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Abstract: Companies which offer innovative solutions to aid the achievement of sustainable
consumption behavior of individuals in home environment gain a competitive advantage. The study
aims to uncover the relationship between the engagement in sustainable consumption and sustainable
consumption behavior of individuals at home and in the workplace environments enabling companies
to provide innovative solutions to advance sustainability management. This research holds that
sustainable consumption behavior is a process and the focus of this study is use behavior. An online
survey was employed to collect data from 407 respondents in the United Kingdom. Consumers
working in both private and public sectors were surveyed. Data analysis suggests that one dimension
of engagement in sustainable consumption, namely, Enthusiasm and Attention, mostly influences
sustainable consumption behavior at home and in the workplace. Further, females feature higher
sustainable consumption behavior at home and in the workplace most of the time in comparison
to males. Also, there are age differences apropos sustainable consumption behavior at home and
in the workplace. Social Learning Theory and Collaborative Consumption Theory are used to raise
hypotheses and explain findings. The findings lead to practical implications for companies regarding
engagement and sustainable consumption behavior in both environments in terms of incentives,
green product and service innovation that may be offered to individuals to enhance sustainability.

Keywords: engagement in sustainable consumption; sustainable consumption behavior; home and
workplace environments; innovative solutions

1. Introduction

In today’s competitive environment and with ever-increasing environmental pollution, companies
call for sustainable production and consumption through sustainable employee behavior in the
workplace [1] and home environments [2]. Escalating environmental pollution requires urgent action
and companies can approach this phenomenon in conventional or innovative ways. By providing
novel decisions to individuals at work, which are based on pro-environmental choices, companies
could aid the improvement of sustainable consumption behavior both at work and in personal life.
The author of one of the most recent works on this topic, Piwowar-Sulej [3], notes the importance of the
pro-environmental organizational culture and highlights the relevance of the identification of factors
that determine pro-environmental employee behavior. However, in order to achieve a significant
improvement in the sustainable consumption behavior of individuals, understanding of their behavior
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in different environments is important in both private life and work environments. The argument of
this claim is supported by the findings of Muster and Schrader [4], Yusoff et al. [5], Gadeikienė et al. [6],
Piligrimienė et al. [7]. Muster and Schrader [4] theoretically justify the idea of a green work-life
balance, while Gadeikiene et al. [6] conceptualize sustainable consumption behavior spill-over from the
workplace to private life. In Piligrimiene et al.’s [7] work, work-life balance, or conflict, is analyzed as a
factor of sustainable consumption. Thus, work-life balance can be identified as a driver of sustainable
consumption behavior integrating both work and personal life. Meanwhile, a review and synthesis of
the current research findings indicates that a few recent studies on sustainable consumption behavior
have focused on both work and home environments. This limits a better understanding of sustainable
consumption behavior and leads to a lack of practical and theoretical solutions enabling such behavior,
while at the same time pointing to the direction of further research into sustainable consumption
behavior at home and in the workplace.

It has been acknowledged that attitudes alone are not a great predictor of use behavior of
individuals due to the attitude-behavior gap identified by earlier studies (e.g., [8,9]). However,
even with low motivation to consume sustainable products, such individuals might change their
behavior due to a perceived greater good [8] or due to their perceptions of responsibility towards
the environment [10]. It is, therefore, likely that the identification of factors contributing to the
behavior of sustainable consumption will, lead to more specific and long-lasting results. This will
bring environmental benefits, such as landfilling of waste, and using collaborative consumption in
the community will aid in addressing social challenges. To date, research that has been carried out
in the management and other fields (e.g., [11–14]) reveals its focus on pro-environmental behavior
and most of the time it emphasizes the environmental, or ecological, dimension of sustainable
consumption. Blok et al. [12] interprets pro-environmental behavior as being synonymous with
sustainable consumption behavior, linking their definitions to the reduction of the negative influence
of human behavior on the environment. Kadic-Maglajlic et al. [15] and Hosta and Zabkar [16]’s
studies, which represent the recent developments of the marketing field, are based on the notion
that pro-environmental consumption and pro-social consumption behavior are two different forms of
sustainable consumption behavior.

The authors of this manuscript support the view that in order to achieve a holistic understanding
of sustainable consumption behavior, both pro-environmental and pro-social behavior indicators must
be analyzed. Also, in this context, the findings of Gupta and Agrawal [17] and Geiger et al. [18] are
used to support the constructs of sustainable consumption behavior at home and in the workplace,
which include not only environmentally friendly or conscious constructs, but also collaborative
consumption indicators. Although it has been widely acknowledged in the literature that sustainable
consumption behavior is a process comprising three phases [18,19], in order to achieve a deeper
understanding of the phenomenon, only one phase, that is use behavior, was chosen to be tested
empirically in this study.

Earlier research on factors contributing to sustainable consumption behavior also confirms the
dominance of factors related to the environmental aspects. For example, Alcock et al. [14] analyze the link
between nature exposure, nature appreciation and pro-environmental behavior and Whitburn et al. [13]
investigate the effects of individuals’ connection to nature on pro-environmental behavior. Also, it should
be noted that individual authors who have studied sustainable consumption behavior in personal life,
such as Joshi and Rahman [20], distinguish between personal, behavioral and socio-cultural factors,
while Hosta and Zabkar [16] reveal a willingness to behave in a environmentally/socially responsible
way and the role of related variables. As regards the behavior of sustainable consumption in the
workplace, the works of Blok et al. [12], Wesselink et al. [21] or Piwowar-Sulej [3] have to be mentioned
because they discuss pro-environmental behavior in the workplace. It has been acknowledged that
by recognizing the manifestation of these factors in sustainable consumption behavior, companies
can offer innovative solutions to increase their competitive advantage [22] in both personal and work
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environments. However, when summarizing current research findings, it is possible to conclude that
there is a lack of focus on engagement as a predictor of sustainable consumption behavior.

While works of both marketing [15,23–26] and human resource management researchers [27–29]
treat engagement in certain objects as a significant factor of relevant behavior or its consequences,
the authors of this manuscript have chosen engagement in sustainable consumption as an independent
variable that researchers have only recently started to investigate. It is important to note that often
researchers [11,13,30,31] use engagement to describe sustainable consumption, or a manifestation of
pro-environmental behavior and do not examine it as a separate construct, or a behavioral factor.
Only the results of studies on engagement in sustainable consumption by Kadic-Maglajlic et al. [15]
and Piligrimienė et al. [26] are significant in terms of advancing research in the context of sustainable
consumption behavior at home. Theoretical assumptions of Salciuviene [32] and Salciuviene et al. [33]
are important in the context of researched engagement in sustainable consumption and behavior in the
workplace. Thus, engagement in sustainable consumption is a relatively new and little researched
concept that has yet to gain broader attention of researchers in the sustainability management literature.

Engagement in sustainable consumption might be exerted due to personal or social reasons,
but this study holds that those are dependent on the environment (workplace or home) in which
sustainable consumption takes place. However, there are no studies which combine and compare the
engagement and sustainable consumption behavior of individuals in both environments. This study
examines the above-mentioned environments and engagement in sustainable consumption as a factor
of sustainable consumption behavior in a single study. Engagement in sustainable consumption
is defined as a psychological state and is based on the multidimensionality of the construct (as
in studies by Kadic-Maglajlic et al. [15] and Piligrimiene et al. [26]. In the context of the home
and work environments, engagement in sustainable consumption is measured using five consumer
engagement dimensions suggested by So et al. [34], which were empirically tested from both consumer
and employee perspectives. Also, so far, it is not well understood why females and males exert
different behaviors towards sustainable consumption [35]. Evidence suggests that both gender and
age affect the sustainable behavior of individuals [36] but previous research produces conflicting
findings as to whether older or younger individuals, females or males tend to exert higher sustainable
consumption behavior. Especially in the case of sustainable consumption behavior, these differences
are underrepresented and were seldom measured in earlier research.

