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Pro-Environmental
Purchasing Behaviour during

the economic crisis
Irene Tilikidou and Antonia Delistavrou

Department of Marketing, TEI of Thessaloniki, Thessaloniki, Greece

Abstract

Purpose – Examination of Pro-Environmental Purchasing Behaviour (PPB) and its potential
components. Investigation of the number and the size of relevant consumer segments. Determining
the factors able to describe the segment of frequent pro-environmental purchasers. This paper aims to
discuss these issues.
Design/methodology/approach – Investigation of PPB as a total multi-item variable. Disclosure of
the PPB components. Examination of the Purchase component and disclosure of its clusters. Focus on
the cluster of frequent purchasers. Estimation of the demographic, attitudinal and psychographic
variables able to describe and predict these consumers.
Findings – Two components of PPB were found, namely Conservation (high consumer
engagement in this) and Purchase (low consumer engagement in this). Inside the Purchase
component of PPB three clusters were found, indicating, respectively, low, average and relatively
high consumers’ involvement. Consumers in Cluster 3 (frequent pro-environmental purchasers)
are fewer than in the past. They were found to be negatively influenced by environmental unconcern
attitudes and Materialism, while they were positively affected by locus of control over politics
and Universalism.
Research limitations/implications – No demographic profile of frequent purchasers. Geographical
area limited (a potential) generalisation of results. Social desirability effect. Future research with reference
to evolutions in pro-environmental post-purchasing or non-purchasing behaviours during the years of
economic crisis.
Practical implications – Fewer consumers would buy ecological products if these were not comparable
enough with the conventional products in terms of price and efficacy.
Originality/value – First effort to explore the impact of the economic crisis on PPB in Greece.
Encompassed new categories of ecological products. Revealed two components inside PPB (Purchase
and Conservation) as well as number and size of consumer segments inside the Purchase component.
Formulation of a partial profile of the frequent pro-environmental purchasers. Impact of Universalism
on PPB was for the first time examined.

Keywords Ecological market segmentation, Ecological marketing, Environmental unconcern,
Green buying, Pro-Environmental Purchasing Behaviour

Paper type Research paper

Introduction
Among other socio-economic sciences, the marketing discipline “needs and wants”
to offer its own contribution to the desired, although difficult, goal of sustainable
economic development (Van Dam and Apeldoorn, 1996; Jackson, 2005, p. iv). It is to
be acknowledged that ecologically related research has never been in the mainstream
of the marketing academic community (Schlegelmilch et al., 1996; Peattie and Crane,
2006). However, there has always been a small but dynamic team of scholars, who have
paid attention to the ecologically related marketing research during the last three
decades (see among others: Antil, 1984; Balderjahn, 1988; Roberts, 1996; Kilbourne
and Beckmann, 1998; Cleveland et al., 2005; Jackson, 2005, p. 3; Tadajewski and
Wagner-Tsukamoto, 2006; Cordano et al., 2011).
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Empirical research has been useful in understanding the broad area that has been
named Ecologically Conscious Consumer Behaviour (ECCB) (Roberts, 1996; Tilikidou,
2001, p. 172). The challenge has always been to reach an efficient balance between
consumers’ preferences and business offerings. Some years ago Litvan (1995), in an
effort to motivate business managers, advocated that ecologically concerned consumers
would not get engaged in ecological consumer behaviour of any type, unless satisfactory
alternative choices were offered in the market. Accepting this argument, Tilikidou
(2001, p. 5) expressed complementary concerns that no firm would undertake the risk
and the trouble to adopt and implement an ecological strategy, unless it was forced by
regulations or convinced that there was a profitable segment of Ecologically Conscious
Consumers (ECCs) in the market. Unfortunately, research results with reference to North
America and Europe (Pickett et al., 1993; Schlegelmilch et al., 1996; Bhate, 2002;
Cleveland et al., 2005; Fraj and Martinez, 2006) verified both of the above worries
as the ecologically related market is still marginal (Peattie and Crane, 2006). Therefore,
there are still many challenges in front of the marketing academic community to
provide reliable evidence with reference to the ECCs segment, as an optimum basis for
ecologically related strategies.

