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A B S T R A C T

In this research, we propose that, by their very nature, issues linked to environmental sustainability feel psy-
chologically distant to people. Because of this, the mindset that an individual holds can predict reactions to eco-
friendly products. Across five experiments, the authors demonstrate that construing information at an abstract
(vs. concrete) level is associated with more positive reactions to eco-friendly products. This differential response
is driven by the fact that an abstract construal is compatible with a focus on the future. Eco-friendly products can
potentially be made somewhat more appealing to individuals with a concrete construal by strategically altering
communications about these products to match this construal. We demonstrate that this can be accomplished by
presenting detailed, concrete information about the sustainable attributes of the product. We also present results
suggesting that explicitly framing communications about eco-friendly products to focus on the present (vs. the
future) may accomplish the same goal.

1. Introduction

Although people often report positive attitudes towards sustainable
products and behaviors (Prothero et al., 2011), behavioral responses to
these goods in the marketplace are not uniformly positive (e.g., Haws,
Winterich, & Naylor, 2014; Luchs, Naylor, Irwin, & Raghunathan,
2010), and it can be difficult to encourage individuals to consistently
act in a sustainable manner (Steg & Vleck, 2009; Trudel & Argo, 2013).
Why would this be the case? The current research provides one answer
to why it can be difficult to encourage individuals to make eco-friendly
product choices by investigating the way in which the construal level
(i.e., concrete vs. abstract) held by the individual is related to intentions
and behaviors towards products with environmentally sustainable at-
tributes (i.e., eco-friendly products).

Past research offers multiple explanations for why responses to
sustainable options are not always positive. One possibility lies in the
relative price premium for eco-friendly products. Although some con-
sumers report being willing to pay more for sustainable goods (Trudel &
Cotte, 2009), others are reluctant to pay a premium for en-
vironmentally-friendly products (Clifford & Martin, 2011). Academic
research has explored other reasons why people may be reluctant to
purchase green products, including concerns about efficacy in product
categories where strength is valued (Luchs et al., 2010), variations in

self-accountability (Peloza, White, & Shang, 2013), and unreliable
memory that a product has poor performance on sustainability-related
attributes (Reczek, Irwin, Zane, & Ehrich, 2018).

In the current research, we propose a novel explanation for why
some people respond more positively to eco-friendly products than
others. We suggest that the nature of eco-friendly products (i.e., the fact
that purchasing and using them instead of traditional products benefits
subsequent generations sometime in the future) may, at times, be in-
congruent with the individual's mindset in the current decision context.
Specifically, we draw on construal level theory (CLT; Trope &
Liberman, 2003) to propose that construing information at an abstract
level is associated with greater purchase intentions and more positive
reactions to sustainable products than construing information at a
concrete level. We further theorize that individuals who construe in-
formation more abstractly are more likely to focus on the future, which
makes salient the long-term benefits of purchasing eco-friendly pro-
ducts (and the potential future harm of purchasing traditional products)
in the present. This ability to focus on the future in an abstract mindset
is associated with more positive evaluations of, greater purchase in-
tentions towards, and increased choice of eco-friendly products (re-
lative to those with a concrete construal).

This research builds on past CLT work that has examined responses
to different types of product characteristics including primary versus

https://doi.org/10.1016/j.jenvp.2018.06.003
Received 12 October 2017; Received in revised form 20 June 2018; Accepted 20 June 2018

∗ Corresponding author.
E-mail address: katherine.white@sauder.ubc.ca (K. White).

Journal of Environmental Psychology 57 (2018) 87–98

Available online 21 June 2018
0272-4944/ © 2018 Elsevier Ltd. All rights reserved.

T

http://www.sciencedirect.com/science/journal/02724944
https://www.elsevier.com/locate/jep
https://doi.org/10.1016/j.jenvp.2018.06.003
https://doi.org/10.1016/j.jenvp.2018.06.003
mailto:katherine.white@sauder.ubc.ca
https://doi.org/10.1016/j.jenvp.2018.06.003
http://crossmark.crossref.org/dialog/?doi=10.1016/j.jenvp.2018.06.003&domain=pdf


secondary features (Trope & Liberman, 2010), the desirability and
feasibility of product attributes (Trope, Liberman, & Wakslak, 2007),
and brand extension fit (Kim & Roedder John, 2008). We do so by
viewing eco-friendly products via the lens of CLT. To our knowledge,
past research has not investigated the interplay between consumer
construals and reactions to eco-friendly versus traditional products.
Instead, past work has shown that matching a loss frame and concrete
construal, as well as matching a gain frame and abstract construal, leads
to more sustainable behaviors (White, MacDonnell, & Dahl, 2011) and
greater choice of eco-friendly products (Chang, Zhang, & Xie, 2015).
Other researchers have demonstrated that highlighting economic (vs.
self-transcendent) benefits reduces consumer interest in eco-friendly
products when the consumer is in an abstract mindset (Goldsmith,
Newman, & Dhar, 2016). Our work differs from this extant work in that
we look at the nature of eco-friendly options themselves as being per-
ceived as more abstract.

2. Construal level and interest in eco-friendly products

Construal level theory (CLT) proposes that the same object or event
can be construed at different levels of abstraction (Trope & Liberman,
2003). A concrete construal is one that tends to be represented in terms
of specific, subordinate, and contextualized features. On the other hand,
an abstract construal is one that represents events in terms of general,
superordinate, and decontextualized features (Liberman & Trope, 1998;
Trope, 1989). According to CLT, the more psychological distance an
object has from the individual, the more likely it is to be construed at a
higher level of abstraction. Psychological distance can be characterized
on multiple dimensions including temporal distance, physical distance,
social distance, and hypotheticality (Trope et al., 2007). Research has
demonstrated that people tend to use a more abstract, high-level con-
strual when evaluating and making decisions about psychologically
distant targets (Irmak, Wakslak, & Trope, 2013; Liberman & Trope,
1998; Liberman, Sagristano, & Trope, 2002). For example, targets are
more likely to be represented abstractly and to be influenced by su-
perordinate goals when temporal distance is heightened (Liberman &
Trope, 1998). On the other hand, when evaluating and making deci-
sions about psychologically proximal targets, individuals tend to use a
more concrete, low-level construal that represents the target in terms of
incidental characteristics and subordinate goals. Of note, research has
characterized construal level as both an individual difference variable,
such that people differ in the extent to which they chronically view the
world with an abstract versus concrete mindset (Vallacher & Wegner,
1989), and as a temporary mindset that can be experimentally ma-
nipulated (Fujita, Trope, Liberman, & Levin-Sagi, 2006; White et al.,
2011).

