

o 
o 
o 
1 
o 
o 
1 
1 
o 
1 
o 
1 
o 
1 
1 
1 

o 
o 
1 
o 
o 
1 
1 
o 
o 
o 
1 
1 
1 
o 
1 
1 

o 
1 
o 
o 
o 
1 
o 
o 
1 
1 
o 
1 
1 
1 
o 
1 

X Coefficients 
Std. Err of Coef[ 

1 
9 
4 
2 
5 

12 
3 
6 

13 
10 
7 

11 
15 
14 
8 

16 

A $1.69 $1.99 Price 

B Clear Frosted Package 

C Easy Harder Efficiency 

D Green Not green Greenness 

Regression Output: 

Constant 1.25 
Std Err of Y Est 0.52 
R Squared 0.99 
No. of Observations 16 
Degrees of Freedom 11 

ABC D 
4.00 0.50 2.00 8.00 
0.26 0.26 0.26 0.26 

Col. 1 Col. 2 Col. 3 Col. 4 Col. 5 Col. 6 

2.000 4.000 0.760 0.872 1.743 27.59% 
0.250 0.062 0.012 0.109 0.218 3.45% 
1.000 1.000 0.190 0.436 0.872 13.79% 
4.000 16.00 3.039 1.743 3.486 55.17% 

42.12Sc 6.319d 

Regression coefficients divided by 2; variation from the average 
The deviation around the average (Col. 1) squared 
Multiply by constant to standardize (# of levels / sum of squared 
deviations) 
Square root of standardized deviations (CoI.3) 
Multiply by 2 to get entire range = standardized coefficient 
Divide Col. 5 by total of ranges to get relative importance 



APPENDIX C 
Shopping Scenario for Social Responsibility Measure 

SHOPPING 
Mary Jones is Ihe mOlher of two elemenlary school children and does nOI work oUlSide of Ihe home. Her husband 

is a skilled mechanic al a local car dealership. The family c:m live re:!Sonable well on his income for two re:!Sons. First. Mary 
is a conscientious shopper-walching for sales. using coupons. nol making unnecessary purchases. etc. Second. Ihe family enjoys 
doing Ihings Ihat do not involve much expense-hiking at the local state park. swimming and picnicking at 3 lake within walking 
dislance. 

A neighbor recenlly laid Mary that Ihe single serving juice cartons Ihat Mary buys regularly are bad for Ihe 
environment because of excessive packaging including plastics and metol foils that do nol biodegrade. Mary's children claim 
10 prefer the laste of Ihe juices in theses cartons. and Mary likes the convenience provided by not washing glasses and allOwing 
the children 10 serve themselves. Mary is relatively sure thai the individual cartons are more expensive per ounce than similar 
juices in large glass or melal containers. 

What should Mary do about fUlure purchases of juices for her children'! (Check one) 
__ Continue to buy the individual canons. 

Can't decide. 
Switch 10 large. multiple serving containers. 

L\1PORTANCE: 
Great Much Some Linle No 

1. Will Ihe decision. whatever it may be. lead to some abstract goal 
such as feeling good about doing somelhing that improves the lives of 
others? 

2. If everyone ignored environmenlal issues. Ihere could be a serious 
environmental problem sooner. 

3. Will olher people. like the neighbor. aClually know what products 
are boughl? 

4. Which alternative actually COSIS more when all Ihings are 
considered because the economic impacl is imporlant. 

5. If there is really a problem wilh Ihe individual serving conlainers. 
Ihere would probably be a law against them. 

6. Whelher any environmental problem Ihe containers could pose 
would affect the local parks and nalural resources the family enjoys. 

7. Exaclly how much extra work will be involved in using the larger 
containers (e.g .. washing glasses. cleaning up spills. pouring drinks). 

8. Does the majority of people feel Ihal this Iype of single serving 
containers should be oullawed? 

9. Whelher a parent has an obligalion 10 do whalever is necessary to 
improve the. world in which the children will grow up. 

to. Buying produclS Ihat are potentially harmful to the environmenl 
(even in very small ways) is simply wrong. 

from Ihe itsl of quesuons above, selecl the Jour mosl Important. 

Mosl importanl 
Second most important 
Third most important 
Fourth mas! important 

Social Responsibility = mean of questions 2, 9 and 10 

119 



APPENDIX D 
Values Inventory 
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This appendix lists the personal values, provides an example of a response, and 
demonstrates the calculation of the Environmental Value measure. Actual copy of 
survey page in Appendix H. 