The fact is that pro-environmental behavioural changes have been found very hard
over time (Thøgersen and Ölander, 2002, 2003; Jackson, 2005, p. 18; Tadajewski
and Wagner-Tsukamoto, 2006). It is to be mentioned that there have been certain
suggestions that environmental protection demands – besides public policy
regulations – a drastic decrease of overall consumption expenditures in western
societies. Reduction of consumption has been suggested by Fisk (1973), who
expected “the ‘socially responsible consumer’ to purchase products geared toward
enhancement of social or environmental welfare”, by Shapiro (1978), who supported the
perspective of “Canada becoming a conserver society rather than one following
economic growth with an ever-increasing consumption” and by the “macromarketing
approach” (Kilbourne and Beckmann, 1998, Kilbourne and Carlson, 2008 among
others), who recommend caution because green buying might very well increase
consumption.

With reference to Greece, the ecological marketing research has been introduced
during the 1990s, which was rather late in comparison to other EU countries. Tilikidou
(2001, p. 6) investigated three types of ECCB, namely Pro-Environmental Purchasing
Behaviour (PPB), Recycling and Pro-Environmental Activities, their interrelationships
and the impact of demographics and attitudes on them. Fotopoulos and Krystallis
(2002) offered significant insights with regard to the organic product market. In later
years, during a period of economic growth in Greece, suggestions about the overall
consumption reduction were followed. In order to measure this behaviour, a relevant
item was added in the PPB scale.

In this study, PPB is revisited for a number of reasons: first, there are new offers
of ecological products on the market which should be included in a PPB scale,
second, this extension of PPB might conceal some distinct components inside the
overall concept of PPB, third, there must be some distinct consumer segments in
the pro-environmental market and last but not least, a severe economic crisis erupted
in Greece some years ago and its impact on pro-environmental behaviour has not
been thoroughly examined yet.

This paper presents the results of a study that aimed to examine not just the level
of adoption of PPB but reveal its potential components, investigate the number
and size of consumer segments in the relevant market and indicate which demographic,
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attitudinal and psychographic variables are able to describe frequent pro-environmental
Greek purchasers during the period of economic crisis.

Literature review
Pro-environmental behaviour has been defined by Peattie (1995, p. 83) as “the
purchasing and non-purchasing decisions made by consumers, based at least partly on
environmental or social criteria”. In Greece, Tilikidou (2001, p. 67), based on Peattie
(1995, p. 84), understood PPB as “the purchasing behaviour based at least partly on
various environmental criteria and expressed by several choices, including primarily
purchasing products considered by consumers environmentally friendly and avoiding
to purchase products considered environmentally harmful”.

The review of the relevant literature indicated that early research (e.g. Kinnear et al.,
1974; Webster, 1975) focused mainly on conservation of energy or water. Later on,
consumption choices were incorporated (Antil, 1984; Balderjahn, 1988) while even later
the agenda was lengthened as more eco-friendly products appeared in the marketplaces
(Schlegelmilch et al., 1996; Roberts and Bacon, 1997; Tilikidou, 2001, p. 66). More recently,
there have been some studies (Thøgersen and Ölander, 2003; Cleveland et al., 2005) in
which purchasing behaviour has been examined together with other pro-environmental
behaviours (i.e. recycling and non-purchasing activities). There have also been a few
other cases, which focused on product strategy (Pujari and Wrigth, 1996), or specific
products (Fotopoulos and Krystallis, 2002; Fraj and Martinez, 2006).

A variety of demographic, attitudinal and other psychographic variables have been
employed. With reference to demographics, previous results indicated that education
has been found to be a positive predictor of pro-environmental purchase (Balderjahn,
1988; Arcury, 1990; Scott and Willits, 1994; Roberts, 1996; Tilikidou, 2001, p. 142; Tilikidou
and Delistavrou, 2005; Gilg et al., 2005). Other demographic characteristics, though, have
provided contradictory results.