Drawing on this extant research, we make the novel prediction that
individuals who construe information at an abstract level exhibit a
greater preference for eco-friendly products than individuals who
construe information at a concrete level. By their very nature, sus-
tainable choices involve putting aside more proximal, immediate, in-
dividual interests in lieu of actions that confer benefits that are more
distal, future-focused, and other-oriented (Spence & Pidgeon, 2010;
Spence, Poortinga, & Pidgeon, 2012). We thus propose that sustainable
options might be more congruent with an abstract, rather than concrete
mindset. Consistent with this view, research has demonstrated that an
individual's morals and values impact their behavior more when they
are in an abstract versus concrete mindset (Eyal, Sagristano, Trope,
Liberman, & Chaiken, 2009). Drawing on this past work, then, we ex-
pect that eco-friendly products often are construed as being more psy-
chologically distant and abstract than traditional product options.
Moreover, we propose that there will be a matching effect, wherein
people who construe information at an abstract as opposed to concrete
level, will exhibit more positive intentions and behaviors towards eco-
friendly (vs. traditional) products.

In further support of this prediction, past research demonstrates that

positive evaluations tend to emerge when individuals are confronted
with information that is congruent (vs. incongruent) with their extant
mindset (i.e., a gain frame and an abstract construal, as in White et al.,
2011, or a promotion focus and an abstract mindset, as in Lee, Keller, &
Sternthal, 2010). In our context, we propose that a different type of fit
effect might emerge on the basis of the underlying perceived psycho-
logical distance of the target object based on its eco-friendly attributes
and the construal level of the observer. Given that the benefits of eco-
friendly products are more psychologically distant than those of tradi-
tional products, they are congruent with the processing style exhibited
by an individual in an abstract as opposed to a concrete mindset. Fol-
lowing from work that shows that such congruent processing leads to
more positive evaluations, intentions, and behaviors, we propose that:

H1a. Relative to those with a chronic concrete construal level, people
who construe information at an abstract level express greater purchase
intentions towards eco-friendly products.

H1b. Construal level and product type interact to influence product
preference such that an abstract (vs. concrete) construal is positively
associated with preference for eco-friendly products. However,
construal level is not associated with preference for traditional
products.

Not only are eco-friendly products generally associated with ab-
stract as opposed to concrete mindsets, they are also particularly
compatible with a focus on the future. As noted above, the notion of
sustainable, eco-friendly products inherently represents a temporal
conflict in decision-making. In most instances, the long-term sustain-
ability-related benefits of purchasing an eco-friendly product are not
immediately seen, but rather have some kind of abstract impact
sometime in the future, often for future generations. We predict that
individuals who are in abstract mindsets respond more favorably to eco-
friendly options than individuals in a concrete mindset because the
former are more likely to focus on the future. Past work shows that
abstract (vs. concrete) construals lead to interpretations of events in
ways that reflect greater temporal distance (Liberman, Trope, McCrea,
& Sherman, 2007).

Thus, evidence suggests that there exists an automatic association
between abstract construals and the future. In our context, we propose
that abstract construals will be associated with a greater focus on the
future which will, in turn, make individuals more accepting of eco-
friendly as opposed to traditional options. In other words, we are pre-
dicting a moderated mediation, such that construal will influence re-
sponses to products via future focus only for eco-friendly products. We
therefore make the following predictions:

H2. Individuals with abstract (vs. concrete) construal demonstrate a
greater future focus.

H3. Future focus will mediate the effect of construal level on purchase
intentions only for eco-friendly (and not for traditional) products.

We test these initial hypotheses across three studies. In study 1a, in
a test of hypothesis 1a, participants made a real choice between two
granola bars, where one is positioned as eco-friendly and one is posi-
tioned with a traditional health/taste positioning. In this study, parti-
cipants with chronic abstract (vs. concrete) construals are more likely to
choose a sustainably positioned granola bar than a traditionally posi-
tioned granola bar. In study 1b we demonstrate that consumers who
chronically construe information abstractly (vs. concretely) express
greater purchase intentions for eco-friendly automobile tires but not
traditional tires, thus testing hypothesis 1b. Study 2 offers an additional
test of hypothesis 1b in a third product category, household cleaners,
and also demonstrates the importance of temporal distance by showing
that the effect proposed in hypothesis 1b is mediated by the greater
focus on the future of individuals with an abstract construal, thus
testing hypotheses 2 and 3.

After providing support for our first three hypotheses in studies 1
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and 2, we then turn to the question of how eco-friendly products can be
made more appealing to individuals in a concrete mindset in studies 3
and 4. Drawing upon CLT, we test two distinct means of encouraging
people with concrete mindsets to more favorably evaluate eco-friendly
products. First, we test whether matching the temporal frame of an
advertising appeal for an eco-friendly product to an individual's chronic
construal level increases purchase intentions. In this study, we predict
that concrete construal consumers will show greater purchase inten-
tions when the ad explicitly encourages them to think about the present
and abstract construal consumers will show greater purchase intentions
when the ad explicitly encourages them to think about the future.
Second, we test whether, by communicating concrete details about the
eco-friendly attributes of a green product, those with situationally
manipulated concrete construal levels can be encouraged to respond
more favorably to such products. We elaborate on these two matching
effects and discuss these hypotheses after our initial tests of hypotheses
1–3.

3. Pilot studies

In order to test whether eco-friendly products are seen by in-
dividuals as being more future focused and psychologically distant (and
hence more abstract), we asked participants (147 undergraduates;
gender and age were not collected) in a within-subjects design to read
descriptions of four brands across two product categories (automobile
tires and all-purpose household cleaners). Across both categories, par-
ticipants saw a description of an eco-friendly brand and a traditional
brand. These product descriptions were the same as those used in stu-
dies 1b and 2, respectively, which were drawn from previous research
(Luchs et al., 2010 and Haws et al., 2014, respectively). Participants
viewed both tire brands and both cleaner brands and were asked to rate
the extent to which each brand was “designed with the future in mind”
on a seven-point scale (“not at all” to “very much so”). Participants
were then asked to indicate “which of these two brands do you think is
more focused on the future?”

The results of a repeated measures ANOVA indicated that partici-
pants thought the eco-friendly tire brand was designed with the future
in mind to a greater extent than the traditional tire brand (Meco-

friendly = 5.89, Mtraditional = 2.80; F (1, 146)= 209.24, p < .0001). The
same result held true for their perceptions of the all-purpose cleaners
brands (Meco-friendly= 5.93, Mtraditional = 2.77; F (1, 146)= 394.71,
p < .0001). Moreover, the eco-friendly tire (87.76%) was chosen over
the traditional tire (12.24%) as being more focused on the future
(Χ2= 83.82, p < .0001). Participants also chose the green cleaner
(89.80%) over the traditional cleaner (10.20%) as the brand more fo-
cused on the future (Χ2= 93.12, p < .0001). Thus, people do perceive
eco-friendly products (vs. traditional products) as being more focused
on the future.