Taking into consideration the limitations of the current research and the priorities of further studies,
the manuscript addresses the following problem: How does engagement in sustainable consumption
influence sustainable consumption behavior in different environments, that is, which dimensions of
engagement in sustainable consumption can lead to sustainable consumption behavior at home and in
the workplace? The main aim of this study is to uncover the relationship between the engagement
in sustainable consumption and sustainable consumption behavior of individuals at home and in
the workplace that is enabling companies to provide innovative solutions to advance sustainability
management. The specific tasks are linked to (i) a theoretical and empirical justification of the
main research design constructs—engagement in sustainable consumption, sustainable consumption
behavior at home and sustainable consumption behavior in the workplace; (ii) uncovering gender
and age differences in engagement in sustainable consumption—a sustainable consumption behavior
link. By identifying sustainable consumption behaviors of individuals as employees in the workplace
environment and as individual users at home and examining differences in gender and age of sustainable
consumption behavior of individuals in both environments, this study seeks to contribute to the
sustainability management literature. The original value of the studies presented in this manuscript
is supported by the use of Social Learning and Collaborative Consumption Theory to theoretically
and empirically justify engagement in sustainable consumption as a determining factor in sustainable
consumption behavior at home and in the workplace. The study of the link between engagement in
sustainable consumption and sustainable consumption behavior at home and in the workplace has
been conducted involving working consumers in the UK, and, therefore, it complements the research
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base for sustainable consumption behavior in Western European countries. However, engagement in
sustainable consumption is context dependent [37], which allows for further research to be conducted
in relation to other cultural and economic contexts, consumption areas or product categories.

2. Theoretical Background

2.1. Sustainable Consumption Behaviour at Home and in the Workplace: Engagement in Sustainable
Consumption as a Factor

Sustainable consumption behavior, its characteristics at home and in the workplace. Sustainable
consumption behavior of individuals often becomes the object of scientists from management,
psychology, sociology and natural sciences and this confirms its interdisciplinarity. When discussing
the findings of these studies, it is important to note that the sustainable consumption field includes
works conducted in ecologically conscious and socially conscious consumer behavior (e.g., [38]),
pro-environmental behavior (e.g., [12,21]), environmentally responsible consumption (e.g., [17]),
pro-social consumption behavior [15] or responsible sustainable consumer behavior [16] topics.
As Pepper et al. [38] notes, a particularly large proportion of previous researchers examined their
sustainable consumption works from the perspective of environmental psychology, where the term
“ecologically conscious consumer behavior” was dominant. These researchers highlight the cognitive
limitations of ecologically conscious behavior and emphasize the need for pro-social consumer
behavior research based on the prospect of socially conscious consumer behavior. Block et al. [12]
interpret pro-environmental behavior as synonymous behavior with sustainable consumption, linking
their definitions with minimizing the negative impact of human behavior on the environment.
Pro-environmental behavior is a rather popular subject for psychology research, as evidenced by works
by Liobikienė and Poškus [39] or Whitburn et al. [13]. The Liobikienė and Poškus’s [39] study answers
the question of how specific environmental knowledge influenced pro-environmental behavior in
private and public sphere, while the results of the Whitburn’s et al. [13] study support the assumption
that individuals’ connection to nature may motivate their engagement in pro-environmental behavior.
It should be noted that these authors identify pro-environmental behavior with ecological behavior,
and the engagement of individuals as a separate research construct in this work is not considered; it is
treated as a manifestation of pro-environmental behavior. In the context of interdisciplinary studies,
the works of Theodori and Luloff [11] as well as Alcock et al. [14] need to be mentioned. Theodori and
Luloff’s [11] study integrates knowledge of management, sociology, psychology and agricultural
sciences, the results of which empirically justify the hypothesis that individuals with different positions
on environmental issues exhibit dissimilar levels of pro-environmental behaviors. The authors of this
study use the term “engagement in sustainable consumption”, both in the title of the article and in their
study. However, as in the previously mentioned work of Whitburn et al. [13] and that of Theodori and
Luloff [11], they describe the level of pro-environmental behavior and use pro-environmental behavior
scales to measure engagement, but do not examine it as a separate construct. Alcock et al.’s [14]
work uses psychology and environmental provisions to determine the link between nature, nature
appreciation and pro-environmental behavior. To sum up studies of the interdisciplinary context, it is
possible to agree with the statement by Blok et al. [12] that while many models have been developed to
explain pro-environmental behavior, only a few of them have integrated altruism, empathy or other
aspects of pro-social consumption behavior. This leads to the conclusion of previous studies examining
pro-environmental behavior, which usually emphasizes the environmental or ecological dimension of
sustainable consumption behavior.

The authors of this manuscript support the co-authors of the latest sustainable management
(marketing) thematic works [15,16], who believe that pro-environmental consumption behavior
and pro-social consumption behavior are two different forms of sustainable consumption behavior.
For example, Hosta and Zabkar [16] rightly propose a term of responsible sustainable consumer
behavior, which emphasizes the environmental and social responsibility of sustainable consumption
behavior. Therefore, for the purpose of holistic knowledge of sustainable consumption behavior,



Sustainability 2020, 12, 6564 5 of 24

both pro-environmental or environmental and pro-social behavior indicators must be analyzed. This is
the first principle that this manuscript underpins to examine the concept of sustainable consumption
behavior. The second notable aspect, which is also linked to the holistic approach, is the understanding
of sustainable consumption behavior as a three-phase process. In support of this position, while seeking
a more detailed analysis of the phenomenon studied, i.e., engagement in sustainable consumption
and sustainable consumption behavior, the authors of the research narrow the boundaries of the
empirical study and choose one phase of sustainable consumption behavior for further analysis, that is,
use behavior. The implementation of the first and second assumptions in the current study is enabled
by the earlier findings in the literature on sustainable consumption behavior, and more specifically,
by the phase of use behavior. Recommendations of Gupta and Agrawal [17] and Geiger et al. [18] are
considered as the most important recommendations, which include not only environment friendly
or conscious indicators, but also collaborative consumption indicators. In the context of the position
chosen by the authors of the current manuscript, Geng et al. [19] and Geiger et al.’s [18] proposals
concerning the characterization of the three phases of sustainable consumption behavior are equally
relevant. The choice of one stage of sustainable consumption behavior is partly linked to the third
assumption that underlines both the relevance and originality of this research—to analyze sustainable
consumption behavior in both private life and work environments. The theoretical justification
and empirical verification of sustainable consumption behavior construct in the workplace required
separate attention for the findings by Blok et al. [12] and Wesselink et al. [21].

Sustainability management literature offers research on the sustainable behavior of individuals,
but seldom refers to the separation of consumption behavior between home and work environments.
For example, Gadeikiene et al. [6] examined both environments, but only at a theoretical level. In their
work, “the main elements of conceptual model are organizational and private life setting and their
interrelation drivers, which enable the sustainable consumption behavior spill-over from workplace to
private life” ([6], p. 142). Given the theoretical nature of their research, the results cannot be compared
and therefore, are not discussed in further stages of the Discussion and Results section.

When analyzing the spill-over effects in the literature, Muster and Schrader’s [4] study can be
mentioned. In their work, the authors theoretically justify the idea of a green work-life balance.
To uncover the linkages between working and private life, the authors use the concept of environmental
attitudes and behavior of employees. These authors note that in order to ensure green work-life balance
among employees, their attitudes and behavior may be strengthened/activated in two directions.
Muster and Schrader [4] focus only on the environmental aspects of sustainable consumption behavior
and their theoretical insights are directed on the development of human resource management theory.
As the later researchers (e.g., [5]) point out, work-life balance is a new perspective in green human
resources management and is one of the five concepts that underpin the nature of this theory. Work-life
balance and sustainable consumption linkages were also examined in Piligrimiene et al.’s [7] work,
where work-life balance, or conflict, is interpreted as a predictor of sustainable consumption. Thus,
work-life balance can be identified as a driver integrating sustainable consumption behavior in both
personal life and workplace environments. Meanwhile, an overview of the current research suggests
that majority of studies that analyze factors determining sustainable consumption behavior concentrate
on individual environments.