With regard to attitudes, positive relationships, usually moderate, have been reported
between attitudes and self-reported purchasing behaviour (Antil, 1984; Balderjahn, 1988;
Schlegelmilch et al., 1996; Roberts, 1996; Tilikidou, 2001, p. 150; Fotopoulos and Krystallis,
2002; Fraj and Martinez, 2006). It has been many times indicated that there is a gap
between “what people think and what people do” (Peattie, 1995, p. 154; Shrum et al., 1995).
In the ecologically related research, it is expected to estimate socially desirable high levels
of concern and agreement to the necessity of environmental protection (Thøgersen and
Ölander, 2003). When behaviour is examined though, the relevant scores are never high.
We also observed that most of the scales, which have been used to measure attitudes
so far, were designed to estimate positive “pro-environmental concern” scores (e.g. Bohlen
et al., 1993; Tilikidou, 2001, p. 64). On the other hand, it has been previously claimed that
the examination of negative attitudes might hopefully be found very efficient in capturing
more sincere beliefs; those beliefs that in overall express indifference, disinterest,
recklessness about environmental issues (Tilikidou and Delistavrou, 2005). Indeed, it was
at least once indicated that an Environmental Unconcern scale provided better
understanding of how attitudes inhibit ecological buying (Tilikidou and Delistavrou,
2005), than positive attitudes indicated how attitudes motivate this type of behaviour
(Tilikidou, 2001, p. 64).

As for the psychographics, a variety of personality traits and/or individual values
have been employed to assist in the formulation of a more detailed profile of ecological
consumers. It is to be noted though that each psychographic variable has been used in
a limited number of studies. Alienation was used by Crosby et al. (1981), Balderjahn
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(1988) and Pickett et al. (1993). Kahle’s (1983) List of Values by Tilikidou (2001, p. 136)
and Fraj and Martinez (2006). Spheres of Control over politics by Henion and Wilson
(1976), Balderjahn (1988) and by Tilikidou and Delistavrou (2005). Another variable,
Political Orientation, has been introduced by sociologists (Dunlap, 1975) and later it
was adopted by some marketing scholars too (Bohlen et al., 1993; Roberts, 1996;
Schlegelmilch et al., 1996). Universalism was employed by Thøgersen and Ölander
(2002, 2003), while Materialism was introduced in the pro-environmental agenda by
Tilikidou and Delistavrou (2005).

In spite of the above presented valuable contributions, the ecologically related
marketing research has always been scant. It has offered, so far, incomplete results
with reference to the appropriate theoretical framework and measurement of pro-
environmental behaviours and also with reference to the demographics, attitudes and/or
individual differences – such as psychographics and values – that are able to describe and
predict this kind of behaviours. A relatively new meta-analysis of the determinants of
pro-environmental behaviours by Bamberg and Moser (2007) indicated similar findings to
those reported by Hines et al. (1987), who had found that the correlations between
attitudes and behavior, for example, would not have exceeded a Pearson’s r of 0.35.

In Greece, especially with reference to PPB, it has been indicated that frequent
purchasers counted for somewhat o25 per cent. These consumers were found to be
mostly women, between 35 and 44 years old, graduates with average incomes, who hold
higher level of locus of control over politics, lower levels of environmental unconcern and
mainly lower levels of materialistic values. Materialism was found to be the only variable
able to predict PPB, explaining 12.5 per cent of the variance according to the adjusted R2

(Tilikidou and Delistavrou, 2005). There are still large voids of course, which might
hopefully be partially covered by studies like this one, with reference to the insights of
PPB, as well as with reference to the factors that are able to affect this type of ECCB
during the era of this severe economic crisis in Greece and all over Europe.

Research objectives

. To examine to what extent Greek consumers are engaged in PPB in overall.