In order to ensure that these brands also differed in how en-
vironmentally friendly they were perceived to be, we also conducted a
brief second pilot study in which 37 undergraduates from the same
population (Mage= 21.59; 46% female) viewed the same four de-
scriptions of two brands of tire and two brands of household cleaner
and were asked to choose which of the two brands was more en-
vironmentally friendly in both categories. Results revealed that 35 of
the 37 participants (94.6%) identified both the eco-friendly tire and the
green cleaner as more environmentally friendly, in line with our ex-
pectations.

4. Study 1a

Study 1a was designed to test hypothesis 1a using real product
choice as the dependent measure. Participants were asked to view ads
for two real brands of granola bars, one of which communicated the
brand's eco-friendly attributes and one of which communicated other
performance-related attributes. Participants were then asked to choose

which of the two bars they would like to receive to take home at the end
of the study. We predicted that individuals with a chronic tendency to
construe information at an abstract level would be more inclined to
choose the eco-friendly option than those with a chronic tendency to
construe information at a concrete level. We operationalized construal
level by measuring participants' chronic tendency to construe in-
formation abstractly versus concretely (Hong & Lee, 2010; Vallacher &
Wegner, 1989).

4.1. Method

4.1.1. Participants
A total of 41 undergraduate students (Mage= 22; 29% female)

participated in a choice experiment in exchange for course credit.

4.1.2. Procedure
All participants were told that they would view two advertisements

for real brands of granola bars currently available in their area and that
they would be asked to choose one of the two granola bars to take with
them at the end of the study. The ads (shown in Appendix A) employed
either a sustainability appeal or a traditional appeal (i.e., using health
and taste as the key attributes). We note that the same claims about
sustainability and health are used in both ads, but which claim is pro-
minent (vs. featured in the “fine print”) is manipulated. These adver-
tisements have been validated in previous research (Peloza et al., 2013
1). The two brands used were Quaker and Kellogg's. To control for any
brand preference effects, we counterbalanced which brand was asso-
ciated with which advertising appeal. After viewing the two ads, par-
ticipants indicated which of the brands they wanted to take with them
as a thank you for their participation in the study. This choice served as
the dependent variable. Finally, participants completed a 19-item ver-
sion of the BIF (Behavior Identification Form; Vallacher & Wegner,
1989), which has been used in previous research and is shown to be a
reliable measure of an individual's construal level (Liberman & Trope,
1998). In the BIF, participants indicate whether they construe a series
of actions (e.g., “reading”) more abstractly (i.e., “gaining knowledge”)
or more concretely (i.e., “following lines of print”). Responses are coded
so that each abstract response receives a score of one and each concrete
response receives a score of zero. The score is then summed for each
participant so that higher scores on the BIF represent a chronic ten-
dency toward construing information at a more abstract level
(M=11.54; α=0.84).2 At the end of the session, each participant was
given their chosen granola bar to take with them.

4.2. Results and discussion

Before conducting the analysis, the dependent variable was coded so
that choice of the brand positioned as sustainable (regardless of which
brand this was) was coded as 1 and choice of the traditionally posi-
tioned brand was coded as 0. We conducted a logistic regression with
choice of granola bar (eco-friendly vs. traditional) as the dependent
variable and participants' continuous BIF score as the independent
variable, along with which of the two real brands (Kellogg's or Quaker)
had the eco-friendly positioning, and the interaction of these two
variables. The analysis revealed a main effect of BIF, such that parti-
cipants were more likely to choose the brand positioned as eco-friendly
as construal level becomes more abstract (χ2(1,40)= 4.30, p= .04),
thus supporting hypothesis 1. There was not a significant main effect of
which of the two brands was positioned as eco-friendly (Kellogg's or
Quaker), nor did this factor interact with BIF score. Follow-up analyses

1 These materials were pretested, which revealed that the eco-friendly advertisements
were perceived as being more focused on sustainability than the traditional advertise-
ments.

2 BIF scores were not affected by the manipulation(s) in any of the studies.
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with only BIF score in the model as a predictor revealed an odds ratio of
1.159, indicating that as BIF score increases by one unit, people are
1.159 times more likely to choose the sustainable bar. For ease of
presentation, the percentage of participants choosing the granola bar
positioned as eco-friendly versus the granola bar with traditional po-
sitioning is presented in Fig. 1, collapsed across which brand was
identified as eco-friendly and using a median split on BIF score. All
analysis was conducted using the continuous BIF measure.

5. Study 1b

The primary purpose of study 1b was to test hypothesis 1b, that
those who chronically construe information abstractly have more po-
sitive responses to eco-friendly products compared to individuals who
chronically construe information concretely. We did not, however, ex-
pect construal level to be associated with purchase intentions for tra-
ditional products.

5.1. Method

5.1.1. Participants
A total of 252 participants (Mage= 36.7; 54.8% female) recruited

using Amazon Mechanical Turk participated in this study in exchange
for monetary compensation.3 The study employed a single factorial
design with two between subjects product type conditions (eco-friendly
and traditional) and measured chronic construal level.

5.1.2. Procedure
All participants were told that the purpose of the study was to ob-

tain their opinion about a real product currently on the market, but that
the brand name information had been removed to protect con-
fidentiality. Participants in the eco-friendly product condition were
then shown a product description of an “EcoTire” that was “made using

sustainable methods and materials, such as recycled rubber and alter-
native plant-derived ingredients.” This description was adapted from
Luchs et al. (2010). Participants in the traditional product condition
were shown a product description of a “Car Tire” that was “made using
traditional methods and materials, including non-recycled rubber and
other materials typically used by car tire manufacturers.” Our focal
dependent variable of interest was purchase intentions4: “Assuming you
are in the market for new tires, how likely are you to purchase this type
of car tire? (1=Not at all likely; 7=Very likely”). Participants then
rated how “environmentally friendly” the car tire was (1=Not at all
environmentally friendly; 7=Very Environmentally Friendly) to assess
the product type manipulation. Participants then completed the same
version of the BIF as in study 1a (α=0.88; M=12.32).

5.2. Results and discussion

5.2.1. Manipulation checks
Participants rated the “Eco Tire” as more environmentally friendly

(M=6.17) than the traditional tire (M=2.50; F (1, 250)= 507.87,
p < .001). Product condition did not influence participants' BIF scores
(F < 0.1, p= .95).

5.2.2. Purchase intentions
To test hypothesis 1, we regressed purchase intentions on chronic

construal level (i.e., participants' mean centered BIF scores), product
type (eco-friendly vs. traditional, coded as 1 and -1, respectively), and
their interaction. The main effects of construal level (p= .13) and
product type (p= .16) were not significant. As predicted in hypothesis
1b, a significant interaction between product type and construal level
emerged (β=0.05; t (248)= 2.44, p= .019). We then conducted a
simple slopes analysis of chronic construal for each product type con-
dition. Simple slopes analyses revealed a significant positive slope in

Fig. 1. Study 1a: Percentage of participants choosing each granola bar type by chronic construal level.

