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Voluntary sustainable behaviors are often …

… Deliberate and
effortful

… Sociallyinfluenced

…Identity-motivated

… Future-oriented
Trudel (2018)

Introduction

Research Question

Which aspects of individual environmental
identity influence sustainable behaviors?

Conceptual model and key concepts

“…the extent to which an individual includes nature within
his/her cognitive representation of self ”
(Schultz, 2002, p. 67)

“A temporary state during which the consumer’s identity is
activated” (Reed, 2004, p. 286)

“Behaviors that contribute to the sustainability of the
natural environment”
(Schultz & Kaiser, 2012, p. 557)
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Methodology
Study 1

Study 2

Study 3

Online study:

Laboratory study:

Laboratory study:

•

•

•

with 477 Mturk workers (Mage = 36.5, 53 %
male)

Design:
•

•

Environmental identity intensity was measured
with the EINS (Martin & Czellar, 2016)

•

Environmental identity salience was measured
with 4 items

Dependent variables:
•

Design:
•

Correlational survey

Independent variables:

Self-reported behavior (Tam, 2013)

with 203 students (Mage = 20.4, 53.5% male)
2 (environmental identity: salient vs. not
salient) x 2 (organic orange juice: organic
information present vs. absent)

with 234 students (Mage = 21.2, 45.0% male)

Design:
•

2 (environmental identity: salient vs. not
salient)

Independent variables:

Independent variables:

•

Environmental identity salience was
manipulated (essay)

•

Environmental identity salience was
manipulated (essay)

•

Environmental identity intensity was measured
with the EINS (Martin & Czellar, 2016)

•

Environmental identity intensity was measured
with the EINS (Martin & Czellar, 2016)

Dependent variables:
•

Liking of the drink, quantity consumed, wordof-mouth, sensory aspects, price paid for 1L,
donation to WWF

Dependent variables:
•

Choice of same-brand notepad made from
recycled vs. conventional paper & writing task
(a proxy for interest in sustainability)
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Study 1 - Results

H2**

H3

H1**
Only the interaction effect was not significant (H3)

** p < 0.05
* p < 0.1
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Study 2 - Results

Study 2 - Results
IV: Environmental identity salience (H1)

IV: Neither environmental identity intensity (H2) nor the interaction effect were significant (H3)

9

Study 2 - Results
IV: Environmental identity salience (H1)

For comparison purposes, we also measured
participant willingness to donate to a proenvironmental organization (i.e., the WWF)
should they be one of the two winners of 100
CHF in a raffle organized after the experiment

IV: Neither environmental identity intensity (H2) nor the interaction effect were significant (H3)
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Study 3 - Results

Study 3 - Results
IV: Environmental identity salience (H1)

IV: Environmental identity intensity (H2) was significant for both variables (p = 0.001, p = 0.002)
The interaction effect (H3) was not significant
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Conclusions
Corroborates past research about the identity intensity – behavior
link using various self-reported and real behaviors
Contrary to past research, no evidence of identity salience x identity
intensity interaction (e.g., Arendt & Mathes, 2016; Hahnel et al., 2014)
Environmental identity salience per se is also an important construct
to consider when studying real consumption
Potentially positive news for researchers/practitioners to better
understand and actively promote sustainable behaviors among broad
populations
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