Personal Vqlues: 

An Exciting Life (a stimulating, active life) 
A Sense of Accomplishment (lasting contribution) 
A World at Peace (free of war and contlict) 
A World of Beauty (beauty of nature and the arts) 
Equality (equal opportunity for all) 
Family Security (taking care of loved ones) 
Freedom (independence, free choice) 
Happiness (contentedness) 
A Cleaner Environment (world with less pollution) 
Inner Harmony (freedom from inner conflict) 
Mature Love (spiritual and sexual intimacy) 
Pleasure (an enjoyable, leisurely life) 
Salvation (eternal life, saved) 
Self-Respect (self-esteem) 
Social Recognition (respect, admiration from others) 
True Friendship (close companionship) 
Wisdom (a mature understanding of life) 
A Comfortable Life (a prosperous life) 

Mean of all 18 items: 
Standard Deviation of all 18 items: 
Score on "A Cleaner Environment": 

5.833 
.833 

6.000 

Possible 
Response 

5 
7 
5 
6 
5 
6 
7 
7 
6 
7 
6 
6 
4 
6 
5 
6 
6 
5 

Environmental Value = Z score = (X-Mean)/Std. Dev. = +0.200 



APPENDIX E 
Environmental Concern and Perceived Consumer Effectiveness Scales 

Items Investigated 

Environmental Concern 

Ellen, Wiener & Cobb-Walgren (1991): 
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Environmental probiems are exaggerated, because in the long run things balance out. 
I have too many obligations to take an active part in an environmental organization. 
I can think of many things I'd rather do than work toward improving the 

environment. 
Environmental problems are not affecting my life personally. (omitted) 

Schwepker & Cornwell (1991): 

Seeing iitter :n streets and parks bothers me. 
When I buy products, I try to consider how my use of them will affect the 

environment and other consumers. 
The United States is facing a solid waste disposal problem. (omitted) 
I believe that industry could reduce the amount of packaging it presentiy uses for 

some consumer packaged goods. (omitted) 

Perceived Consumer Effectiveness 

Ellen, Wiener & Cobb-Walgren (1991) 

There is not much that anyone individual can do about the environment. 
The conservation efforts of one person are useless as long as other people refuse to 

conserve. 

Added Items: 

Consumer boycotts of products harmful to the environment are successful in 
changing the manufacturing process and the products available. 

An individual person can make a difference in the quality of the environment by 
choosing products carefully. 



122 

APPENDIX F 
Covariance Matrix 

===========================:=========== 
1 2 3 4 5 6 7 8 9 10 11 

1 .73 

2 .27 .63 

3 .46 .36 .99 

4 .32 .20 .58 1.42 

5 .47 .30 .83 .79 1.62 

6 .76 .57 .98 .96 1.54 5.93 

7 .59 .43 .77 .74 1.37 4.04 3.06 

8 .45 .61 .72 .57 1.23 5.42 3.60 7.15 

9 .34 .42 .54 .36 1.00 3.74 2.66 4.82 3.64 

10 1.07 .54 1.24 1.35 .92 6.43 4.48 3.70 2.65 9.16 

11 .84 .44 1.01 1.11 .63 4.34 3.46 2.37 1.68 6.31 5.24 

CONSTRUCTS: 

1 Social Responsibility 
2 Environmental Value 
3 Environmental Concern/Goal 
4 Perceived Consumer Effectiveness 
5 Environmental Plan 
6 Screening - Overall Measure 
7 Weighting - Overall Measure 
8 Screening - Convenience Product 
9 Weighting - Convenience Product 
10 Screening - Durable Product 
11 Weighting - Durable Product 
NOTE: Variance is on the diagonal. 
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APPENDIX G 
Correlation Matrix 

======================================= 

2 3 4 5 6 7 8 9 10 11 

1 1.00 

2 .40 1.00 

3 .54 .46 1.00 

4 .32 .22* .49 1.00 

5 .43 .30 .65 .52 1.00 

6 .37 .30 .41 .33 .40 1.00 

7 .40 .31 .44 .35 .45 .95 1.00 

8 .20 .29 .27 .18 .27 .83 .77 1.00 

9 .21 .28 .28 .16 .26 .81 .80 .95 1.00 

10 .41 .23 .41 .38 .40 .87 .85 .46 .46 1.00 

11 .43 .24 .44 .41 .47 .78 .86 .39 .38 .91 1.00 

CONSTRUCTS: 