. To indicate potential components inside PPB.

. To investigate the number and size of potential clusters in the sample.

. To reveal the impact of demographics and attitudes on the cluster of frequent
purchasers.

. To reveal the influence of selected psychographic variables, namely Materialism,
Universalism and Socio-Political Control scale on the cluster of frequent
purchasers.

Methodology
Sampling
A survey was conducted among the households of the urban area of Thessaloniki, Greece
during November 2011. Respondents were approached through personal interviews taken
by senior marketing students. The sampling method was a combination of the two-stage
area sampling and systematic sampling methods (Tull and Hawkins, 1993, p. 544;
Zikmund, 1991, p. 471). A structured questionnaire that was administered to an adult
person of each of 540 households provided 510 usable questionnaires.
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Variable measurement
The main dependent behavioural variable of this survey was PPB. PPB is a multi-item
measure of 27 items and was measured on a five-point scale from 0¼ never to
4¼ always. The scale has been initially developed by Tilikidou (2001, p. 119) and was
later modified by Tilikidou (2007) in order to include preferences for recycled paper
products and avoidance of GMOs. In this study, the construct was further lengthened
in order to encompass some new ecological offerings in the Greek market, such as
electrical equipment, a variety of organic food products, etc. The examination of
“overall consumption reduction”, as well as conservation of energy and water, were
included in the present form of the purchasing scale, too.

With regard to attitudes, it was decided to accept previously made suggestions that
negative attitudes could be found to be a stronger predictor of behaviour than positive
attitudes did and thus the Environmental Unconcern scale (Tilikidou and Delistavrou,
2005) was adopted. The scale contains 18 items and includes negatively phrased
attitudes that in overall express consumers’ underestimation of environmental problems
and environmental protection. It should be also mentioned that these attitudes do not
concern general environmental issues, such as the greenhouse effect or the extinction of
species. The scale contains consumption-oriented items, such as “I believe ecological
products are more expensive” or “[y] hard to find”, or “[y] of lower quality”, or “I don’t
believe that the environment would have been protected if we used less water, electricity
and oil”, etc. Therefore, the content of the scale (negatively phrased, consumer-oriented
items) might hopefully provide better evidence of negative impact on the behaviours
under examination.

With regard to psychographics, the literature review indicated that socially oriented
variables, like societal values, might be found better correlates of pro-environmental
behaviours (Tilikidou and Delistavrou, 2005). So, materialistic values, universalistic
values and locus of control over politics were selected for this study. All of them had
indicated relationships with pro-environmental behaviours in the past. Therefore, we
had better examine their relevant magnitude during this period of economic crisis.

Materialism represents “the satisfaction in life and happiness derived by the possession
of material goods” (Richins, 1987, p. 352; Ger and Belk, 1996). As environmental protection
needs drastic decrease of over-consumption, pro-environmental behaviours are expected to
be found negatively affected by consumers’ bond to material goods and pleasures
(Moisander and Pesonen, 2002). The scale of Materialism contains 21 items and was
adopted from Ger and Belk (1996). The Universalism sub-scale, six items, adopted from
Schwartz’s (1992) List of Values, was included too, to examine “people’s concerns about
other people’s problems and well-being”. Last, the Socio-Political Control scale of the
Spheres of Control over politics was added in the investigation. This measure examines
“the consumers’ perceptions about their own ability to affect and control the national and
global socio-political evolutions” (Robinson et al., 1991, p. 428). The scale contains ten items
and was adopted from Paulhus (1983). All the aformentioned constructs were measured on
a five-point Likert scale from 0¼ completely disagree to 4¼ completely agree.

With regard to demographics, gender, age, education, occupation and income were
selected and measured on the NSSG scales.

Results
The demographics of the sample were tested through w2 and no statistically significant
differences with the relevant parameters of the population were found. The internal
consistency of each multi-item variable was approached through Cronbach’s a
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calculation and provided the following results: PPB 0.912, Environmental Unconcern
0.852, while Materialism, Universalism and Socio-Political Control scale provided
0.7346, 0.8699 and 0.7607, respectively.