Determinants of sustainable consumption behavior at home and in the workplace. The results of the
studies, reviewed at the beginning of this section, highlight researchers’ attention towards sustainable
consumption behavior determinants in personal life, which are usually defined as pro-environmental
behavior, as a connection to nature [13], nature appreciation [14], environmental knowledge [39]
or positions on environmental issues [11]. It is possible to distinguish a separate group of authors
who analyzed personal factors of the individual, such as knowledge, abilities, attitudes, values,
norms, self-image or sociodemographic variables (e.g., [15,40–43]). After more than 15 years of
comprehensive reviews on sustainable consumption or behavior studies, Joshi and Rahman [20]
provide a list of personal, behavioral and socio-cultural factors affecting sustainable consumption
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decision-making. In their latest study on the topic of this manuscript, Hosta and Zabkar [16] highlight
not only the importance of environmental consumption, but also the social dimension of sustainable
consumption. These authors identify key variables, which are a part of the Theory of Planned Behavior,
such as personal and social norms and perceived behavioral control, and treat those as antecedents
of responsible sustainable consumer behavior. In addition, the results of their study reveal that
these factors affect responsible sustainable consumer behavior through willingness to behave in an
environmentally/socially responsible way.

Earlier research on factors contributing to sustainable consumption behavior in the workplace
is also numerous, and their results confirm the importance of measurability, efficiency assessment
and clarity of responsibilities of organizations [44], employee knowledge, private life practices,
commitment, peers’, in particular, managers’ support, and their behavior role (e.g., [4,21,45–47]).
A more structured approach is presented by Blok et al. [12], differentiating between internal and
external factors of pro-environmental behavior in the workplace. In addition, these authors as well as
other authors who study behavior in a personal environment, support their interpretation of factors’
affects (especially internal) with the Theory of Planned Behavior. The work of Piwowar-Sulej [3],
which synthesized factors determining such behavior and identified their manifestation through four
levels of pro-environmental organizational culture, is exceptionally valuable in terms of researching
pro-environmental employee behavior.

Engagement in sustainable consumption and its role in examining and encouraging sustainable consumption
behavior at home and in the workplace. An analysis of factors contributing to sustainable consumption
behavior in personal life and in the workplace suggests that until now, researchers have generally
focused on the environmental dimension-related personal (more at home) and context (more in the
workplace) factors and less frequently on variables reflecting social aspects. Moreover, the current
examination reveals a lack of focus on engagement as a predictor of sustainable consumption behavior.
This is considered to be a significant limitation of the findings of studies to date, which otherwise enable
greater knowledge of the phenomenon of sustainable consumption behavior and the development of
practices that promote it.

These assumptions are based on the earlier research findings of consumer engagement as a
behavioral factor in the marketing literature [15,23–26,34,37,48]. Studies that explain the phenomenon
of engagement are also identified in the research by human resource management researchers; however,
the majority of these works involve research objects, such as work or an organization. Saks [27] focuses
on supporting the antecedents and behavioral consequences of employee work or organizational
engagement and their behavioral consequences, while Salanova and Schaufeli [28] investigate work
engagement as the mediator between job resources and proactive behavior. From the conceptual point
of view, the phenomenon of employee engagement and its different types of knowledge (work and
organizational engagement) are synthesized in Motyka’s [29] work. Motyka’s work [29] is a systematic
review of the scientific literature, which justifies the relationship between employee engagement and
various categories of performance. Although the analysis of the results of both consumer and employee
engagement studies provides sufficient evidence of engagement as a significant factor in the behavior,
the engagement in sustainable consumption, which has been chosen as key independent variable in
this manuscript, has only started to be investigated.

The synthesis of the literature allows us to conclude that authors examining sustainable
consumption behavior in private life interpret consumer engagement as a manifestation of sustainable
consumption behavior, that is, a certain result of consumer behavior. Indeed, consumer engagement
in the context of sustainable consumption is analyzed with a focus on the consumption in a specific
area, for example, energy [30,49], clothing [50–52], accommodation sector services [31] or food [53]
consumption. For example, Bly et al. [50] and Armstrong et al. [51] examined sustainable fashion
issues where they stress the importance of increasing consumer engagement in sustainable clothing
consumption. In support of them, Connell and Kozar [52] examined the link between consumer
knowledge and attitudes towards environmental problems in the production, consumption and
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realization stages of clothing and behavioral differences distinguishing between the levels of consumer
engagement in sustainable consumption in the clothing sector and the barriers to their sustainable
behavior. The results of studies conducted by Bly et al. [50] show that more effective results in promoting
sustainable consumption behavior can be achieved by highlighting the benefits of engagement in
sustainable consumption to the consumer through an emphasis on style, authenticity and the degree
of future well-being, instead of the usual concerns about sustainability and the escalation of ethical
concerns. Understanding of the factors determining consumer engagement and inclusion and a
deeper understanding of consumer behavior in Gangale et al. [30] and Ellabban and Abu-Rab’s [49]
studies are considered as essential factors for achieving sustainable energy consumption in the future,
while the study of Marzouk and Mahrous [54] is important for achieving sustainable water and
energy consumption. Rist and Masoodian [55] use the behavior change model to examine sustainable
energy consumption behavior and Ntanos et al. [56] examine the willingness to pay for renewable
energy expansion.

The analysis of the literature that has been carried out suggests that consumer engagement in
sustainable consumption is seen and analyzed as a manifestation of sustainable consumption behavior
rather than as a psychological state, which is identified by investigating consumer engagement
in brands, mobile applications or other types of marketing elements. In the first case, consumer
engagement in sustainable consumption is synonymous with certain sustainable consumption behavior
that might occur at different stages or areas of consumption. Fragmented studies of this type of
behavior and their results can be seen in works of previously discussed authors (e.g., [13,30,31,50,51]).
In the second case, engagement in sustainable consumption that is being examined as a psychological
state, should be investigated in the search for links to the development of sustainable consumption
behavior at different stages of consumption, that is, in order to answer the question whether/how
sustainable consumption behavior depends on the engagement of consumers. In any case, as has been
mentioned previously, sustainable consumption behavior should be examined in a holistic manner.

Based on this position of researchers, a relevant question then becomes the one that is related to
the sustainable consumption context, or to the environment. According to Jackson [57], consumers
are simply “stuck” in unsustainable consumption behavior due to daily routines, social norms and
expectations, unsuitable initiatives, institutional barriers and limited choice. In addition, sustainable
behavior of consumers depends not only on their own choices, but also on the opinions of the
people surrounding them and their behavior [57]. Muster [58] also shares this view and argues that
organizations to which consumers belong at certain stages in their lives play an important role in
their personal lives as consumers. These organizations determine the daily routine and “assign” a
person to a certain social group. However, Muster [58] sees opportunities to promote sustainable
consumption behavior, as consumers who spend almost a third of their lives in these organizations
can learn sustainable consumption habits while in these organizations and then transfer that behavior
to their personal environment. Thus, companies, which engage with their employees in sustainable
consumption initiatives at work, can thus contribute to the sustainable consumption behavior of these
employees in their personal lives, that is, in their private environments.

The arguments identified above justify the choice of the authors of this manuscript to look at
sustainable consumption behavior holistically and to analyze the behavior of sustainable consumption
at work and at home as dependent variables. For this reason, a sample of working consumers has
been chosen for the empirical study. To conceptualize and justify links of engagement in sustainable
consumption—an independent variable—with sustainable consumption behavior at home and in the
workplace, this study uses theories and findings of previous research. On the basis of these studies,
works of Kadic-Maglajlic et al. [15], Piligrimiene et al. [26], Salciuviene [32] and Salciuviene et al. [33]
can be directly attributed to the studies researching engagement in sustainable consumption—a
sustainable consumption behavior link. Kadic-Maglajlic et al., [15] combines both pro-environmental
and pro-social behavior forms of sustainable consumption behavior and Piligrimiene et al. [26] state
that engagement in sustainable consumption by individuals depends on a variety of different factors,
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but do not differentiate between the environments (i.e., whether such engagement in sustainable
consumption takes place at home or in the workplace). In addition, these authors select green product
purchases as the consequence of engagement in sustainable consumption. Likewise, research on
employee engagement in sustainable consumption in a workplace is rare and mostly reports factors
influencing sustainable engagement rather than its consequences (but see Salciuviene [32] in terms
of consumer behavior phases). Moreover, as it has been mentioned previously, those studies in the
literature also treat consumer or employee engagement as behavior and do not analyze engagement in
sustainable behavior as a separate construct in both environments.