1 Social Responsibility 
2 Environmental Value 
3 Environmental Concern/Goal 
4 Perceived Consumer Effectiveness 
5 Environmental Plan 
6 Screening - Overall Measure 
7 Weighting - Overall Measure 
8 Screening - Convenience Product 
9 Weighting - Convenience Product 
10 Screening - Durable Product 
11 Weighting - Durable Product 
NOTE: All correlations significant at p < .001 except as noted (*) which is P < .02 
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APPENDIX H 
Data Collection Instrument 

(Photocopied at 90% reduction) 

Measures or Diicctions 

Demographic data and Introduction to Study 

Directions and sample for DIT and Social Responsibility Measure 

DIT Scenario - "Heinz and the Drug" 

DIT Scenario - "Escaped Prisoner" 

Social Responsibility Measure - mean of questions 2, 9, and 10 

DIT Scenario - "Newspaper" 

Environmental Value Measure - Z score for "A Cleaner Environment" 

Directions for Product Preference Task - source of screening and 
weighting measures, see Appendix A for stimuli 

Environmental Concern - mean of questions a, c, d, e, and f 

Perceived Consumer Effectiveness - mean of questions g, h, k and m 

135 Commitment to a Plan of Pro-Environment Behaviors - mean of all 
ten items 



MARKETING STUDY S94·02 

Tltis is a study of certain consumer attitudes and how those attitudes relate to consumer 
choice. Your identity will not be reported in any of the results of this study. Further, the study 
will involve no discomfort or risk to you. WI;! will only be asking your opirlions and feelings 
about various things. If you have questions after the session and the debriefing, please contact 
the researcher identified at the bottom of this page. 

Note that you are free to withdraw your consent at any time during the session without 
prejudice to you. According to university regulations, it is necessary for us to have you read 
the following statement and indicate your consent by sigrling below. 

I have read and the understand the procedures above. I agree to participate in the 
procedure, and I have received a copy of this description. 

Date: March 1, 1994 
Student Signature 

PRINT last name: _________________ _ 

Last 4 digits of student number: __________ _ 

Age: ____ Check one: Female__ Male __ 

Year in college: Freshman __ Sophomore __ Junior __ Senior __ 

Marketing 361 Section: ___ (If you are not sure, write instructor and time below) 

IMPORTANT: Please do each page in order. Do not skip pages or go back to previous 
sections. If you finish early, please read or study until the debriefing begins. You will fill 
out the blue form after the debriefing which takes about three minutes at the end of the 
hour. 

THANK YOU FOR PARTICIPATING IN THIS STUDY. 

Researcher: Kim Nelson 
Marketing Department 
320 McClelland Hall 
Phone: 621-7479 



126 
OPINIONS ABOUT SOCIAL PROBLEMS 

This questionnaire is aimed at understanding how people think about social problems and solve dilemmas. Differem 
people often have different opinions abou; questions of rigi:- and wrong. There are no 'right' :u-.sweos in the way that [here 
are right answers to math problems. We would like you to tell us what you think about sever:!.l problem stories. 

In Ihis questionnaire you will be asked [0 give your opinion abOUt several slorie.. Here is a story as an example. 

Frank Jones has been Ihinking about buying a car. He is married. has 1W'l sm:!.ll children and earns an average 
income. The car he buys will be his family's only car. It will be used mostly to get to work all'; drive atount! lawn. :;Out 
sometimes for vacation trips :lIso. In trying 10 decide what car to buy. Frank Jones realized that there were a lot of questions 
[0 consider. Below·there is a list of some of these questiOns. 

If you were Frank Jones. how important would each of these questions be in deciding what car to buy'! 

Instructions for Part A: (Sample Question) 
On the left hand side check one of the spaces by each slatement of a consideration. 
(For instance. if you lhink that s[atementlll is not important in making a decision about buying a new car. check the space on 
Ihe right.) 

IMPORTANCE: 
Great Much Some Little No 

1. Whether the car dealer was in the same block as where Frank 
lives. (No[e that in this sample. the person taking the questionnaire 
did not think this was important in mnking a decision.) 