Descriptive statistics
PPB takes theoretical values from 0 to 108. Providing a mean of 46.9175 indicated a
rather low engagement of the sample in all pro-environmental behaviours as a whole.
Observation (Table I) of the separate items’ means indicated that some of them were
found significantly higher than the majority of the others (see, e.g. A19, A20). For this
reason, it was decided to employ principal component analysis (PCA) in order to
explore distinct components inside the overall PPB concept.

PCA in PPB
The two necessary tests for PCA provided exemplary values (KMO¼ 0.904 and
Bartlett’s p¼ 0.000). As, expected the results of PCA indicated two sub-measures. It is
observed (Table I) that the first component includes all items that concern preferences
for ecological products, such as detergents, organic products, eco-labelled products,
bulbs, electrical equipment, etc. The second component includes conservation of
energy and water, overall consumption reduction, avoidance of GMOs and preference
for large packages. Thus, the first component was named Purchase and the second
Conservation. Purchase grouped 22 items (a¼ 0.928), takes theoretical values 0-88 and,
with a mean of 33.6798, indicates low consumer engagement. Conservation grouped
five items (a¼ 0.741), takes theoretical values 0-20 and, with a mean of 13.2510,
indicates rather high consumer engagement.

Clustering the purchase component
In an effort to obtain a closer understanding of the Purchase component, K-means
cluster analysis was utilised, as it classifies cases into relatively homogeneous groups,
indicating distinct for each group degree of involvement in the behaviour under
examination (Malhotra, 1999, p. 610). K-means is very useful to estimate the number
and size of potential market segments. In this analysis, the five items of the
Conservation component were omitted. It is obvious that these items do not express
actual pro-environmental choices. Although the relevant behaviours might indeed
protect the environment at least indirectly, the PCA separated them from the other
purchasing behaviours. In fact, it should be discussed if behaviours like “reducing
energy, water and overall consumption” were motivated by financial reasons during
the period of the economic crisis and not by conscious pro-environmental choices. So,
only the 22 items of the Purchase component were entered in the K-means analysis.
This approach was followed in an effort to investigate the clusters of those consumers
that can be faced as meaningful market segments of actual pro-environmental
preferences vs conventional alternatives.

The most interpretable solution indicated three clusters (Table I). Cluster 1 joined
212 cases (41.65 per cent) of those consumers, who obtained the lower scores
in all items, Cluster 2 joined 205 cases (40.27 per cent) of those, who obtained
scores higher than those in the first cluster, but considerably lower than those in the
next cluster and Cluster 3 joined 92 cases (18.08 per cent) grouping consumers,
who obtained the highest scores in all cases. The three clusters indicated relatively
lower, average and higher degree of involvement in the Purchase component of
PPB, respectively.
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Cluster 1 joined more than four out of ten consumers, who never or very rarely choose
to buy any ecological product or adopt any ecological alternative purchasing
behaviour. Cluster 2 joined four out of ten consumers, who are occasional pro-
environmental purchasers, rarely buy organic food or toiletry but they would buy eco-
friendly detergents and/or recycled paper products, if those were not more expensive
than the conventional products. Of course, Cluster 3 (higher cluster centres) is the most
important in terms of pro-environmental actual purchases. However, it is observed that
even in Cluster 3 there are hardly any behaviours that are always adopted by consumers.
Relatively more frequent purchasers (Table I) often buy those eco-detergents that can
guarantee environmental protection (A08), often buy products in recyclable packaging
(A17), recycled paper products (A11, A09, A10) and energy saving light bulbs (A24). It is
to be mentioned that the most preferable behaviours in all three clusters are those that
concern preference of energy saving light bulbs, electrical equipment and avoidance of
disposable products (A24, A26, A27).