In the light of the results of the previous studies, engagement in sustainable consumption in
the manuscript is treated as a psychological state and is based on a multidimensional viewpoint
(as in Kadic-Maglajlic et al., [15], Piligrimiene et al., [26] studies). In this case, it is measured using
five dimensions of consumer engagement proposed by So et al. [34], such as Attention, Enthusiasm,
Identification, Absorption and Interaction/Participation. Scales proposed by Calder et al. [59] and
Hollebeek et al. [23] are also used in this study, but the scale proposed and tested by So et al. [34] is
considered to be the main measurement scale for this study. Previous researchers [15,26] used the
most common three-dimensional consumer engagement construct found in the marketing literature,
combining cognitive (attention), emotional (enthusiasm) and behavioral (interaction and participation)
aspects of engagement in sustainable consumption. The choice of authors of the manuscript is based on
a more accurate response to the five-dimensional scale of engagement in sustainable consumption and
the fact that the scale by So et al. [34] has been empirically tested from both consumer and employee
perspective in the tourism industry.

To address the engagement in sustainable consumption and sustainable consumption behavior
phenomena at work and home environments, this research implements Social Learning Theory to
hypothesize that engagement will positively influence sustainable consumption behavior at home and
in the workplace environments. Social Learning Theory suggests that people can learn by experiencing
things themselves or by observing others [60], whether they are psychically present, in front of the TV
or virtually—in a video conference. Social learning is usually linked with rewards or punishments
because through observations, people can see if others are rewarded or punished [61]. In other
words, Bandura [62] in [61] suggests that social learning occurs not only through punishment and
rewards but also by observing other people’s behavior. For example, parents are observed by their
children, teenagers observe celebrities on TV or parents monitor their colleagues in the workplace.
Those people who could be observed should cause observers to learn from their behavior and follow
it with their own actions. This research holds that engagement in sustainable consumption is an
engagement of an individual with pro-social decisions, which an individual makes at home and in
the workplace environments when deciding to engage in sustainable behavior. Further, this research
defines sustainable consumption behavior as environmentally friendly behavior, which is based on
environmentally responsible use activities by an individual in both workplace and home environments.

Social Learning Theory may aid in explaining the positive influence of collaborative learning [60]
or collaborative consumption [63] on sustainable consumption behavior in both environments because
the theory suggests that individuals learn by going through the experiences themselves or by observing
other people performing various activities and learning from the behavior of other people [60]. Also,
in today’s competitive environment, companies attempt to learn from each other. They also tend to
conform with the “society boundaries and the social values associated with or implied by their activities
and the norms of acceptable behavior in the larger social system of which they are part” [64] (p.122).
For example, Miller and Karakowsky [65] suggest that at work individuals use knowledge and gain
information from other team-members and this aids their performance in the workplace: individuals
who get feedback and alter their performance achieve better results. Also, such knowledge and
feedback seeking behavior is gender-dependent [65]. In this research, it is expected that if engagement
in sustainable consumption may provide a suitable environment for pro-social employee behavior,



Sustainability 2020, 12, 6564 9 of 24

then engagement in sustainable consumption generates higher sustainable consumption behavior at
home and in the workplace environments.

Based on the above, we raise the following hypothesis:

Hypothesis 1 (H1). Engagement in sustainable consumption will positively influence the sustainable
consumption behavior of individuals (a) at home and (b) in the workplace.

2.2. Gender and Age Differences in Engagement in Sustainable Consumption and Sustainable Consumption
Behaviour Practices

Previous literature reports different behaviors of females and males when it comes to sustainable
consumption (e.g., [66–71]). For example, females drive less in order to preserve the environment [72].
Females also tend to shop more sustainably in comparison to males [73] and females tend to recycle
more compared to males [74]. Hence, it is vital to identify the reasons behind such behavioral differences
in the sustainable consumption behavior by gender in personal life and workplace environments.
For instance, Shim et al. [75] suggest that such differences in female versus male behavior could be
attributed to decision-making differences. Remenova and Jankelova [76] state that decision-making,
acquiring, processing and using information are used by individuals to make their final decision.
Shim et al. [75] state that males tend to make functional decisions, while females make socially oriented
decisions. Such decision-making styles may contribute to the different sustainable behaviors of
individuals in terms of gender. However, a contradicting finding by Pinto et al. [77] states that personal
reasons are more important for females when shopping for sustainable products, while males purchase
products and services for social reasons. To clarify the inconsistency of gender roles in the literature,
we hypothesize the following:

Hypothesis 2 (H2). Females will behave differently from males in terms of sustainable consumption behavior
(a) at home and (b) in the workplace.

Next, the sustainability management literature on age differences pertaining to the environmentally
friendly behavior is limited. Therefore, this research draws on the decision-making literature. Previous
research suggests different behaviors of younger versus senior individuals (e.g., [11,78,79] in [80] (p. 206)).
For example, younger individuals tend to focus on their career and family building while older people
are free to experiment with healthy lifestyles, to pursue their education or engage in various forms
of helping behavior [80]. Younger individuals are less concerned with the use stage of consumption
behavior and focus more on the acquisition stage [81]. Earlier studies report that older people are
more willing to engage in voluntary work or unpaid work to help others [80] while younger people
tend to spend most of their time taking care of their young families and take paid work to support
themselves [80]. In other words, older people might have more time for themselves and, therefore,
engagement in sustainable consumption or other environmentally friendly activities might be easier as
their families are grown up. Further, previous research suggests that younger individuals tend to think
less about consequences of products and services they use on the environment as compared to older
individuals [82]. This might be due to several reasons; however, the explanation of the age role in the
sustainable behavior of individuals remains unclear. Therefore, we raise the following hypothesis:

Hypothesis 3 (H3). Older individuals will behave differently in comparison to younger individuals regarding
sustainable consumption behavior (a) at home and (b) in the workplace.

3. Research Objective, Method and Data

The aim of this empirical study is twofold: first, to identify the effects of engagement in sustainable
consumption on sustainable consumption behavior of individuals; second, to uncover whether any
differences can be identified between females and males as well as between younger and older
individuals regarding sustainable consumption behavior in both workplace and home environments.
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An online questionnaire comprised four sections. Section A contained items on engagement
in sustainable consumption (e.g., “I follow sustainable consumption principles passionately”).
engagement in sustainable consumption is operationalized through five-dimensions, namely, attention,
enthusiasm, identification, absorption, interaction/participation. Items to measure engagement in
sustainable consumption were adapted from So et al. [34], Calder et al. [59] and Hollebeek et al. [23].
Section B measured sustainable consumption behavior (use phase) at home. Examples of such items
are as follows: “When using things/products, try to reduce waste”; “Whenever possible, I borrow
things/means from others”. Items for this section were adapted from Littleford et al. [83], Blok et al. [12],
Geng et al. [19] and Gupta and Agrawal [17]. Section C measured sustainable consumption behavior
(use phase) in the workplace. Sample items are as follows: “I usually eat fast food in the workplace
(R)”, “I take care to print/copy double sided to save paper”. Items for this section were adapted from
Littleford et al. [83], Blok et al. [12], Geng et al. [19], Gupta and Agrawal [17] and Geiger et al. [18].
Items were measured using 7-point Liker scale (1-completely disagree, 7-completely agree). The final
section contained socio-demographic questions (i.e., gender, age, marital status and company’s profile).
A full list of items along with demographics is presented in Appendix A.

