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Despite the pandemic, consumers around the globe are just as concerned about 
climate change as they are about the spread of infectious diseases (Pew Research 
Center, 2020). Climate change to which “no one is immune, nor the world can 
vaccinate against it” continues to be a critical long-term threat to our world 
(World Economic Forum, 2021, pg. 16). Although global carbon dioxide gas 
emissions fell by 9% in the first half of 2020 due to the forced shut down during 
COVID-19, a similar decrease is required every year for the next decade to 
maintain progress towards limiting global warming to a maximum of 1.5℃ (World 
Economic Forum, 2021). In response, a number of market initiatives are taking 
place to ensure a shift towards greener production and consumption. For 
example, Hewlett Packard created the world’s first Chromebook with ocean-based 
plastic which contains 75% recycled aluminum and 50% recycled plastic. Likewise, 
Citroen recently launched a new eco-friendly electric car that generates zero 
carbon emissions (Euronews, 2020). Thus, a growing number of firms are 
producing sustainable products but do consumers really want them?

This research examines the role of power as a factor that may influence 
consumers’ purchase intentions and behaviors towards sustainable products. 
Specifically, we propose that consumers with low power weight sustainable 
product attributes more heavily compared to high power consumers. We further 
propose that these differences in consumers’ responses to sustainable products 
are driven by their sense of agency versus communion, which mediates purchase 
intentions and behaviors. This is because sustainable choices involve long-term 
benefits to other people and the natural world compared to regular choices that 
involve immediate benefits for the self (White, Habib, & Hardisty, 2019).

A two-way analysis of variance with purchase intentions as the dependent 
variable provided a non-significant main effect of power (F (1,0.10), 𝑝 = 
0.920), a partially significant main effect of product attributes (F (1,0.650), 𝑝
= 0.421), and a non-significant interaction between power and product 
attributes (F (1,0.121), 𝑝 = 0.728). 

The results also showed that low power increased participants likelihood to 
buy sustainable products compared to regular products (M!"#$%&'%()* = 
5.786, SD = 0.520 vs. M+*,")%+ = 5.672, SD = 0.845). However, high power 
showed no influence on participants likelihood of buying (M!"#$%&'%()* = 
5.696, SD = 0.631 vs. M+*,")%+ = 5.741, SD = 0.636).  

We conducted an experimental study to examine how power shapes consumers’ 
responses towards sustainable products. This study used wooden table as the focal 
product along with environmental sustainability as the sustainable attribute of 
interest (i.e., whether wood was sourced from recycled or natural materials). 

We predicted that with low power, consumers would prefer products promoted 
using sustainable attributes relative to products promoted using regular attributes. 
We also predict that with high power, consumers would prefer products promoted 
using regular attributes relative to products promoted using sustainable attributes. 
In addition, we examined two alternative explanations including advertisement 
involvement and product knowledge. 

A total of 200 MTurk participants (36% female, M%,* = 33.96, SD = 10.952) were 
randomly assigned to a 2 (power: high vs. low) x 2 (product attributes: sustainable 
vs. regular) between-subjects design. 
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RESEARCH OBJECTIVES

CONTRIBUTIONS

First, this research enriches and extends prior research in the sustainability 
domain by identifying an additional factor that can moderate consumers’ 
responses to sustainable products (e.g., White & Peloza, 2009; Luchs et al., 2010; 
White, MacDonnell, & Ellard, 2012, Peloza, White, & Shang, 2013; Winterich, 
Nenkov, & Gonzales, 2019; Paharia, 2020). 

Likewise, our examination to the role of power in sustainable consumption 
extends prior research on the relationship between power and consumer 
behavior by extending effects from this literature to the sustainability domain 
(e.g., Rucker, Galinsky, & Dubois, 2012; Dubois, Rucker, & Galinsky, 2015). Hence, 
our research answers recent calls for research on how agency and collective 
responsibility can encourage sustainable consumption (White, Habib, & Hardisty, 
2019). 

Finally, our research contributes to an emerging stream of research on the 
attitude-behavior gap by suggesting that managers can leverage consumers’ 
power use to enhance their interest in and response to sustainable products 
(White, Habib, & Hardisty, 2019). 
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