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			With love, we dedicate this book to our parents, children, husbands, and wives for the daily encouragement to be better people and never give up on our dreams.
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			Preface


			 


			We are living in interesting times, in which we observe the evident polarization of society seeking to maintain old patterns that have led us to an unprecedented development, but which have also caused a planetary impact that could endanger the future life.


			The apparent solution to this question lies in the management of polarities: on the one hand, there is a short-term return and profit, on the other, sustainability and long-term return.


			Is it even possible to manage both polarities and find new solutions with a mentality connected with this new world?


			Is it possible to act so that an essentially more emphatic society can emerge seeking to promote well-being through the cooperative and integrated action among all sectors of the economy?


			The American dream of a “successful” life through consumption must now be rethought in the light of a world that does not see the boundaries determined by countries, but rather the interdependence of all of us who inhabit this space called Earth.


			But why is this fantasy of boundless consumption still so attractive?


			According to my belief and experience, organizations exist to meet needs and should be in the service of a greater good, connected to a purpose in line with the zeitgeist.


			Acting in organizations that want to grow and at the same time be sustainable requires, from their employees, a reflection of alignment of purpose. It requires that we answer the Socratic questions: Why have we come and where do we go? And I would add: What world do we want to leave for our children and grandchildren?


			The consciousness of a target community is very scattered.” The idea of sustainable development is modeled on a civilization in crisis, which also requires reform.


			The authors, in this book, propose a journey of increasing readers’ awareness through a narrative that ranges from current consumer behavior to marketing challenges in this context, and ends with an immersion in growing green consumption with a keen eye on the cosmetics industry.


			I think it is very timely and happy the opportunity to publish a book about the environmental behavior of consumers, aiming to study the correlation between concern, knowledge, consumer affection, subjective norms and the behavior of buying ecologically correct products, constituting, therefore, an advance in the state of the art in the researches directed to this field of the scientific knowledge. This is an essential book for those who are seeking to better understand the consumer behavior, who can influence more and more people every day by doing the “turning point”, which will allow, as Ken Wilber would say, to emerge a second-tier civilization, a new integral force that can go beyond narcissism and nihilism to advance towards a wisdom based on the development of a greater fullness.


			Vivian Broge


			MBA in Development and People Management– FGV


			Specialization in Negotiation – CMI International and Harvard University













			Introduction 


			Book Reading Guide


			 


			For decades, the lack of a prior assessment of the effects of poor use of resources on living conditions on the planet has contributed to the degradation of the environment becoming an alarm object worldwide (SIMONES, GIRALDI; OLIVEIRA, 2012). The environmental degradation, conceived by Lemos (2001) refers to the destruction, deterioration or wear and tear generated to the environment through human actions. Data from the report of the environmental organization WWF Brazil (2015) indicate that biodiversity loss and global climate change are among the main impacts caused by degradation. There are indications that fish species essential for commercial and subsistence fisheries - and hence for the planet’s food supply - are suffering sharp declines. In addition to the severe drop in commercial fish stocks, the report details the dramatic loss of 74% of individuals in fish stocks including tuna, mackerel and bonito


			In face of this problem, concern over consumption has already been on the agenda of major environmental discussions since the 1960s. Several researchers have come to argue that the pattern of consumption in modern Western societies, in addition to being socially unfair and morally indefensible, was also environmentally unsustainable. This approach has become increasingly important as nature approaches its limit, giving rise to new arguments against ostensive and consumerist habits.


			The 80s was marked by a new lifestyle of Brazilian consumer. Their consumption attitudes have become focused on environmental preservation, contributing to the sustainable development of the planet. The concept of “green consumption” or “ecological consumption” emerges in this period, in which the consumer, in addition to seeking better quality and price, starts to include the environmental variable among the criteria for choosing products and services, giving preference to those which do not harm the environment, from production, distribution, consumption, to final disposal.


			It is observed in this context that consumers’ choice of “green products” is related not only to economic aspects, but also to cultural and psychological factors. It is the “green” consumers who consciously aim to produce, through their consumption behavior, a null or favorable effect on the environment and society.


			The advance of the so-called “green” consumer - attentive to socio-environmental issues and willing to change their consumption habits - is a matter of concern for companies from all over the globe which have adopted a more suitable position, not only with regard to laws, but also human rights and the environment.


			As a consequence of this change in the posture of consumers and companies, subjects related to rationalization of consumption, conscious consumption, green market and sustainable development were expected to become new objects of study in different areas of knowledge, making clear the need for understanding the changes occurred in society and market.