A questionnaire was distributed via various sustainable consumption-related portals on Facebook’s
platform in the year 2019. A sample of 407 adult respondents who work in the UK private and public
sectors comprised the sample for this study.

Data was analyzed using SPSS statistical package. Exploratory Factor Analysis, correlation, t-tests
and regression analyses were utilized to analyze the data collected via online questionnaires.

4. Results and Discussion

4.1. Characteristics of Respondents and Exploration of the Research Constructs

Socio-demographic characteristics of respondents. Females comprise 67.3 percent of the sample.
The sample age varies, with the majority of the respondents’ ages being 20–40 years old. With regard
to the family’s life cycle, 31.9 percent of respondents are bachelors, while 32.4 percent of respondents
either have a partner or are married with children. Nearly 42 percent of respondents work in a private
sector for approximately 69 percent of the UK-based companies.

Further, exploratory factor analysis was performed for the following constructs under investigation:
engagement in sustainable consumption, sustainable consumption behavior at home and sustainable
consumption behavior in the workplace.

Engagement in sustainable consumption. Exploratory factor analysis was performed on 22 items
of engagement (Table 1). These items were adapted from So et al. [34], Calder et al. [59] and
Hollebeek et al. [23] and were developed or tested in the tourism sector and engagement with a
website or a brand in the context of social media. Based on these items, three factors were extracted
for engagement, namely, Enthusiasm and Attention (FE1), Identification and Absorption (FE2)
and Participation/Interaction (FE3), which is contrary to the theoretically justified five-dimensional
construct of engagement in sustainable consumption. To compare these findings with previous studies,
for example, Vivek et al. [37] identify three dimensions in their findings: Conscious Attention, Enthused
Participation and Social Connection. These authors underline Conscious Attention in their research,
which they define as an individual’s willingness to interact in terms of engagement and suggest that this
factor explains majority of variance, therefore, is the most important factor in the context of retailing.
This finding is similar to our finding, since the Enthusiasm and Attention factor explains nearly 30% of
variance in the context of sustainability. In Vivek et al.’s [37] study, however, the Social Connection
factor produced insignificant findings before the context of their study was introduced. After testing
items in the context of retailing, Vivek et al. [37] found that Conscious Attention and Social Connection
did not differ significantly, but Social Connection did. In our study, the Participation/Interaction factor
is similar to that of Social Connection in Vivek’s et al.’s [37] study and explains nearly 20% of variance.
Further, in this study, one factor combines Enthusiasm with Attention and Identification is linked to
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Absorption, while Participation/Interaction can be separated as a different factor. A combination of
Enthusiasm and Attention as well as Identification and Absorption into separate factors is an interesting
finding of this study that has not been reported before. Next, our results may also be compared to
So et al.’s [34] findings, where Enthusiasm and Attention dimensions play the most important role
in the context of the tourism industry. Further, Kadic-Maglajlic et al. [15] examined pro-social and
pro-environmental engagement of youth and arrived at three dimensions, that is, Conscious Attention,
Enthused Participation and Social Connection, as in Calder et al. [59] and Vivek et al. [37]. Apparently,
their factor structure is different from the factor structure of this study; however, the meaning of the
factors is similar. Finally, classic cognitive, emotional and behavioral dimensions were identified in
Piligrimiene et al.’s [26] study, but their context of testing factors was linked to the purchasing of green
products. Our context is not related to any specific product or service acquisition and focuses on the
use phase of sustainable consumption behavior, therefore the discussion of factors and their items is
limited to very few earlier works conducted on engagement in sustainable consumption in the context
of the sustainability management area.

Table 1. Exploratory Factor Analysis for engagement in sustainable consumption 1.

Factor No of Items Range of Factor
Loadings

Variance Explained by
Each Factor %

FE1 Enthusiasm and Attention 12 0.549–0.750 28.19
FE2 Identification and Absorption 6 0.426–0.738 20.94

FE3 Participation/Interaction 4 0.618–0.751 18.24
1 KMO–0.935, Bartlett’s test of sphericity p < 0.05, Total variance explained, %–67.383, Cronbach alfa–0.959.

Sustainable consumption behavior at home. Again, exploratory factor analysis was performed on
10 items for the construct of sustainable consumption behavior at home (Table 2). As it has been
mentioned, the current study only focuses on one phase of sustainable consumption behavior, that is,
use behavior, and, therefore, specific items were selected to measure this phase in the home environment.
Two factors were extracted for sustainable consumption behavior at home, namely Sustainability
principles through saving initiatives (FH1) and Borrowing and sharing things at home (FH2). To the
best of our knowledge, there are no studies conducted that report factors of the use phase of sustainable
consumption behavior in a home environment. The closest study that reports two types of behavior in
general is that of Kadic-Maglajlic et al. [15], who examined pro-environmental and pro-social behavior
in light of general consumption behavior without differentiating three phases, that is, acquisition, use
and disposal.

Table 2. Exploratory Factor Analysis for sustainable consumption behavior at home 1.

Factor No of Items Range of Factor
Loadings

Variance Explained by
Each Factor %

FH1 Sustainability principles through
saving initiatives at home 5 0.572–0.826 30.94

FH2 Borrowing and sharing things at home 5 0.446–0.870 25.79
1 KMO–0.845, Bartlett’s test of sphericity p < 0.05, Total variance explained, %–56.735, Cronbach alfa–0.856.

Sustainable consumption behavior in the workplace environment. Further, exploratory factor analysis
was performed on the 11 items measuring use behavior in the workplace by individuals as employees
(Table 3). As it has been mentioned, the current study only focuses on one phase of sustainable
consumption behavior, that is, use behavior; therefore, specific items were selected to measure this
phase in the workplace. Two factors were extracted, namely Sustainability principles through saving
initiatives in the workplace (FW1) and Avoiding plastic dishes and fast food in the workplace (FW2).
Our findings mirror those of Zibarras et al. [45], who investigated organizations in the UK and found
out about environmental initiatives offered by companies, which encourage employees to use public
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transport, print double sided papers, keep all PCs switched off for the night and have a “lights-out”
policy in place.

Table 3. Exploratory Factor Analysis for sustainable consumption behavior in the workplace
environment 1.

Factor No of Items Range of Factor
Loadings

Variance Explained by
Each Factor %

FW1 Sustainability principles through
saving initiatives in the workplace 9 0.538–0.812 43.89

FW2 Avoiding plastic dishes and fast food
in the workplace 2 0.654–0.857 14.99

1 KMO–0.895, Bartlett’s test of sphericity p < 0.05, Total variance explained, %–58.873, Cronbach alfa–0.880.

4.2. Relationships among Engagement in Sustainable Consumption and Sustainable Consumption Behaviour at
Home and in the Workplace

At first, a correlation test was performed to check for the relationships among variables.
All correlation coefficients were weak (0.0–0.3), medium (0.4–0.6) or strong (0.7–0.9) (Table 4).

Table 4. Correlation matrix.

Title 1 1 2 3 4 5 6 7

FE1 Enthusiasm and Attention 1
FE2 Identification and Absorption 0.726 ** 1

FE3 Participation/Interaction 0.706 ** 0.739 ** 1
FH1 Sustainability principles through saving

initiatives at home 0.723 ** 0.510 ** 0.535 ** 1

FH2 Borrowing and sharing things at home 0.578 ** 0.409 ** 0.463 ** 0.606 ** 1
FW1 Sustainability principles through saving

initiatives in the workplace 0.709 ** 0.480 ** 0.497 ** 0.821 ** 0.652 ** 1

FW2 Avoiding plastic dishes and fast food in
the workplace 0.345 ** 0.186 * 0.105 * 0.340 ** 0.372 ** 0.392 ** 1

* Correlation is significant at the 0.01 level; ** Correlation is significant at the 0.05 level.

Engagement in sustainable consumption and Sustainable consumption behavior at home. To test whether
engagement influences sustainable consumption behavior at home (H1a), a regression analysis was
performed. The R value was equal to 0.733, suggesting a strong and positive relationship between
engagement and sustainable consumption behavior at home. The R square value was equal to 0.537,
suggesting that 53.7 percent of variance in sustainable consumption behavior at home is explained
by engagement.