3 The targeted sample size for this and all subsequent studies (with the exception of
study 1a) was 250 participants (around 50–60 per “cell”). This target was set based on
recommended cell sizes for achieving sufficient power in consumer psychology studies. In
study 1a we were not able to reach this target because it was conducted in the summer
when participant availability was limited.

4 We also included two other measures that reflect positive attitudes towards the op-
tions: “How much do you like this type of car tire?,” “How interested would you be in test
driving a car with this type of car tire?” While the intentions measure was our DV of
interest, we note that the same results emerge when combining the attitude items with
our intentions item and when looking at each of the items separately. This is true in both
studies 1b and 2.
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the eco-friendly product condition (β=0.077, p= .007), such that
higher scores on the BIF (i.e., more abstract construals) were associated
with greater purchase intentions for eco-friendly products. On the other
hand, no relationship between BIF scores and intentions was observed
in the traditional product condition (β= -. 017, p= .54).

We additionally explored the difference between product type
conditions as a function of chronic construal using a Johnson-Neyman
floodlight approach (see Fig. 2). The Johnson-Neyman point for con-
strual level moderation occurs at a BIF value of 13.58 (p= .05;
t=1.97), or 0.25 standard deviations above the mean of 12.32 (Hayes
& Matthes, 2009; Johnson & Neyman, 1936). This result indicates that
participants had significantly higher purchase intentions for the “Eco
tire” than the traditional car tire for all BIF scale values equal to or
higher than 13.58. There are no significant differences below the
Johnson-Neyman point. These data provide initial support for hypoth-
esis 1b, that people who construe information abstractly express greater
purchase intentions for eco-friendly products (vs. traditional products)
relative to those with chronic concrete construals.

Together, our two initial studies find that relative to individuals
with a chronic concrete construal level, those who construe information
more abstractly express greater preference for eco-friendly products.
Recall that we predict in hypothesis 2 that the effect observed in studies
1a and 1b is driven specifically by the fit between greater consideration
of temporally distant outcomes (i.e., focus on the future) by those with
abstract construal levels and the psychologically distant future benefits
associated with eco-friendly products. Study 2 directly tests this med-
iation hypothesis.

6. Study 2

Study 2 was designed to test hypothesis 1b in a new product cate-
gory (i.e., household cleaners) and to test hypotheses 2 and 3, that
individuals with an abstract mindset are more focused on the future,
which drives more favorable response to eco-friendly products.

6.1. Method

6.1.1. Participants
A total of 255 undergraduate students (Mage= 19.82; 48.2% fe-

male) participated in exchange for course credit. One participant did
not complete the study leaving 254 valid observations. The study em-
ployed a single factorial design with two between subjects product type
conditions (eco-friendly and traditional) and measured chronic con-
strual level design.

6.1.2. Procedure
All participants were told that the purpose of the study was to ob-

tain their opinion about a real product currently on the market but that
the brand name information had been removed to protect con-
fidentiality. All participants saw an ad that read: “From the cooktop to
the countertop, our line of natural all-purpose cleaners powers through
grease, grime, and dirt.” Participants in the eco-friendly product con-
dition read:

— Safety & Environmental Info: Non-toxic, biodegradable, good for the
environment

— Indicated Use: General, all-purpose cleaning
— Available in 3 scents”

Participants in the traditional product condition saw only the last
two bullet points (adapted from Haws et al., 2014, study 2).

Participants were then asked to report their purchase intentions:
“How likely are you to purchase this brand of cleaners?” (1=Not at all
likely; 7=Very likely).5 Participants were then asked to report their
thought process as they were reading about the cleaners (1= I was
focused on the past; 7= I was focused on the future).6 Finally,

Fig. 2. Study 1b: Sustainable versus traditional tire by chronic construal level interaction on purchase intentions.

5 The other items measured in this study were: “How much do you like this brand of
cleaners?,” and “How interested would you be in receiving a free sample of this brand of
cleaners in the mail?” We note that the same results emerge when combining the attitude
items with our intentions item and when looking at each of the items separately.

6 This is a single item ad hoc measure created by the authors and designed to address
the construct of future focus as directly as possible.
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participants completed the same version of the BIF used in the previous
studies (α=0.70).

6.2. Results and discussion

6.2.1. Purchase intentions
First, we note that product condition did not predict BIF scores

(M=10.81; F < 0.1; p= .86). To test hypothesis 1, we regressed
purchase intentions on chronic construal level (i.e., participants' mean
centered BIF scores), product type (eco-friendly vs. traditional, coded as
1 and -1, respectively), and their interaction. The main effect of con-
strual level (p= .52) was not significant, while the main effect of
product type was revealed to be positive and significant (β=0.28, t
(250)= 2.88, p= .004). As predicted in hypothesis 1b, a significant
interaction between product type and construal level also emerged
(β=0.073, t (250)= 2.52, p= .012). Simple slopes analyses revealed
a significant positive slope for the eco-friendly product condition
(β=0.092, p= .03), such that higher scores on the BIF (i.e., more
abstract construals) were associated with greater purchase intentions.
No relationship between BIF and purchase intentions emerged in the
traditional product condition (β=- .054, p= .19).

A Johnson-Neyman floodlight approach was used to explore the
simple effects between product type conditions as a function of chronic
construal. The Johnson-Neyman point for construal level moderation
occurs at a BIF score of 9.73 (p= .05; t=1.97) or 0.32 standard de-
viations below the mean of 10.81. This result indicates that participants
had significantly more positive purchase intentions for the eco-friendly
cleaner versus the traditional cleaner for BIF scale values equal to or
higher than 9.73 (see Fig. 3). There are no significant differences below
the Johnson-Neyman point. These data are consistent with hypothesis
1b, that individuals who construe information at an abstract level ex-
press greater purchase intentions for eco-friendly products relative to
those with a chronic concrete construal level.

6.2.2. Future focus
To determine if individuals' future focus depends on whether they

chronically construe information in an abstract versus concrete manner,
we regressed future focus on construal level as measured by BIF scores.

The results revealed a significant effect of construal level on future
focus (β=0.09, t (250)= 2.42, p= .016). The positive relationship
between construal level and future focus supports our prediction in
hypothesis 2 that individuals who chronically construe information in
an abstract manner are more likely to report focusing on the future.