			Considering this reality, the objective of this book is to discuss the relationship both production and consumption processes, stablishing the relation between the constructs: ecological knowledge, ecological affection, ecological concern, social norms and the behavior of green or ecological product purchases. In order to collect the primary data, questionnaires were applied to 500 Brazilian cosmetic consumers in order to draw correlations between the selected constructs. The collection of secondary data from articles, books, dissertations, theses and internet material, in addition to primary data, collected through a survey with Brazilian consumers. This book is structured in five chapters, as described below.


			Chapter 1 provides a brief introduction to the behavior of purchasing green or organic products.


			Chapter 2 presents a reflection on consumer’s behavior and marketing management. The factors influencing consumer’s behavior, purchasing decision process, factors influencing decision making, consumers’ perceptual process, consumer’s intention and attitude, and the influence of subjective norms on green or ecological product purchases are discussed.


			Chapter 3 discusses consumer consumption and ecological behavior. The following conceptual aspects were sought: environmental awareness, conscious consumption, green consumer and ecological behavior. Next, other relevant issues related to consumer ecological behavior, such as ecological knowledge, concern and affection, are presented.


			Chapter 4 addresses green (or ecological) products from a conceptual point of view. This is followed by environmental labeling, called “eco-label” or “green label”, whose purpose is not only to inform the customer about the safety characteristics of the product acquired, but also to help companies position themselves as ecological organizations.


			Chapter 5 presents an analysis of the theme “green consumption” considering the cosmetics segment. Firstly, the cosmetics market is defined, and, in the sequence, the world retail panorama of this segment. Finally, secondary and primary research data are presented on the consumption of green or organic products by Brazilian consumers.


			Chapter 6 brings the final considerations of everything that has been read, collected and analyzed throughout the process of processing the information obtained.


			We hope this book will be useful for researchers and entrepreneurs who study and work in the green market.


			Good reading!













			Chapter 1


			The buying behavior of green or ecological products: a brief introduction


			 


			As reported by Rasmussen (2011), as we move into this new decade, the need for a transition towards an environmentally friendly future becomes more evident each day. Thus, the search for the needs of a growing and developing society, especially with regard to technologies and new production patterns, marketing and consumption of products and services, has generated direct effects on the environment.


			In this context, some actions have been generating debates and receiving special attention in the academic and business communities in recent decades, whose scope is to try to integrate socio-environmental responsibility into the strategic planning of organizations, specifically in relation to the environment, since it is a variable that has been considered by companies in the conduct of their business (Motta, Rossi, 2001; Borger, 2001; Thogersen, Olander, 2002; Amine 2003; Gilg, Barr and Ford 2005). Among the alternatives presented, Lima (2002) points out that it is possible to observe the generation of discussions about corporate social responsibility, considered fundamental in the promotion of well-being, which increasingly depends on a cooperative and integrated action of all sectors of the economy. In the academic field, several environmental assessments have been extensively reviewed and discussed in the literature as tools to help protect the environment (Chalifour, 2010).


			Thogersen and Olander (2002), Amine (2003) and Gilg, Barr and Ford (2005) argue that the adoption of such a position by companies is not only an adjustment to specific legislation issues, but also a response for the pressures that consumer groups began to exercise since the early 1990s due to a greater concern with the environmental aspects. Studies by Zimmer, Stafford, and Stafford (1994) have already pointed to environmental interest in the United States since the nineteenth century, in which companies begin to differentiate on the basis of environmental interest, and green labels on the continent proliferate rapidly through programs with green appealing, such as Green Seal and Scientific Certification Systems (Mackenzie, 1990).


			Mackenzie (1990) believes that the world is witnessing the emergence of ethical consumers, concerned with the purchase of products from companies that reflect correct and moral values, as well as several aspects of which the environment is just one of them. This author further profess that different buying criteria will emerge; attitudes and behaviors will change some markets, while new opportunities will become visible. Bahnn and Madison (2001) advocate some evidence suggesting that consumers will buy environmentally friendly products, although this means paying a higher price. These authors report that in 1998 a survey conducted by the Wall Street Journal and NBC News found that more than 80 percent of Americans believe that environmental protection is more important than keeping prices low.


			In view of the above, companies need to demonstrate that they have a correct posture, not only regarding to laws, but also human rights and the environment (D’Ambrosio, 1998), launching “ecologically correct products” or “green products”, according to Mackenzie (1990). What is at stake, according to Fortes (1992), is not only the fight against pollution, but a process aimed at satisfying needs, without necessarily compromising and jeopardizing human rights in the present and in the future.


			Maimon (1994) believes that eco-products depend on the new preferences of consumers for green products, since a greater ecological awareness demands products that, besides incorporating quality and affordable price, are also ecologically correct. The results of a survey developed by D’Souza, Taghian and Khosla (2007) show, for example, a strong consumer preference for companies that seek to value pollution reduction instead of increasing their profitability. Similar results were found by Haytko and Matulich (2008). According to these authors, consumers are more proactive about environmental behavior.