The ANOVA results also suggest that the regression model has a good fit and, therefore, is a
good predictor of the dependent variable (sustainable consumption behavior at home), with the p
value being significant at p < 0.001. Although engagement (independent variable) comprises three
dimensions and all three could predict the dependent variable (i.e., sustainable consumption behavior
at home), Enthusiasm and Attention (FE1) (β = 0.705, p < 0.001) and Participation/Interaction (FE3)
(β = 0.127, p < 0.001) predict the sustainable consumption behavior at home. For example, an increase
of Enthusiasm and Attention by one level will increase the sustainable consumption behavior at home
by 70.5 percent.

The above results of our study, that is, engagement in sustainable consumption and sustainable
consumption behavior at home and in the workplace environments, may be compared to findings
of earlier studies in the literature conducted on engagement in sustainable consumption and general
consumer, or employee, sustainable consumption behavior. For example, Kadic-Maglajlic et al. [15]
found that engagement in sustainable consumption was positively related to the pro-environmental
and pro-social behavior of consumers in general. Further, Piligrimiene et al. [26] found that engagement
in sustainable consumption is related to general consumption behavior. Next, our findings mirror
previous findings of Kadic-Maglajlic et al. [15] as well as those of Piligrimiene et al. [26], as we found that
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engagement in sustainable consumption influences use behavior and our study measures engagement
in sustainable consumption of working consumers in two environments: at home and in the workplace.
We treated the “engagement in sustainable consumption” as a separate construct comprising several
dimensions; therefore, we can conclude that engagement in sustainable consumption affects the
use phase of sustainable consumption behavior through, for example, Enthusiasm and Attention at
home environment.

Engagement in sustainable consumption and Sustainable consumption behavior in the workplace.
Regression analysis was performed to test whether engagement in sustainable consumption influences
sustainable consumption behavior in the workplace (H1b). The R value was equal to 0.644, suggesting
a strong and positive relationship between engagement and sustainable consumption behavior in
the workplace. The R square value was equal to 0.414, suggesting that 41.4 percent of variance
in sustainable consumption behavior in the workplace is explained by engagement. The ANOVA
results also suggest that the regression model has a good fit and, therefore, it is a good predictor of
the dependent variable (sustainable consumption behavior in the workplace) with a p value that is
significant at p < 0.001. Although engagement in sustainable consumption comprises three dimensions
and all three could predict the dependent variable (i.e., sustainable consumption behavior in the
workplace), again, Enthusiasm and Attention (FE1) (β = 0.783, p < 0.001) and Participation/Interaction
(FE3) (β = 0.135, p < 0.001) predict the sustainable consumption behavior in the workplace. For instance,
an increase of Enthusiasm and Attention (FE1) by one level will increase the sustainable consumption
behavior in the workplace by 78.3 percent. Our results in the workplace in the context of sustainability
can be compared to So et al.’s [34] study suggesting similar findings in the tourism industry. In their
study, the authors also recommend focusing on enthusiasm and attention first when communicating
with the customers in the context of hotel and airline industries.

4.3. Gender Differences

Independent samples t-test between females and males was performed to test H2aandH2b and
identify whether statistically significant differences exist between two groups regarding sustainable
consumption behavior at home (H2a) and in the workplace (H2b). The results suggest that females
have higher sustainable consumption behavior scores than males in both environments at home
apropos both factors. Sustainability principles through saving initiatives at home (FH1) was slightly
higher among females (females M = 5.79, SD = 1.03 versus males M = 5.35, SD = 1.18), and a significant
statistical difference was detected (t231.59 = 3.68, p < 0.01). Borrowing and sharing things at home (FH2)
was also higher among females (females M = 4.91, SD = 1.07 versus males M = 4.50, SD = 0.92) and a
significant statistical difference between females and males was detected (t(405) = 3.82, p < 0.01).

Sequentially, in the workplace environment, pertaining to Sustainability principles through saving
initiatives in the workplace (FW1), females exhibited somewhat more frequent behavior than males
(females M = 5.70, SD = 1.08 versus males M = 5.37, SD = 0.92) and a significant statistical difference
was detected (t(361) = 2.92, p < 0.05), while regarding Avoiding plastic dishes and fast food in the
workplace (FW2), again, females exhibited stronger behavior than males (females M = 6.11, SD = 0.97
versus males M = 5.52, SD = 1.11) and a significant statistical difference was detected (t206.87 = 4.89,
p < 0.05). In other words, statistically significant differences were unveiled between female and male
sustainable consumption behavior pertaining to four factors mentioned above, meaning that females
tend to exhibit sustainable consumption behavior at home more often than males do in terms of
borrowing and sharing things at home as well as following the sustainability principles through saving
initiatives at home.

Pertaining to the explanation of the first significant finding between females and males apropos
Sustainability principles through saving initiatives at home (FH1), most likely females and males
behave differently in terms of using things in moderation when trying to reduce waste along with
water and electricity saving initiatives at home. This happens due to financial reasons, as saving water
and electricity is reflected in their utility bills and those saving are passed on to buy other important
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products and services for those households, which is mostly done by females. Moreover, previous
research suggests that more women are less likely to be employed full-time at all ages [80] and the
sample comprises a lot of women, thus financial constrains might be a reasonable explanation for this
significant finding across both groups of individuals for this factor. Also, this result is different from
previous findings in the literature where no significant differences were found between females and
males in their sustainable behavior by Ng and Burke [84].

Next, a possible explanation for the second significant finding regarding Borrowing and sharing
things at home (FH2) might be that since males are less frugal than females [85], men tend to own
gadgets like mobile phones, computers or TVs and, therefore, the need to borrow from or share
the devices with other members within their immediate family is lower in comparison to females.
Conversely, females might play with their young children more often than men at home, and the need
for sharing toys or digital equipment becomes greater (e.g., giving a mobile phone to a toddler to play
with).

Further, the results suggest that females and males differ in their sustainable consumption behavior
in the workplace, where females exhibit higher sustainable consumption behavior than males in that
environment for both Sustainability principles through saving initiatives in the workplace (FW1) and
Avoiding plastic dishes and fast food in the workplace (FW2). This finding could be explained by
Social Learning Theory. For example, males tend to learn only when they perform a male-oriented
task [65]. Since environmentally-related concerns and shopping for environmentally-related products
are mainly perceived as a female-oriented task [65,86–88], it is possible that males are less willing to
learn from their work-related surroundings about sustainable consumption behavior (e.g., printing
double sided paper, sharing with others or borrowing from others, switching lights off in the office and
saving water and trying to reduce waste as much as possible and contribute to landfill preservation
management) because they may fear losing their masculine image in front of other male or female peers
or are not willing to sacrifice their ego [65] in the workplace environment. To educate males about
sustainable saving initiatives in the workplace and explain harmful effects that fast food has on their
health, online games may be offered to educate them about what contributions employees can make to
environment preservation and to their health if they exert sustainable consumption behavior in the
workplace. Also, a communication platform for integrating knowledge about sustainable consumption
behavior might be created for employees in the workplace. Money that employees would gain from
contributing to environment-related initiatives such as saving water, electricity and paper with ink at
work could be passed on to individuals by a company as an online voucher to subsidize fresh food
options in canteens onsite and to encourage males to use fresh food more frequently and reduce their
use of fast food options along with plastic dishes.