Analysis of the results
First, the one-way ANOVA was employed in order to examine the differences in the
means of the Purchase component of PPB across the categories of each demographic
variable. No statistically significant relationships were found.

Then Pearson’s parametric correlations were applied in order to explore the
sign and strength of any statistically significant relationships between PPB
(as a whole) and each one of the independent variables (attitudes and psychographics),
and each one of the Purchase clusters and each one of the independent variables
(attitudes and psychographics).

In Table II it is observed that PPB (as a whole) provided the following statistically
significant ( po0.001) relationships: a negative and moderate relationship with
Environmental Unconcern (r¼�0.376), a positive and moderate relationship with the
Socio-Political Control scale (r¼ 0.295), a negative and weak relationship with
Materialism (r¼�0.200) and a positive and weak one with Universalism (r¼ 0.143).
On the other hand, the Purchase component in Cluster 3 (frequent purchasers) indicated a
considerable negative relationship with Materialism (r¼�0.388) and two positive,
moderate relationships with the Socio-Political Control scale and with Universalism
(r¼ 0.295 and 0.297, respectively). The stronger relationship (negative, moderate) was

Pro-environmental
Purchasing Behaviour (PPB)

Purchase component
of PPB

Cluster 1 Cluster 2 Cluster 3

Environmental
Unconcern

r �0.376 �0.338 0.155 �0.482

Sig. 0.000 0.000 0.026 0.000
Materialism r �0.200 0.021 0.012 �0.388

Sig. 0.000 0.764 0.867 0.000
Socio-Political
Control scale

r 0.295 �0.005 0.015 0.295

Sig. 0.000 0.943 0.834 0.004
Universalism r 0.143 0.085 �0.196 0.297

Sig. 0.001 0.219 0.005 0.004

Table II.
The correlates of
pro-environmental
purchasing behaviour
and the purchase clusters
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indicated between the Purchase component in Cluster 3 (frequent purchasers) and
Environmental Unconcern with (r¼�0.482).

Multiple regression analysis (stepwise method) was then applied in the sub-sample
of Cluster 3 (frequent purchasers) vs all the above mentioned independent variables.
The analysis revealed that the interaction between Environmental Unconcern (EU) and
Materialism (M) can explain 24.9 per cent of the variance of Purchase in the sub-sample
of frequent purchasers. The other variables were excluded by the results of the
following final equation:

Purchase in Cluster 3 ðfrequent purchasersÞ¼ 69:123� 0:385 EU� 0:205M

ðAdjustedR2 ¼ 0:249Þ

Discussion, conclusions and implications
This study, at least to an extent, updated our knowledge with reference to one of the
ECCB types, namely the PPB in Greece. The examination encompassed new categories
of ecological products and revealed two components inside PPB, namely Purchase and
Conservation. Consumers declared high adoption of Conservation and low involvement
in actual Purchase. Focus on the Purchase component of PPB indicated that there
are three segments in the market. It is to be mentioned that the size of Cluster 3
(frequent purchasers) in this study (18.08 per cent) is certainly lower than a previous
measurement (24.10 per cent), while these consumers make green choices less
frequently than in the past; also, the size (41.65 per cent) of Cluster 1 (consumers, who
almost never act pro-environmentally) is definitely larger than the relevant segment
some years ago (34.14 per cent) (see: Tilikidou and Delistavrou, 2005). Besides the fact
that some of the ecological products are usually considerably more expensive than the
conventional products, it should be also taken into consideration that during the
economic crisis the incomes of the Greek working classes are being dramatically
reduced, while the prices of main commodities are constantly increasing. Therefore, we
might reasonably conclude that conservation behaviours are largely driven by
financial motives rather than environmental concerns while financial reasons also
restrict actual pro-environmental purchasing choices.