2. Would a used car be more economical in Ihe long run Ihan a ~ 
car. (Nole that a check was put in the far left space to indicate Ihe 
opinion that this is an important issue in making a decision about 
buying a car.) 

3. Whether Ihe color was green. Frank's favorite color. 

4. Whether the cubic inch displacement was at least 200. (Note that 
if you are unsure about what "cubic inch displacement' means. then 
mark it 'no importance.' 

5. Would a large. roomy car be belter than a compact car? 

6. Whether the front connibilies were differential. (Note that if a 
statement sounds like gibberish or nonsense to you, mark it 'no 
importance .• 

Instructions for Part B: (Sample Question) 

From the list of questions above. select the most important one of Ihe whole group. Put the number of the most important 
question on the appropriate line below. Do likewise for your 2nd, 3rd and 4th most important choices. (Note Ihat the top 
choices in this case will come from the statements that were checked on the far left-hand side-statements 112 and 115 were thought 
to be very important. [n deciding what is the most important. a person would re-read 112 and #5 and then pick one of them as 
the :nOSI important, then put the other one as ·second most important_' and so on.) 

From the list of queslions above, select the four most important: 

Most important 
Second most important 
Third most important 
Fourth most important 
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HEINZ AND THE DRUG 
In Europe a woman was near deOlh from a special kind of cancer. There was "ne drug thaI the doctors thought 

mighl save her. It was a form of radium that a druggist in the same town had recently discovered. The drug was expensive 
10 make, but the druggisl was charging ten times what the drug cost to malee. He paid S200 for the r:ldium and charged S2000 
for a small dose of the drug. Th: sick woman's husband. Heinz. went to everyone he knew to borrow Ihe money. but he could 
only gellog:lher aboul SlO00. which is half of whal il cost. He told Ihe druggist Ih:lt his wife was dying, and asked him 10 sell 
il cheaper or leI him pay later. But the druggisl said. "No. I discovered the drug and I'm going to make money from it.· So 
Heinz gal desperate and began to think aboul breaking into the man's store to steal the drug for his wife. 

Should Heinz steal the drug? (Check one) 

___ Should steal il 
___ Can'l decide 
______ Should nol steal il 

IMPORTANCE: 
Great Much Some Linle No 

1. Whether a community's laws are going to be upheld. 

2. Isn't it only nalural for a loving husband to care so much for his 
wife Ihal he'd steal? 

3. Is Heinz willing to risk gelling shOI as a burglar or going to jail for 
Ihe chance Ihal stealing the drug might help? 

4. Whether Heinz is a professional wrestler, or has considerable 
influence with professional wres!lees. 

5. Whether Heinz is stealing for himself or doing this solely 10 help 
someone else. 

6. Whether the druggist'S rights to his invention have la_be respected. 

1. Whether the essence of living is more encompassing than the 
lermin:llion of dying, socially and individually. 

8. Whal values are going 10 be the basis for governing how people act 
lowards each other'? 

9. Whether Ille druggisl is going 10 be allowed 10 hide behind a 
worthless law which only protects the rich anyhow. 

10. Whether Ihe law in this case is gelling in the way of the most 
basic claim of any member of society. 

11. Whether the druggist deserves 10 be robbed for being so greedy 
and cruel. 

12. Would stealing in such a case bring about more total good for the 
whole society or not. 

rom the 1st at quesnons above. select the lour most Importanl: 
Most important 
Second most imporlant 
Third most important 
Fourth mOSI imporlanl 
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ESCAPED PRISONER 

A man had been senlenced 10 prison for 10 years. Afler one year. however. he escaped from prison. moved 10 

a new area of Ihe counlry, and look on Ihe name of Thompson. For 8 years he worked hard. and gradually he saved enough 
money 10 buy his own business. He was fair 10 his customers. gave his employees lOp wages. and gave most of his own profits 
to charily. Then one day. Mrs.lones. an old neighbor. recognized him as the man who had escaped from prison 8 ye:us before. 
and for whom the police had been looking. 

Should Mrs. lones report Mr. Thompson to Ihe police and have him sc .. t back 10 prison? (Check one) 

___ Should report him 
___ Can't decide 
___ Should not report him. 

IMPORTANCE: 
Great Much Some Little No 

1. Hasn'l Mr Thompson been good enough for such a long time 10 

prove he isn't a bad person? 