6.2.3. Interactive effect of future focus and product type on purchase
intentions

We then regressed purchase intentions on product type (coded
1= green product; −1= traditional product), future focus (mean-
centered), and the future focus by product type interaction. The results
revealed a significant main effect of product type (β=0.22, t
(249)= 2.34, p= .02) in addition to a significant main effect of future
focus (β=0.17, t (249)= 3.25, p= .001). The future focus by product
type interaction also proved to be significant (β=0.22, t (249)= 4.49,
p < .0001; see Fig. 4). A simple slopes analysis of future focus for each
product type condition was conducted. Simple slopes analyses revealed
a significant positive slope in the eco-friendly product condition
(β=0.38, p < .001) but did not reveal a relationship in the traditional
product condition (β=-. 061, p= .40).

We then used the Johnson-Neyman floodlight approach to explore
the simple effects between product type conditions as a function of
future focus. The Johnson-Neyman point for moderation occurs at a
future focus value of 4.15 (p= .05; t=1.97), or 0.08 standard devia-
tions below the mean of 4.31. This result indicates that participants had
significantly more positive purchase intentions for the eco-friendly
cleaner versus the traditional cleaner for all future focus scale values
greater than or equal to 4.15. We also observed a second Johnson-
Neyman point at future focus value of 2.02 (p= .05; t=1.97), or 1.20
standard deviations below the mean of 4.31. For the range of values
equal to or less than 2.02 on future focus, participants had significantly
more positive product evaluations of the traditional cleaner versus the
ecofriendly cleaner.

6.2.4. Moderated mediation
In order to test hypothesis 3, we next conducted a moderated

mediation analysis using PROCESS for SPSS (Model 14, Hayes, 2013)
with construal level as the independent variable, product type

Fig. 3. Study 2: Sustainable versus traditional cleaner by chronic construal level interaction on purchase intentions.

R.W. Reczek et al. Journal of Environmental Psychology 57 (2018) 87–98

92



(ecofriendly= 1 and traditional=−1) as the moderator, and future
focus as the mediator. Fig. 5 shows the moderated mediation model as
tested. Using bias corrected bootstrapping (N=5000) to generate 95%
confidence intervals (CIs), the analysis revealed a reliable index of
moderated mediation (index= 0.0383, 95% CI, 0.007 to 0.080). The
conditional indirect effect of construal level on purchase intentions was
positive and significant in the eco-friendly product condition (indirect
effect= 0.033, 95% CI excluding zero 0.006 to 0.065) but not in the
traditional product condition (95% CI, −0.022 to 0.007).

Study 2 therefore replicates the findings of studies 1a and 1b by
demonstrating that (1) people who construe information at an abstract
level express more positive product evaluations of eco-friendly products
(relative to those with a chronic concrete construal level), and (2)

construal level does not impact response to traditional products. These
studies are important as an initial demonstration of how construal level
explains some of the heterogeneity in consumer interest in green pro-
ducts. Study 2 demonstrates the mechanism through which construal
level impacts product evaluations: Individuals who construe informa-
tion at an abstract level respond more favorably to eco-friendly options,
at least in part, because they are more likely to focus on the future.
Knowing that eco-friendly products are naturally less appealing to in-
dividuals with a concrete construal level, a question of great practical
importance is whether there are ways to overcome this potential barrier
to make green products more attractive to all consumers – even to those
individuals who construe information concretely. In the following
sections, we turn our attention to this question and demonstrate how

Fig. 4. Study 2: Sustainable versus traditional cleaner by future focus interaction on purchase intentions.

Fig. 5. Study 2: Moderated mediation analysis.
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eco-friendly products can be made more appealing to individuals with
concrete construals.

7. Appealing to individuals with concrete construals

Given that our first studies demonstrate that individuals with
chronic abstract construals are, overall, more interested in eco-friendly
products than individuals with chronic concrete construals, the purpose
of the next two studies was to explore what conditions would lead in-
dividuals to respond positively to eco-friendly products even when they
are in a concrete mindset. Because consumers who are in a retail con-
text are usually focused on more concrete elements of the experience
(Lee & Ariely, 2006), such as resolving their own immediate needs, this
is a particularly relevant question for those wishing to promote eco-
friendly brands.

In studies 1a and 1b, we find evidence consistent with an “abstract-
abstract” fit between an individual's abstract construal level and eco-
friendly product features. Conversely, there appears to be a “concrete-
abstract” lack of fit between people with a concrete construal and eco-
friendly products. This lack of fit suggests two ways in which in-
dividuals in a concrete mindset might be induced to prefer eco-friendly
products. First, given that our findings indicate that eco-friendly pro-
ducts are inherently associated with the future, consumers are unlikely
to adopt a present-focused approach (which matches a concrete con-
strual) to thinking about these products without encouragement. If,
however, marketing communications about eco-friendly products ex-
plicitly adopt a present-focus, this would match the focus of concrete
construal individuals on actions and activities taking place now and in
the immediate future as opposed to at a psychologically distant point in
time, resulting in more positive intentions toward eco-friendly pro-
ducts. Second, given that concrete construals are oriented towards the
subordinate details of an action (Vallacher & Wegner, 1989), providing
more concrete, specific, and detailed descriptions of environmentally-
friendly product attribute(s), should make the notion of an eco-friendly
option more concrete, leading to more positive reactions on the part of
those with concrete construals relative to when these products are de-
scribed without these details. We therefore predict two cross-over in-
teraction effects:

H4a. Consumers with a concrete mindset will have a more positive
response to an eco-friendly product when it is advertised with a present
versus future focus. However, consumers with an abstract mindset will
have a more positive response to an eco-friendly product when it is
advertised with a future versus present focus.

H4b. Consumers with a concrete mindset will have a more positive
response to an eco-friendly product when its environmentally-friendly
attributes are described in a specific, detailed manner versus a general
manner. However, consumers with an abstract mindset will have a
more positive response to an eco-friendly product when its
environmentally-friendly attributes are described in a general manner
versus in a specific, detailed manner.

These “matching” predictions are consistent with recent research
showing that the way in which information about an eco-friendly action
is framed can influence the likelihood that individuals engage in the
target action (Chang et al., 2015; White et al., 2011). For example,
White et al. (2011) demonstrated that construal level interacts with
whether a message encouraging recycling is framed as either a gain or a
loss. Loss frames are more efficacious than a baseline control group
when paired with concrete mindsets, whereas gain frames are more
effective than a baseline control group when paired with abstract
mindsets. We make a similar type of “fit” prediction between mindset
and temporal frame of reference and between mindset and level of
detail/specificity of product information. However, our focus is dif-
ferent from White et al. (2011; Chang et al., 2015), who explored
framing a message as a gain or loss. Instead, we focus first on the

temporal frame of reference consumers are encouraged to adopt in a
message (now vs. the future) and second on how detailed (vs. general)
the information provided about the eco-friendly product is.