			It is noteworthy that the first empirical test that attempted to analyze this question was conducted by Maloney and Ward (1973), later revised in 1975 by the authors. In this study, groups of undergraduates on psychology were studied at a Los Angeles college and also groups that did not attend colleges. The results presented a tenuous conclusion, not being proved the existence of a strong correlation between the buying behavior of the researched ones with knowledge, affection and ecological concern. But the main problem highlighted by the authors was the fact that most people had low knowledge on ecological issues.


			Despite the limitations presented, the model proposed by Maloney and Ward (1973) served as the basis for the implementation of several other studies that investigated consumer buying behavior, seeking to establish a relationship between this and environmental issues, such as ecological affection, ecological concern and ecological knowledge (Kennear, Taylor, 1973; Mackenzie, 1990; Martin, Simintiras, 1995; Chan, 1996; Zanoli, Naspetti, 2001; Kleef, Trijp, Luning, 2005; Chan, Wong and Leung, 2008).


			In addition to environmental issues that may affect consumers’ buying behavior, there is also the influence of family, friends and neighbors, which may interfere with this process. Because of this, the subjective norms were also the subject of study for several works, whose intention was to try to measure the influence of other people with respect to the behavior of the consumers. Among the studies identified in this line, we highlight those conducted by Ajzen (1985; 1991; 2001), Ajzen and Fishbein (2004) and Mahon, Cowan and Mccarthy (2006).


			It is within this approach that the present book fits into the debate on the relationship between environmental issues and the behavior of buying green or ecological products (Ottman, 1994), called by Layrargues (2000) as the one whose power to choose the product covers the environment. This implies that the determination of the choice of a product goes beyond the relation quality / price, since it must be environmentally correct, that is, not harmful to the environment.


			Several findings inspired the development of this book. One of them concerns the importance of the theme, given that, in recent years, environmental issues have received much attention, reflection and growing public concern and awareness (Wagner, 2003). The last decades, by the way, have shown that the current business environment presents important challenges for companies that, in addition to the quest for greater levels of competitiveness and productivity, are still faced with growing concern about social and environmental impacts of their actions (Serpa and Avila, 2006).


			However, Mota and Rossi (2001) and Morais et al. (2006) point out that the launch of “green” products in Brazil is still incipient. In addition, field surveys that seek to investigate the relationship between ecological factors and consumer behavior are still embryonic in the country, which undoubtedly represents a unique opportunity for the development of a book on the subject.


			In addition to the factors already highlighted, the fact is that the consumer does not always make a critical reflection before starting the buying activity (Kleef, Trijp, Luning, 2005; Leite, Santos, 2007). D’Souza, Taghian and Khosla (2007) believe that, because of this, companies find it difficult to accurately predict the reaction of consumers towards green products, which undoubtedly hinders the development of new market segmentation, contributing to the failure of the development of ecological products. In addition, environmental damage is not an exclusive product of corporate irresponsibility.


			People, according to Green-Demers, Pelletier and Menard (1997), also contribute to the degradation of the environment in various ways (e.g. careless waste disposal, poor consumer habits, etc.). Maloney and Ward (1973) have long warned in this regard that current environmental problems are the result of a crisis of bad behavior. The solution for the problem, according to these authors, lies not only in traditional technological approaches, but also in changing human behavior.


			These expositions lead us to think that the progress of these discussions, in the sense of crystallizing actions that really take into consideration respect for the environment, depends not only on the business and academic communities but also on the consumers, who, according to Wasik (1992), play an essential role in this process. Udo (2007) argues that due to the complexity in understanding consumer behavior, a number of studies have attempted to identify the determinants of behavior in the green purchasing process as well as the green consumer profile. The fundamental question lies in the understanding of green consumers and their characteristics, as well as the purchasing criteria adopted by them.


			Given this and, at the same time, the importance of studies aimed at better understanding consumer behavior, several researchers have sought to channel their efforts in searching for answers that indicate the determining factors of green purchases, understood as those that denote concern about the physical environment, such as water, air and land (Shrum, McCarty, Lowrey, 1995). However, in general, the studies focused on the subject sought to investigate the influence of sociodemographic factors on green purchasing behavior (Kinnear, Taylor, Ahmed, 1974; Gilg, Barr, Ford, 2005).


			Other scholars have devoted their efforts to investigating consumers’ behavioral and motivational factors (Green-Demers, Menard, 1997; Laroche et al., 2001). There is also some research focusing on a better understanding of ethnic factors (Shaw and Shiu, 2003) and on the influence of culture on human behavior and their respective consumption choices. Among them, the works of Hofstede (1984, 1991), Lytle, Brett and Shapiro (1999), Schiffman and Kanuk (2000), Triandis and Suh (2002), Triandis (2006), Cleveland and Laroche (2007), Soares, Arhangmehr and Oham, (2007) and Blackwell, Miniard and Engel (2008).