2. Every time someone escapes punishment for a crime. doesn'l that 
just encourage more crime'! 

3. Wouldn't we be beller off withoul prisons and Ihe oppression of 
our legal systems'! 

4. Has Mr. Thompson really paid his debt 10 sociely'! 

5. Would society be fai:ing 10 provide whal Mr. Thompson should 
fairly expect"? 

6. What benefits would prisons be aparl from sociely, especially for a 
charilable man? 

7. How could anyone be so cruel and he:lClless as 10 send Mr. 
Thompson 10 prison? 

8. Would il be fair to all Ihe prisoners Who had 10 serve OUI Iheir full 
sentences if Mr. Thompson was leI off? 

9. Was Mrs. lones a good friend of Mr. Thompson? 

W Wouldn't it be a cilizen's dUlY to report an escaped criminal, 
regardless of the circumstances? 

11. How would Ihe will of the people and the public good best be 
served? 

12. Would going 10 prison do any good for Mr. Thompson or prolecl 
anybody? 

rom the lisl of q uesllons above. select Ihe lour most imporlant: 

Mosl imporlanl 
Second mosl important 
Third mosl important 
Fourth moSI imporlanl 



129 

SHOPPING 
Mary Jones is lhe mother of two elementary school children and does not work outside of the home. Her husband 

is a skilled mechanic at a local car dealership. The family can live reasonable well on his income for IWO reasons. First. Mary 
is a conscientious shopper-watching for sales, USing coupons, not making unnecessary purchases, etc. Second, lhe family enjoys 
doing things that do not involve much expense-hiking at the local state park, swimming and picniCking at a lake within walking 
distance. 

A neighbor recenlly told Mary that lhe single serving juice cartons that Mary buys regularly are bad for the 
environment because of excessive packaging including plastics and metal foils lhat do not biodegrade. Mary's children claim 
to prefer lhe laste of the juices in lheses cartons, and Mary likes lhe convenience provided by not washing glasses and o.Ilowing 
the children to serve themselves. Mary is relatively sure that the individuo.l cartons are more expensive per ounce than similar 
juices in large glass or metal containers. 

What should Mary do about future purchases of juices for her children? (Check one) 
__ Continue to buy lhe individual cartons. 

Can't decide. 
Switch to large, multiple :;erving containers. 

IMPORTANCE: 
Great Much Some Little No 

1. Will the decision, whatever it may be, lead to some abstract goal 
such as feeling good about doing something lhat improves the lives of 
olhers? 

2. If everyone ignored environmental issues. there could be a serious 
environmental problem sooner. 

3. Will other people, like the neighbor. actually know what products 
are bought? 

4. Which alternative actually costs more when 0.11 Ihlngs are 
considered because the economic impact is importan!. 

5. If there is really a problem with the indivic.ual serving containers. 
there would probably be a law against thetn. 

6. Whether any environmental problem the containers could pose 
would affect Ihe local parks and natural resources the family enjoys. 

7. Exactly how much extra work will be involved in using lhe larger 
containers (e.g .. washing glasses. cleaning up spills. pouring drinks). _ .... -
S. Docs the majority of people feel that this type of single serving 
containers should be outlawed? 

9. Whether a parent has an obligation to do whatever is necessary to 
improve the world in which the children will grow up. 

10. Buying products that are potentially harmful to the environment 
(even in very smo.ll ways) is simply wrong. 

From the Itst 01 quesuons above. select the tour most Important. 

Most important 
Second most important 
Third most important 
Fourth most important 

--------------- ----
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NEWSPAPER 
In the late 19605. Fred. a senior in high school. wanted to pUblish a mimeographed newspaper for students so that 

he could express many of his opinions. He wanted to speak out against the current war in Viet Nam and to speak out against 
some of the school's rules. like the rule forbidding boys to wear long hair. When Fred started his newspaper. he asked his 
principal for permission. The principal said it would be all right if before every publication Fred would tum in all his articles 
for the principal's approval. Fred agreed and turned in several articles for approval. The principal approved all of them and 
Fred published two issues of the paper in the next two weeks. 