8. Study 3

Study 3 was designed to test hypothesis 4a. The eco-friendly product
used in study 3 is a Brita water filter. Water filters are an eco-friendly
product because they decrease consumption of bottled water, which is
environmentally harmful because of the use of fossil fuels in production
and also because many plastic water bottles end up in the trash at
disposal.

8.1. Methods

8.1.1. Participants
One hundred and ninety-five participants (Mage= 20.11; 51% fe-

male) were native English speaking undergraduate students who par-
ticipated for partial course credit.7 This study utilized a single factorial
design with two between-subjects temporal focus advertisement con-
ditions (future and present focus) and measured construal level.

8.1.2. Procedure
After providing consent to participate, participants first completed

the same version of the BIF (α=0.75) used in our previous studies.8

Participants then completed an environmental attitude scale (Green
Consumption Values Scale: Haws et al., 2014), which we include in our
analyses to demonstrate that our effects cannot be explained solely by
environmental attitudes. The Green Consumption Values Scale (GCVS)
consisted of the following six items (evaluated on a 1–7 scale where
1= Strongly disagree and 7= Strongly agree): “It is important to me
that the products I use do not harm the environment,” “I consider the
potential environmental impact of my actions when making many of
my decisions,” “My purchase habits are affected by my concern for our
environment,” “I am concerned about wasting the resources of our
planet,” “I would describe myself as environmentally responsible,” and
“I am willing to be inconvenienced in order to take actions that are
more environmentally friendly.” The items were averaged to form a
reliable index (α=0.93).

Participants then completed a separate filler task that involved
providing scaled and open-ended responses regarding the last movie
they had watched. The filler task took five minutes to complete and was
included to provide separation between the completion of the BIF, the
Green Consumption Values Scale, and our focal task. Next, in what was
ostensibly a separate study, participants moved onto our focal task that
required them to view an advertisement for a product (the Brita water
filter) that was positioned with either a future focus or a present focus
depending on their randomly assigned conditions. Participants assigned
to the future focus condition saw an advertisement with a tagline that
included “Think about our world IN THE FUTURE,” while those as-
signed to the present focus condition saw an advertisement with a
tagline that included “Think about our world TODAY” (advertisements
are included in Appendix B). Participants then evaluated the product in
the advertisement using five items (1–9 scale): Dislike/Like, Unfavor-
able/Favorable, Negative/Positive, Undesirable/Desirable, and Bad/
Good. These items were combined and averaged to provide a reliable
index measure of product attitudes (α=0.94). Participants then com-
pleted three items that asked them “how did you feel about reading the
advertisement?” where they rated the ad on the following scale: (1)
1= difficult to process, 7= easy to process, (2) 1=difficult to

7 Because the participant pool had many non-native English speakers at the time this
study was run but did not allow us to restrict sign-ups to only native speakers, data from
55 non-native speakers were collected but not analyzed.

8 We collected BIF first in this study to ensure that BIF scores were not influenced by
the manipulation.
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understand, 7= easy to understand, and (3) 1= difficult to compre-
hend, 7 easy to comprehend. Participants then completed an item that
served as a manipulation check for the focus of the advertisement, “The
Brita advertisement that you viewed was focused on the future”
(1= strongly disagree; 7= strongly agree). Finally, participants were
asked to indicate their agreement with the following statement “The
Brita advertisement that you viewed focused on saving the planet”
(1= strongly disagree; 7= strongly agree).

8.2. Results and discussion

8.2.1. Manipulation checks
Participants rated the “present focused” advertisement as more

present focused (M=4.94) than the “future focused” advertisement
(M=5.39; F (1, 194)= 5.58, p < .019). There were no differences in
how easy it was to process, understand, or comprehend the advertise-
ment across temporal focus of the advertisements (all Fs < 0.1), nor in
perceptions of how focused on saving the environment the ad was
perceived to be (p= .21). Lastly, temporal advertisement condition did
not influence participants' BIF scores (F < 0.1, p= .96).

8.2.2. Product evaluations
We regressed product attitudes on construal level (mean centered

BIF scores), temporal advertisement focus condition (coded 1= future;
−1=present), and the construal level by temporal focus ad interac-
tion. The analysis did not reveal significant main effects of construal
level (p= .81) or temporal focus ad condition (p= .48) on product
attitudes. However, as predicted, a significant temporal focus ad con-
dition by construal level interaction was observed (β=0.07, t
(191)= 2.27, p= .02; see Fig. 6). Follow-up analysis to test hypothesis
4a revealed a marginally significant (p < .10; t= 1.65) Johnson-
Neyman point at the lower end of the scale occurring at the BIF value of
3.74, 1.82 standard deviations below the mean of 10.71.

For participants with a BIF equal to or less than 3.74 (i.e., those with
a chronic concrete mindset), a present focused ad resulted in marginally
more positive product evaluations than a future focused ad. Analysis
also revealed a significant Johnson-Neyman point at a BIF value of

13.77 (p= .05; t=1.97), or 0.80 standard deviations above the mean.
For participants with a BIF score equal to or greater than 13.77 (i.e.,
those with a chronic abstract mindset), a future focused ad resulted in
more positive product evaluations than a present focused ad.

Although the preceding analysis tests our predictions in hypothesis
4a, for completeness, we also conducted separate simple slopes analyses
to test the effect of construal level within each temporal focus condi-
tion. The results revealed a marginally significant positive slope in the
future focused advertisement condition (β=0.072, p= .078), in-
dicating that consumers with abstract construals express relatively
more positive product attitudes than those with concrete construals
when an ad is explicitly focused on the future. However, construal level
did not significantly predict product evaluations in the present focused
advertisement condition (β=0.058, p= .15), although the relation-
ship is trending in the predicted direction.

A second regression analysis with the same predictor variables and
the Green Consumption Values Scale as a covariate did not sub-
stantively change the results. Further, the Green Consumption Values
Scale (GCVS) did not significantly predict attitude toward the product
(p= .13), and the temporal focus condition by construal level inter-
action (β=0.06, t (190)= 2.17, p= .03) remained significant.9 Lastly,
a regression with GCVS, temporal focus advertisement condition, and
the GCVS by ad condition interaction as predictors on product eva-
luations did not reveal any significant main (ps > .15) or interactive
effects (p= .76).

Study 3 provides partial support for hypothesis 4a: For consumers
with a chronic abstract mindset, highlighting the future (vs. focusing on
the present) in an advertisement for an eco-friendly product resulted in
more positive product evaluations. Moreover, for those with a chronic
concrete mindset, advertising with a present (vs. future) focus resulted
in marginally more positive evaluations of eco-friendly products.

Fig. 6. Study 3: Construal level by temporal focus of advertisement interaction on product attitudes.