			As has been stated, several scientific works have sought to demonstrate that consumers’ behavior and attitudes are affected by a number of factors. However, although a number of factors have been examined from the perspective of their influence on the environmentally responsible behavior of consumers, only a small part of these studies has attempted to investigate green purchasing antecedents, but still in a restricted way, because only cultural factors, ecological affection and ecological knowledge were considered, as can be seen in Chan and Lau (2000), Bahn and Madison (2001), and Chan (2001). It is worth mentioning that a great part of the studies carried out abroad have sought to investigate aspects outside the context of purchasing and consumption of green products (Chiou, Huang, Lee, 2005; Hassan, 2007) designed by Ottman (1999) such as product made from recycled material and with minimum packaging.


			In the paper on the attitudes, intentions and behaviors of ecological products purchases, it was observed that the researchers, such as Kinnear and Taylor (1973), focused their efforts on different segments, in order to analyze different brands of detergents and the ecological appeal. Following a similar line, adopted by Martin and Simintiras (1995), different lines of green products were analyzed, trying to investigate the relation between them and the environmental knowledge and attitudes. But most of them were developed in the food sector (Mackenzie, 1990; Chan, 1996; Zanoli, Naspetti, 2001; Kleef, Trijp, Luning, 2005; Mahon, Cowan, McCarthy, 2006; Chan, Wong and Leung, 2008).


			In Brazil, some recent studies on the subject were also found, but outside the scope proposed in this study. Among them, we highlight the work of Bertoli and Possamai (2005), whose objective was to propose an instrument to assess the degree of environmental awareness of consumers. Another study, carried out by Enoki et al. (2008), aimed to address the theme of “green marketing” as a strategy that promotes the buying process and consumer behavior, as well as identify which marketing mix strategies are perceived by consumers. It is necessary to mention a study by Lira and Almeida (2008), whose objective was to identify and describe the consumer profile of organic products in Campos dos Goytacazes - RJ, through a field research with consumers of a market organized by producers of a rural settlement linked to the MST (a movement of poor landless rural people) that only sell agroecological products. Other works were identified, but their efforts focused on the identification of “loyalty antecedents” (Espartel et al., 2008; Vieira and Slongo, 2008).


			Considering the existence of a gap to be filled in face of the above problem, the publication of a book on the environmental behavior of consumers that aims to study the correlation between concern, knowledge, consumer affection, subjective norms and purchase behavior of ecologically correct products constitutes an advance in the state of the art in the researches directed to this field of scientific knowledge. Moreover, Pato and Tomayo (2006) point out that environmental problems have been the object of concern and research, so the concern with environmental degradation has become a central problem for researchers on this issue. Discussions related to consumer behavior and marketing management are presented in Chapter 2, below.













			Chapter 2


			Consumer behavior and marketing management


			 


			The proposal of this chapter is to discuss the main concepts related to consumer behavior and to marketing management, as it relates to its evolution over time. In addition, factors that influence consumer behavior are discussed. The consumer and the buying process and decision are presented in the sequence. Next, we discuss, respectively, the factors that influence consumer decision-making, consumer perceptual process, consumer’s intention and attitude, and the influence of subjective norms on attitude.


			The term “consumer” is conventionally used to refer only to markets of consumer goods, whereas “customer” is used to refer to commercial relations between organizations; the term used for the industrial market has been “ customer” (Stheth, Mittal, Newman, 2001). Although there is no universal definition of customer and consumer (Kotler, 1998), in this study we chose to adopt the concept backed by Clarke (2001), since the consumer refers to people at the end of the production chain who make final use of the products. According to this same author, the other intermediaries in the chain are only clients. The types of clients, in the view of Sheth, Mittal and Newman (2001), can be classified as follows.


			[image: 228554.png] 


			Figure 1. Customers: types, roles and behaviors


			Source: Based on Sheth, Mittal, Newman, 2001, p. 29.


			Consumer behavior is assumed here as the main supporting column for this study, mainly in consequence of its importance due to the interdisciplinarity and interface with the different fields of studies of Social Sciences (Schiffman, Kanuk, 2000). Similar thinking is found in Blackwell, Miniard and Engel (2008), when they stated consumer behavior is an applied science that makes use of knowledge of different sciences such as Economics, Psychology, Sociology, Anthropology, and Statistics. In this same line of thought, Solomon (2008) states that it is difficult to imagine a more interdisciplinary field, because a certain phenomenon can be studied in different ways and at different levels depending on the researcher’s interest.
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