But the principal had not expected that Fred's newspaper would receive so much attention. Students were so excited 
by the paper that they began to organize protests against the hair regulation and other school rules. Angry parents objected to 
Fred's opinions. They phoned the principal telling him that the newspaper was unpatriotic and should not be published. As 
a result of the rising excitement. the principal ordered Fred to stop publishin~. He gave as a reason that Fred's activities were 
disruptive to the operation of the school. 
Should the prind:;,!1 stop the newspaper? (Check one) 
___ Should stop it 

Can't decide =: Should not stop it 

IMPORTANCE: 
Great Much Some 

-' 

Little No 

1. Is the principal more responsible to srudents or to the parents? 

2. Did the principal given his word that the newspaper could be 
published for a long time. or did he just promise to approve the 
newspaper one iS5ue at a time? 

3. Would the students ~Ian protesting even more if the principal 
stopped the newspaper'! 

4. When the welfare of the school is threatened. does the principal 
have the right to give orders to students? 

5. Does the principal have the freedom of speech to say "no· in this 
case'! 

6. If the principal stopped the newspaper would he be preventing full 
discussion of important issues? 

7. Whether the principal's order would make Fred lose faith in the 
principal. 

S. Whether Fred was really loyal to his school and patriotic to his 
country. 

9. What elIect would stopping the paper have on the students' 
education in critical thinking and judgments? 

10. Whether Fred was in any way violating the rights of others in 
publishing his own opinions. 

11. Whether the principal should be influenced by some angry 
parents when it is the principal that knows best what is going on in 
the school. 

12. Whether Fred was using the newspaper to stir up hatred and 
discontent. 

rom the ilst 01 questions above, select the tour most important: 
Most important 
Second most important 
Third most important 
Fourth most important 
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PERSONAL VALUES 
This is a list of personal values that are important to some people. Please rate each one on how important it is to you. CHECK 
THE BOX box under the appropriate number on the scale. The scale ranges from 1 (not imporrant) to 7 (very imporr.lnt). If 
you want to change an answer that you c:mnot erase. just write the number you wanted to check to the right of the line. 

Not Importlll1t < ---> Very Important 

VALUE 1 2 3 4 5 6 i 

An Exciting Life (a stimulating. active life) 

A Sense of Accomplishment (Ia:;ting contribution) 

A World at Peace (free of war and conflict) 

A World of Beauty (beauty of narure and the arts) 

Equality (equal opportUnity for all) 

Family Security (taking care of loved ones) 

Freedom (independence. free choice) 

Happiness (contentedness) 

A Cleaner Environment (world with less pollution) 

Inner Harmony (freedom from inner conflict) 

Mature Love (spiritual and sexual intimacy) 

Pleasure (an enjoyable. leisurely life) 

Salvation (eternal life. saved) 

Self-Respect (self-esteem) 

Social Recognition (respect. admiration from others) 

True Friendship (close companionship) 

Wisdom (11 mature understanding of life) 

A Comfortable Life (a prosperous life) 
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PRODUCT PREFERENCE 

DIRECTIONS: 

In the envelope, you will tInd two sets of product descriptions on pieces of paper. 

Starting with the glass and window cleaner cards, rank: the sixteen alternatives on how likely you 
are to buy each one if you needed this particular product. 

You can do this by rearranging the cards into the desired order with the brand you are most 
likely to buy on top. 

After you are satisfied with the order, WRITE THE RANK ON EACH CARD ("1" for first 
choice, "2" for second choice, etc.). 

Then do the same thing with the second set of cards for the refrigerator. 

WHEN YOU ARE FINISHED RA.t\lKING THE DIFFERENT BRANDS, RETURN THE 
CARDS TO THE ENVELOPE AND GO TO THE NEXT PAGE OF THE QUESTIONNAIRE. 
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DIRECfIONS: The following list of statements could relate to your lifestyle and to your 
attitudes toward the environment. As you read each statement. PLEASE CIRCLE THE 
NUMBER that best indicates how much you agree that the statement describes how you feel. 
You will be using a scale from "I" to "7" to show your level of agreement with the statement. 
There are no right or wrong answers··we are just interested in your opinions. 

a. Environmental problems are exaggerated, because in the long run things balance out. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

b. I believe that industry could reduce the amount of packaging it presently uses for some 
packaged goods. 

Strongly Disagree 1-_··-2-···-3-···-4-···-5-·_·-6-···-7 Strongly Agree 

c. I have too many obligations to take an active part in an environmental organization. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

d. Seeing litter in streets and parks bothers me. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

e. I can think of many things I'd rather do than work toward improving the environment. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

f. When I buy products, I try to consider how my use of them will affect the environment and 
other consumers. 