9 We conducted additional analysis using the Green Consumption Values Scale (GCVS).
Chronic construal level (BIF scores) did not predict GCVS. Moreover, a regression with
GCVS, construal, and the construal by GCVS interaction as predictors on attitudes did not
reveal any significant main (ps > .12) or interactive effects (p= .56).
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9. Study 4

In study 4, we explore a second condition under which those in
concrete mindsets may evaluate eco-friendly products more favorably
by manipulating the detail with which an eco-friendly product is de-
scribed. In addition, we wished to experimentally manipulate construal
level, thus allowing us to infer causality based on the individual's ac-
tivated mindset. While the previous studies are supportive of our pre-
dictions, one possibility is that some other factor related to measured
construal level is the driver of the effects. Thus, in this study, we test
hypothesis 4b by having participants evaluate an eco-friendly product
(described in either detailed or general terms) after being primed with
either a concrete or abstract construal.

9.1. Participants

One hundred thirty-nine undergraduate students (Mage= 20.99;
50.4% female) completed the study for extra course credit. This study
employed a 2 (construal level prime: concrete prime vs. abstract prime)
x 2 (product description: detailed vs. general) design.

9.2. Procedure

Participants entered the lab and were first primed with either a
concrete or abstract construal using the category/exemplar generation
task (Fujita et al., 2006). In this task, participants were presented with
40 nouns. Those assigned to the abstract construal condition were in-
structed to generate category labels by answering, “______ is an example
of what?” (e.g., “A shoe is an example of what? Sample answer:
Clothing”). Those assigned to the concrete construal condition were
instructed to generate exemplars by answering, “An example of _______ is
what? (e.g., An example of a shoe is what? Sample answer: Nike Cross-
Trainer). This manipulation has been validated in studies by Fujita et al.
(2006), where they showed that respondents in the abstract construal
condition generate significantly more abstract responses than those in
the concrete condition (Fujita et al., 2006, p. 13). Participants then
moved on to what was ostensibly a separate study task but was actually
phase two of the same study. As in study 1b, all participants were told
that researchers wanted to obtain opinions about a real product cur-
rently on the market, but that the brand name information had been
removed to protect confidentiality. Participants saw an en-
vironmentally friendly car tire that was described either very generally
or using specific details, depending on condition. In the general de-
scription condition, the product description simply positioned the

brand as good for the environment, without providing details about
how or why this was the case. In the detailed condition, detailed in-
formation was given about the tire's reduced carbon footprint and how
this could impact global warming in the future (see Appendix C for
details).

After viewing the product description, all participants then rated
their likelihood of buying the tire on a seven-point scale (1=Not at all
likely; 7=Very likely). As a manipulation check for the product de-
scription manipulation, all participants then rated the information
about the car tire that they had read on three seven-point scales an-
chored by “very little detail” to “a lot of details,” “very few specifics” to
“a lot of specifies,” and “very little information provided” to “a lot of
information provided” (α=0.92). Finally, participants completed de-
mographic items.

9.3. Results and discussion

9.3.1. Manipulation check
Because the items designed to measure the level of specificity/de-

tails in the tire information were highly correlated, we averaged them
to form an index of information detail. As expected, participants re-
ported that the information was significantly more detailed in the de-
tailed (M=5.05) versus general (M=2.55) condition (F(1,
131)= 83.06, p < .001), indicating that our manipulation of product
description detail was successful. No other effects emerged as sig-
nificant.

9.3.2. Hypotheses testing
A 2 (construal level prime: concrete prime vs. abstract prime) x 2

(product description: detailed vs. general) ANOVA on the purchase
intentions likelihood measure revealed a marginally significant inter-
action between construal level prime and product description, (F(1,
135)= 3.167, p= .077; refer to Fig. 7). Main effects of construal level
(p= .63) and product description (p= .39) were not significant. Ana-
lyses of simple effects designed to test hypothesis 4b revealed that
product description detail did marginally impact participants' purchase
intentions in the concrete construal prime condition; participants were
marginally more likely to purchase the tire when the product descrip-
tion was detailed (M=4.54) as opposed to general (M=3.90; F (1,
135)= 3.61, p= .06), providing some support for hypothesis 4b.
However, product description detail did not significantly impact par-
ticipants' purchase intentions in the abstract construal prime condition
(M general = 4.44 vs. M detailed= 4.23; F (1, 135)= 0.41, p= .53). For
completeness, we also compared concrete to abstract construal within
product description conditions in a separate set of follow-up analyses
but did not observe significant differences as a function of construal
level in either the detailed product description condition (p= .35) or
the general product description condition (p= .12).

Study 4 provides some evidence that when people are in a concrete
mindset, communicating more detailed descriptions of an en-
vironmentally-friendly product (marginally) increases the likelihood of
buying that product. Importantly, although we predicted in hypothesis
4b that consumers with an abstract mindset would respond more po-
sitively to eco-friendly products using more general eco-friendly claims,
this prediction was not supported. When people are in an abstract
mindset, providing detailed information about eco-friendly products
does not appear to negatively impact purchase intentions. Individuals
primed to have an abstract construal naturally focus on the future as a
result of this construal; providing more concrete, specific descriptions
of environmentally-friendly product attribute(s) still allows them to
bring to mind the product's more distant psychological benefits (Trope
& Liberman, 2010). In other words, there does not appear to be a
mismatch between providing detailed information and an abstract
construal in study 4 in the same way that there is a mismatch between
an explicit focus on the present in the ad in study 3 and an abstract
construal.

Fig. 7. Study 4: Purchase likelihood for sustainable tire by primed construal
level and product description detail.
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10. General discussion

In this research, we propose a novel framework that highlights one
reason why some individuals respond more positively to eco-friendly
products than others. In studies 1a, 1b, and 2, we demonstrate that
chronically construing information more abstractly (vs. concretely)
predicts higher choice likelihood and purchase intentions for eco-
friendly (but not traditional) products. These differential responses to
eco-friendly products by construal level appear to be driven by the fact
that an abstract construal is compatible with a focus on the future,
which our results suggest may make salient the long-term benefits of
purchasing green products in the present, increasing their desirability.
In studies 3 and 4, we demonstrate that eco-friendly products can po-
tentially be made more appealing to individuals with a concrete
mindset either by explicitly encouraging a focus on the present in ad-
vertising appeals (study 3) or by providing detailed (as opposed to
general) information about the eco-friendly attributes of the product
(study 4).