4.4. Age Differences

An independent sample t-test between two groups of participants (under 38 and over 38 years
old) was performed to test H3a and H3b and to identify whether statistically significant differences
exist between two age groups apropos sustainable consumption behavior at home (H3a) and in the
workplace environment (H3b). A split for age of 38 years old was chosen based on the literature
and it refers to ‘Prime age adults in their 40 s’ versus ‘Second age adults in their 50 s’ and older [80].
The results suggest that older individuals exert stronger sustainable consumption behavior than
younger ones pertaining to Sustainability principles through saving initiatives at home (FH1) (over
38 M = 5.85, SD = 0.97 versus under 38 M = 5.46, SD = 1.18, a significant statistical difference was
detected: t400.58 = −3.63, p < 0.01). This finding is contrary to the results in the literature stating that
younger individuals are more likely to exhibit responsible product purchasing behavior [11,89]. Such a
contrary finding might be explained by the data collection context (the data for this study was collected
in the UK and the context is different from India). Also, a study by Gandhi and Kaushik [89] examines
purchasing behavior in general, while this result is significant for the consumption behavior in the
context of home environment. However, these results can be compared to the study of Kreuzer et al. [81]
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who also found that use behavior is less important for young consumers in the context of sustainable
consumption of fashion and food due to their parents purchasing the majority of products for them,
especially for those who still live with their parents and rely on them to acquire food items for their
household consumption.

To explain the above finding of differences in individuals’ behavior by age apropos Sustainability
principles through saving initiatives at home (FH1), this study used Social Learning Theory.
According to Social Learning Theory, individuals learn when they observe behavior of other people.
The literature suggests that individuals do not search for information about sustainable consumption
practices but rely instead on internal sources of information [90]. In this case, individuals who belong
to the over 38 years group may have more sustainable consumption related experience and higher
sustainability-related awareness in comparison to younger adults (under 38 years old). In the older
group, nearly 50 percent of all adults live in a family and have children and 22 percent have a partner,
therefore social learning is possible through socialization. For example, social learning can happen
through the impact of other members of the household, or conversations with other parents in children’s
schools and neighbors because older people, especially seniors, are keen socializers and eager to
learn about the topics important for today’s society, i.e., sustainable consumption and environmental
preservation. Contrary to individuals in the older group, younger persons have less opportunities to
observe sustainability-related behavior of other household members in the home environment because
nearly 40 percent of them are still bachelors. Another explanation for the differences in sustainable
consumption behavior at home by age might be related to financial constraints. The older group
of individuals may have higher financial liabilities, while younger individuals live separately from
their extended families and the majority of them (over 80 percent) do not have children at home
and, therefore, have fewer financial responsibilities in comparison to individuals who belong to the
older group.

Further, no statistically significant differences between two age groups was detected apropos
another factor, namely, Borrowing and sharing things at home (FH2). Collaborative Consumption
Theory is used to explain this insignificant finding. As Collaborative Consumption Theory suggests,
collaborative use of gadgets in the home environment might be the best indicator of social learning,
since younger individuals do not differ in their borrowing and sharing initiatives at home in comparison
to older individuals. Younger people can reap the benefits of collaborative consumption through
sharing and borrowing means from their friends and extended family, while borrowing and sharing
naturally happens in the older group of individuals, enabling them to exhibit sustainable consumption
behavior at home.

Next, no statistically significant differences were found between two groups of individuals by age
in the workplace environment pertaining to Sustainability principles through saving initiatives in the
workplace (FW1), but Avoiding plastic dishes and fast food in the workplace factor (FW2) yielded
significant results (over 38 M = 6.01, SD = 0.98 versus under 38 M = 5.76, SD = 1.09, t(361) = −3.02,
p < 0.05). Although the first finding requires further investigation, the lack of statistically significant
differences might be explained by the context of the study, as the data has been collected in the UK.
Majority of companies and organizations in the UK have corporate social responsibility strategies in
place and employees usually have relatively high awareness about sustainable consumption practices
in the workplace. For example, both groups of younger and older employees behave similarly in terms
of printing double sided, saving water and switching off their computers along with using means in
moderation and sharing or borrowing means when they need them instead of buying new ones in
their workplace. Such behavior of individuals might also be reflected in the status they occupy within
an organization and their enhanced perceptions of responsibility to the environment. The higher the
status, the more natural it would be that an individual would demonstrate saving patterns within the
organization because of the alertness that they hold about the company’s corporate social responsibility
and, therefore, they might have more knowledge about how sustainable consumption behavior at
work contributes to the environment preservation and to their own health.
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Generalizing both theoretical research findings and discussion, we offer Figure 1. Figure 1 provides
an overview of hypothesized relationships, theoretical support based on Social Learning Theory,
Collaborative Consumption Theory and previous empirical literature in tourism, brand management,
sociology and psychology fields along with the current study’s findings.Sustainability 2020, 12, x FOR PEER REVIEW 16 of 24 
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Generalizing empirical findings of this study, it can be stated that some of the empirical results
are supported by previous findings and some of the results are new to this study that have not been
reported before in earlier research. For example, our findings suggest that Enthusiasm and Attention
are the most important factors when making decisions at home and in the workplace, while the
dimension of Identification and Absorption requires further research. Such a finding suggests that if
working consumers behave sustainably in the workplace environment, it is likely they will behave in
the same manner at home and vice versa. These findings may provide the basis for the transfer of
initiatives from one environment to another.

5. Conclusions

In a competitive environment, employee environmentally friendly behavior is becoming a
sustainable advantage for innovative companies, which offer innovative solutions to their employees
and other stakeholders. This study aimed to examine effects of engagement in sustainable consumption
on sustainable consumption behaviors of individuals and identify gender and age differences in the



Sustainability 2020, 12, 6564 17 of 24

workplace and home environments. Social Learning Theory and Collaborative Consumption Theory
have been used to hypothesize the above relationships and support the explanation of the study’s
findings. By researching relationships of engagement in sustainable consumption and sustainable
consumption behavior as well as recognizing gender and age variations in sustainable consumption
behavior at home and in the workplace environments, this research contributes to overcoming the gap
in the sustainability management literature.

Pertaining to the effects of engagement in sustainable consumption, it has been concluded that it
comprises three dimensions, namely, Enthusiasm and Attention, Identification and Absorption and
Participation/Interaction. Further, two dimensions of sustainable consumption behavior in each context
(home and workplace) were identified, namely, Sustainability principles through saving initiatives
at home and Borrowing and sharing things at home. In the context of the workplace environment,
Sustainability principles through saving initiatives in the workplace and Avoiding plastic dishes
and fast food in the workplace factors were revealed. After performing regression analysis, it was
uncovered that a change in engagement in sustainable consumption through Enthusiasm and Attention
by one level can increase the employee sustainable consumption behavior at home and in the workplace
by more than 70 percent.

In terms of gender differences, it was found that males are less inclined to get engaged
into sustainable consumption in both environment (home and work) in comparison to females.
Social Learning Theory and Collaborative Consumption Theory are used to explain such behavior.
Also, it has been noted that males are willing to learn more when a masculine task is presented to
them, while sustainable consumption behavior that is associated with shopping for environmentally
friendly products and saving the environment is considered to mainly be a task for females. Thus,
it is concluded that males tend to avoid female-oriented tasks because they attempt to preserve their
macho ego and fearless image [65].

Apropos age differences, this study concludes that sustainability principles that are applied as
saving initiatives at home differ among individuals by age in the two groups under investigation.
Older (over 38 years old) individuals tend to implement more sustainability-related savings at home in
comparison to younger individuals (under 38 years old).

Since no significant differences by age were accounted for sustainability principles to be applied
in the workplace, this factor also requires further investigation. Moen and Flood [80] refer to public
engagement that they understand as an engagement in a socially recognized role to assist others in
society but not family members. Such an engagement differs with age since older people retire and can
no longer serve in a socially recognized role, therefore an investigation of these roles in future studies
would also aid the explanation of currently insignificant results for this study apropos sustainability
principles in the workplace. However, there are differences between two groups of individuals by age
regarding Avoiding plastic dishes and fast food in the workplace behavior. Older (over 38 years old)
individuals tend to avoid plastic dishes more than younger individuals (under 38 years old).

5.1. Theoretical Implications

Marketing literature offers a variety of studies on pro-environmental behavior, yet the
attitude-behavior gap exists among consumers as they tend to have positive attitudes towards
purchasing green products but when it comes to consumption, they usually buy more than they really
need for their households.