Strongly Disagree 1-·_·-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

g. There is not much that any single individual can do about the environment. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 

h. Consumer boycotts of products harmful to the environment are successful in changing the 
manufacturing process and the products available. 

Strongly Disagree 1-···-2-···-3-···A····-5-···-6-···· 7 Strongly Agree 

i. I am very confused about what is good and what is bad for the environment. 

Strongly Disagree 1-···-2-···-3-···-4-···-5-···-6-···-7 Strongly Agree 
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j. I generally have the scientific and technical knowledge to understand environmental problems. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

k. An individual person can make a difference in the quality of the environment by choosing 
products carefully. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

1. Compared to the average person, my knowledge of environmental issues and pollution 
problems is better. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

m. The conservation efforts of one person are useless as long as other people refuse to conserve 
resources. 

Strongly Disagree 1-----2-----3-----4---··-5-----6-----7 Strongly Agree 

n. Compared to the average person, my knowledge of products that are harmful or not harmful 
to the environment is not as good. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

o. I am willing to pay more for products that are environmentally sound. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

p. Many brands that are better for the environment do not work as well as the standard brands. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 

q. I am trying to preserve or improve the environment in many different ways. 

Strongly Disagree 1-----2-----3-----4-----5-----6-----7 Strongly Agree 
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DlRECfIONS: This is a list of things that people have told us they have done about the 
environment. Read down the list and for each one indicate if you make a real effort to do it on 
a regular basis, do it from time to time when it's convt;nient. or do not really bother about it. 
CIRCLE THE NUMBER that most nearly describes your actions. 

Do Not Do from Do on 
Really Time to Regular 
Bother Time Basis 
About 
1 ~ J. ~ ~ Q 1 

a. Return beer or soda cans or 
glass containers to a store or 
recycling center 1 2 3 4 5 6 7 

b. Recycle newspapers 1 2 3 4 5 6 7 

c. Sort trash to separate garbage 
from recyclable material 1 2 3 4 5 6 7 

d. Buy products made from or 
packaged in recycled 
materials 1 2 3 4 5 6 7 

e. Use biodegradable plastic 
garbage uiigS 1 2 3 4 5 6 7 

f. Avoid buying products 
from companies which you 
don't feel are environmentally 
responsible 1 2 3 4 5 6 7 

g. Cut down on use of automobile 
by using public transportation. 
car pooling, etc. 2 3 4 5 6 7 

h. Read the labels on products to 
see if the contents are 
environmentally safe. 1 '2 3 4 5 6 7 

i. Contribute money to environmental 
groups such as the Sierra Club, 
Greenpeace, Audubon Society 1 2 3 4 5 6 7 

j. Buy products in packages that 
can be refilled. 2 3 4 5 6 7 
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APPENDIX I 
Jackknife Values for Latent Variable Models 

: ------------------MOD EL------------------ : 

Both Convenience Durable 
Products - Product - Product -
Table 11 Table 12 Table 13 

Jackknife t-Values for Loadings 

VALUE IMAGE 
Social Responsibility 33.02 33.50 33.08 
Environmental Value 20.31 20.92 20.31 

TP~AJECTORY IMAGE 
Environmental Goal 71.37 99.23 65.23 
PCE 17.06 19.26 18.09 

STRATEGIC IMAGE 
Environmental Behavior 35.06 36.73 50.63 
Screen Tactic (Conv) 19.29 17.77 n/a 
Weight Tactic (Durabie) 19.05 19.83 n/a 
Screen Tactic (Conv) 70.43 n/a 52.13 
Weight Tactic (Durable) 74.19 n/a 70.28 

Jackknife t-Values for Path Coefficients 

VALUE -+ TRAJECTORY 24.38 25.56 23.72 

TRAJECTORY -+ STRATEGIC 46.00 44.32 66.91 

NOTE: t-values > 3.4, so p < .001 for all loadings and path coefficients. 

All t-values were estimated using "Jackknifing: A Supplement to Lohmoeller's 
L VPLS Program" by Fornell and Barclay (1983). This program is added to the 
L VPLS program and requires a data matrix rather than a correlation or covariance 
matrix. Multivariate normal data are not a requirement for testing the significance 
of parameter estimates using this procedure (Barclay 1991). 

--- ----- --
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