Although past research on responses to environmentally-friendly
products has highlighted the fact that not all consumers respond posi-
tively to such products compared to their traditional counterparts
(Luchs et al., 2010), to our knowledge, no prior work has explicitly used
CLT to understand these differences. Although White et al. (2011; see
also Chang et al., 2015) demonstrated that construal level moderated
consumer response to appeals to recycle that were framed with gain or
loss messages, our work is the first to propose and test the hypothesis
that construal level alone can influence interest in eco-friendly products
and actions, such that individuals are more interested in sustainability
when in an abstract mindset. Looking at openness to eco-friendly pro-
ducts based on construal level is theoretically meaningful because
construal level leads to future focus, which predicts reactions to eco-
friendly products. Given that people have both individual differences in
chronic construal and that situational factors can activate different le-
vels of construal, this construct is of key importance for understanding
consumers' choices. While much previous research in marketing has
explored the role of construal level on product choice (e.g., Goldsmith
et al., 2016; Goodman & Malkoc, 2012), a key contribution of our work
lies in demonstrating that differences in construal level underlie pre-
ferences for eco-friendly versus traditional products.

Finally, our research suggests two ways that eco-friendly products
can potentially be made more attractive to those in a concrete mindset.
In study 3 we show that ad copy with an explicit temporal focus on the
future can lead to somewhat more positive attitudes about eco-friendly
products for abstract construal consumers and provide some evidence
that focusing on the present (vs. future) can lead concrete construal
level individuals to express marginally more positive attitudes about
eco-friendly products. Then in study 4, we demonstrate that preference
for eco-friendly products marginally increases for individuals primed to
be in a concrete mindset when they are given detailed, concrete in-
formation about an eco-friendly product with no adverse impact on the
preferences of those in an abstract mindset. It is worth noting, however,
that in studies 3 and 4 some of the effects are only marginally sig-
nificant. Further, a full match hypothesis was not supported in study 4
since level of detail about the eco-friendly product did not impact the
responses of those in an abstract mindset.

10.1. Practical implications, limitations, and directions for future research

One of the goals of our work is to help managers of sustainable
brands and public policy makers interested in encouraging sustainable
actions (e.g., water conservation, recycling, etc.) to appeal to a broader
segment of consumers. The results of our studies suggest that not all
consumers naturally have an equal interest in sustainable products.
People with a chronic or situationally-activated abstract construal are
inherently more interested in purchasing green products than those
with a chronic or situationally-activated concrete construal. Based on

this insight, managers of eco-friendly brands may choose to (1) target
only segments known to be likely to have chronic abstract construals,
(2) ensure the activation of a more abstract construal in the decision
context, or (3) take steps to make green products more appealing to
those with a concrete construal. We address each of these possibilities
in turn.

The first option, selecting individuals likely to have a chronic ab-
stract construal requires identifying which individuals are most likely to
belong to this segment. Past research on construal suggests that con-
strual becomes more abstract with age and that Chinese consumers
have more abstract construals than American consumers (Hong & Lee,
2010; Okazaki, 1997). However, segmenting the market on a psycho-
logical variable like construal level is relatively difficult compared to
traditional segmentation approaches using demographic or psycho-
graphic variables (Sciandra, Lamberton, & Reczek, 2017). Thus, while
this first approach is possible, other approaches may prove more fea-
sible.

The second possibility involves activating a more abstract construal
level in the context where the consumer might be considering eco-
friendly options. Indeed, our study 4 demonstrates that an abstract
construal can be situationally primed, which can in turn lead to more
positive intentions toward eco-friendly products. Thus, practitioners
and public policy makers may wish to prime an abstract construal at the
time of purchase, perhaps by using on package or in-store messaging.
Although we did not explore this particular path in the current studies
(opting instead to prime construal level in the lab using a more con-
trolled procedure established in previous literature), understanding
how this could be done in naturalistic settings could be a worthwhile
avenue for future research. For example, past work in field contexts has
shown that asking people to think about the reasons why (vs. how) to
engage in a sustainable behavior can activate an abstract mindset
(White et al., 2011). Other work shows that activating thoughts of
desirability (vs. feasibility), pros (vs. cons), and idealistic values (vs.
pragmatic concerns) can all put people in a more abstract mindset
(Trope et al., 2007).

Third, our research suggests several methods by which managers of
eco-friendly brands can appeal to individuals in a concrete mindset.
Study 3 suggests that if a segment is being targeted that is known to
have a concrete mindset, that marketing communications focusing ex-
plicitly on the present (vs. the future) might be marginally more ef-
fective. This can be accomplished using explicit ad copy (as in study 3),
but could also potentially be accomplished using more subtle execu-
tional elements of advertisements (e.g., imagery indicating the present
versus the future). Study 4 demonstrates that by detailing the specifics
of the eco-friendly attributes of the product, the communicator can
significantly increase interest in eco-friendly products on the part of
individuals with concrete construal levels. We therefore recommend
avoiding vague, general claims of sustainability in favor of more spe-
cific, concrete, and detailed explanations of what makes a product eco-
friendly. Doing so increases purchase intentions among people in a
concrete mindset while having the added benefit of reducing both
consumer confusion and the potential for backlash over a sense that the
brand is “greenwashing” (Nelson & Peterka, 2010). Using these more
detailed product descriptions can help managers accomplish their goals
while aiding consumers in making decisions about what products really
are “green,” in line with policy makers' recommendations to avoid
broad, potentially misleading vague green claims (Federal Trade
Commission, 2012). Policy makers attempting to encourage increases in
sustainable behaviors like energy conservation, water conservation, and
recycling could similarly concretize exactly why these options are de-
sirable in order to increase interest in the behavior among those with
concrete mindsets with little negative impact on interest for those in an
abstract mindset.

In terms of limitations, we note that all of the studies except for
study 1a and study 3 used hypothetical brands. However, we do see the
fact that we observe effects across different brands and product types as
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a strength of the research. Another limitation in the current work is that
we did not incorporate price considerations into the studies. It is often
the case that price is a barrier to choosing sustainable options (Gleim,
Smith, Andrews, & Joseph Cronin, 2013), and so future research might
consider examining whether the effects hold when eco-friendly options
are set at a higher price point compared to traditional options. Finally,
we note that in most of our studies (with the exception of study 4), we
measured individual differences in construal level. Thus, it is only
possible to make causal claims about construal level in one of our
studies. Future research might fruitfully examine different modes of
manipulating construal level and could also consider assessing how
long such effects persist over time. One potentially fruitful avenue
would be to explore whether there are differences in manipulated
versus measured construal level in regards to their influence on product
choice. While our study 4 suggests that manipulated construal has a
similar effect to the measured construal in studies 1–3, future research
could begin to untangle whether one has a stronger effect on product
choice than the other. These limitations withstanding, we hope that the
current studies help to identify a key variable that predicts when people
will be more open to selecting eco-friendly options—the individual's
level of construal. The current work highlights that those marketing
eco-friendly products would do well to consider the construal level of
their intended audience, along with aspects of the context that might
activate a particular construal.

Appendix A. Supplementary data

Supplementary data related to this article can be found at http://dx.
doi.org/10.1016/j.jenvp.2018.06.003.
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