As it has been mentioned in the literature review, the majority of earlier studies use the term
engagement but do not examine the effect of it on sustainable consumption behavior, that is, they treat
it as one construct and do not differentiate between engagement in sustainable consumption and
sustainable consumption behavior. Moreover, previous research mainly focuses on the environmental,
or ecological, dimension of sustainable consumption behavior only and does not integrate the pro-social
element of sustainable consumption behavior. In other words the majority of researchers do not use the
holistic approach to examine engagement in sustainable consumption in the context of sustainability in
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their studies. Further, no studies compared work and private life environments in terms of engagement
in sustainable consumption. This study focuses on both home and work environments and examines
engagement in sustainable consumption—a sustainable consumption behavior link.

Hence, the current study offers an interesting picture on the role of engagement in sustainable
consumption and use behavior of individuals at home and workplace environments. Given that both
Social Learning and Collaborative Consumption Theories may facilitate sustainability research, it will
also be useful to further this research into the area of innovative solutions.

5.2. Managerial Implications

Our study findings indicate that Enthusiasm and Attention is the key dimension of engagement
in sustainable consumption, therefore public policy makers and firm managers need to address
this dimension when engaging working consumers in sustainable consumption at home and in the
workplace environment. Further, research findings suggest that males are less engaged in sustainable
consumption than females. To address this resistance from males, companies might develop innovative
solutions, such as online advertisements with information about the benefits of use behavior at work
for their health and for the environmental preservation. Those ads might pop-up as banners on the
computer screens at the end of the day, for example, to remind males to switch off their computer
screens and lights in the offices before leaving the premises until next day. Companies might also think
of educational strategies which would not hurt their masculine and fearless image by offering training
in sustainable consumption behavior in an online environment so that males can do the tasks at their
own convenience without others noticing their environment-related educational efforts. Once males
will get used to reminders about sustainable consumption behavior at their workplace, they will likely
exert such behavior more often in this environment. Another finding suggests that younger people tend
to engage in sustainable consumption less often than older consumers. Perhaps introducing an online
game with an online voucher for fresh food at coffee shops on site could contribute to encouraging
social learning and would foster sustainable consumption behavior of younger consumers. To address
fast food consumption in the workplace, companies might introduce short breaks during the work
hours and open more cafes in the buildings onsite where different fresh food options would be offered.
Also, an onsite shop would also be useful where fresh sandwiches might be sold to employees and such
food might be subsidized by the company as a consequence of the savings resulting from sustainable
consumption behavior at a workplace.

5.3. Limitations and Future Research Directions

As with every empirical study, this study comes with a number of limitations offering directions for
future research. First, the study is skewed more towards female consumers. Therefore, future studies
should focus on selecting a sample that represents females and males equally. Second, the study is
limited to one country under investigation in Western Europe. Therefore, the findings of this study
would be approached with caution if applied to other Western countries (e.g., [91]), developing
countries or emerging economies (see [89,92]). Third, the study did not take into consideration any
cultural differences, therefore respondents from other countries might be also included to confirm the
generalizability of the study. Finally, this study has only considered one phase of sustainable consumer
behavior, that is, use behavior, while future studies might include acquisition or disposal behavior
of individuals and test if the same results hold for engagement in sustainable consumption through
–acquisition or disposal behavior links in other environments, including at home and in the workplace.

Author Contributions: Conceptualization, L.Š. and J.B.; methodology, J.B., L.Š., A.D., Ž.P. and W.S.; validation,
L.Š., J.B. and A.D.; formal analysis, L.Š., J.B. and A.D.; investigation, L.Š., J.B. and A.D.; data curation, L.Š. and
A.D.; writing—original draft preparation, L.Š., J.B. and A.D.; writing—review and editing, L.Š., J.B., A.D., Ž.P. and
W.S.; visualization, J.B., L.Š. and A.D.; project administration, J.B., L.Š., A.D. and Ž.P.; funding acquisition, L.Š. and
J.B. All authors have read and agreed to the published version of the manuscript.

Funding: This research was funded by a grant (No. S-MIP-17-123) from the Research Council of Lithuania.



Sustainability 2020, 12, 6564 19 of 24

Acknowledgments: We would like to thank Andželika Žukauskaitė for her contribution to the data collection
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Appendix A

Section A

Engagement in sustainable consumption measure

Items adapted from So et al. [34], Calder et al. [59] and Hollebeek et al. [23].
_____________________________________________________________________________________
Enthusiasm
I spend a lot of time thinking how much damage excessive consumption makes to the environment
that surrounds us.
I like to feel that with my consumption habits I can contribute to the environmental conservation.
I follow sustainable consumption principles passionately.
My life without sustainable consumption principles would not be the same as it is now.
Being able to contribute to environmental sustainability, I feel “a better person“.

Attention

I like to learn more about sustainable consumption practices.
I pay attention to any message about consequences of excessive consumption.
Anything related to sustainable consumption grabs my attention.
I pay a lot of attention to the idea of sustainable consumption.

Identification

When someone criticizes the idea of sustainable consumption, it feels like a personal insult.
I am very interested in what others think about sustainable consumption.
When I talk about sustainable consumption, I usually say “now” rather than “at some point”.
Sustainable consumption successes are my successes.
When someone praises activities/habits of sustainable consumption, it feels like a personal
compliment.

Absorption

When I am thinking about sustainable consumption principles/activities, I forget everything else
around me.
Time flies when I am thinking how I can contribute to the preservation of
the environment.
I find it hard to stop thinking how I can contribute to creating a more sustainable world/preserve
the environment.
I feel happy when I can contribute to the promotion of sustainable consumption with my own
consumption choices.

Participation/Interaction

In general, I like to get involved in community discussions on sustainable consumption/

environment preservation.
I am someone who enjoys interacting with like-minded others about sustainable consumption.
In general, I thoroughly enjoy interacting with other people about preservation of the environment,
exchanging ideas about sustainable consumption and listening to their advice.
I often participate in public activities promoting sustainable consumption/communities.
_____________________________________________________________________________________
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Section B
Sustainable consumption behavior (use phase) at home
Items adapted from Littleford et al. [82], Blok et al. [12], Geng et al. [19], Gupta & Agrawal [17].
_____________________________________________________________________________________
Sustainability principles through saving initiatives
I follow an idea that sustainable consumption is using things in moderation.
When using things/products, I try to reduce waste.
I take due care to use all things in a proper manner.
I send things for regular service and maintenance.
I switch off my computer when leaving it for a considerable period.
I turn off light when leaving the room to reduce electricity consumption.
I conserve water at home (e.g., showering, making food, cleaning).

Borrowing and sharing things at home

Whenever possible, I borrow things/means from others.
Whenever possible, I share things/means with others.
I take due care to avoid using one-off dishes and cutlery.
_____________________________________________________________________________________
Section C
Sustainable consumption behavior (use phase) in the workplace
Items adapted from Littleford et al. [82], Blok et al. [12], Geng et al. [19], Gupta & Agrawal [17]
and Geiger et al. [18].
_____________________________________________________________________________________
Sustainability principles through saving initiatives in the workplace

In the workplace, I follow an idea that sustainable consumption means using things in moderation.
When using things/products in the workplace, I try to reduce waste as much as I can.
I prioritize borrowing things/means from others instead of buying them.
I happily share things/means with others.
I take due care to use all things in a proper manner in my workplace.
I take due care to print/copy double sided to save paper.
I switch off my computer when leaving it for a considerable period of time.
I turn off light when leaving the room to reduce electricity consumption.
I conserve water in the workplace.

Avoiding plastic dishes and fast food in the workplace

I usually eat fast food in the workplace. (R)
I take due care to avoid using one-off dishes and cutlery in the workplace.
_____________________________________________________________________________________
Section D
Demographics
_____________________________________________________________________________________
Please indicate your gender ________________.
Please indicate your age ____.
What is your marital status?
Single/have a partner/Married with children/Married without children/other
Please specify your company’s profile: International/UK-based/Other
_____________________________________________________________________________________
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