Differences were also found with reference to the factors that might be able to affect
Cluster 3 (frequent purchasers) in comparison to the whole sample. Almost all
independent variables (Environmental Unconcern, Materialism and Universalism)
seem to provide stronger correlations in Cluster 3 than in the whole sample, or in any
other cluster. The Socio-Political Control scale is an exception, as it seems to equally
affect both Cluster 3 and the whole sample (see Table II). These results seem to be in
line with previous estimations in the same geographical area (see: Tilikidou and
Delistavrou, 2005). The impact of Universalism on PPB was for the first time
investigated within Greek consumers. The correlation found (positive, moderate) is
consistent with the results of Thøgersen and Ölander (2002, 2003). The latter authors
came to the conclusion that those Danish consumers, who declared respect toward
other people’s rights and toward nature, were more likely to make environmentally
friendly purchasing choices.

In an effort to provide useful implications to the green market, it is to be noted that
from 2007 to 2008 the increase in the organics’ market had reached 30 per cent
(ICAP, 2011), while the relevant percentage dropped down to 5 per cent between 2009
and 2010 (ICAP, 2012). Unfortunately there is a great chance that the forthcoming
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sector studies will evince larger decline in demand for ecological products. Marketers
should realize that over time fewer consumers would buy ecological products if these
were not comparable enough with the conventional products in terms of price and
efficacy.
On the other hand, as Pujari and Wrigth (1996) predicted some years ago, these days
it is getting harder than ever to estimate the overall impact of social corporate
responsibility or any type of “greenness” on any company’s total profitability. It is to be
noted that gross profits of domestic SMEs, in the organic product sector, decreased by
49.4 per cent due to a decline of 10.9 per cent in sales between 2009 and 2010 (ICAP, 2012).

Limitations and future research suggestions
It is a limitation of this research that the analysis failed to formulate any demographic
profile of frequent pro-environmental purchasers, as consecutive studies in the same
geographical area have many times indicated that those, who enhance pro-environmental
behaviours, are better educated consumers, who hold relatively higher incomes (Tilikidou
and Delistavrou, 2005; Tilikidou, 2001, p. 186, 2008, p. 135). Another limitation of this
study is that the generalisation of results to the whole Greek population is limited as this
study has been conducted in the Thessaloniki urban area. Also, a social desirability effect
must be always taken into account in self-reported surveys, especially in topics related to
social welfare.

It is to be further noted that academic research in the future should be particularly
careful with the suggestion for overall reduction of consumption as a prerequisite of
environmental behavioural change. As stated in the introduction of this paper, the
relevant suggestions have guided the theoretical basis of excellent research papers
during a considerable number of years within the marketing academic community. It
seems, however, that the decrease in overall consumption does not facilitate a shift to
either eco-products or environmental protection of any kind. With reference to the
Greek economy, there was a steady annual increase in consumption until the outbreak
of the economic crisis. For example, there was an increase of 8.86 per cent from 2007 to
2008 (EL.STAT, 2012). During the years of economic crisis consumption is decreasing.
For example, there is a certain decrease of 4.15 per cent in overall consumption of
households between 2010 and 2011. However, certain environmental indices do not
indicate improvement. For example, Greece is far away from the European goals with
reference to recycling, share of renewable resources in gross final energy consumption,
while energy dependence increased by 1.35 per cent between 2009 and 2010
(Eurostat, 2012) despite the constantly increasing depression in the Greek economy.
The “Greek paradigm” indicates more or less that the economic crisis is most probably
hostile to the environment. So, it is to be noted that we should be really cautious to
suggest overall consumption reduction in the future. This suggestion might be
considered as a scrupulous imperative for certain over-consuming parts of the
population in certain western countries. However, with regard to countries,
which suffer from depression, it cannot and should not be suggested to limit their
social safety net, while masses of people lose their jobs or the main part of their
annual incomes.

Nevertheless, future research is needed in order to expand our knowledge with
regards to evolutions in the other types of ECCB during the years of the economic
crisis; pro-environmental post-purchasing or non-purchasing behaviours should be
accordingly examined. More potentially influential factors should be added to the
investigation, while the demographics of ECCs need to be further revealed.
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