
 

 

The Influence of Communication for Sustainable Actions on 

Purchase Intention and Moderator Effect of Type of Consumer 
 

The objective of this research was to analyze: i) purchase intent of green vs non-green 

consumers after exposure to different stimuli communication (combinations company’s 

newsletter vs newspapers and shares Corporate Social Responsibility vs other actions); ii) the 

relationship between (economic, social and environmental) dimensions of a strategy 

Corporate Social Responsibility (CSR) and purchase intent; iii) the moderating effect of the 

green consumer in this relationship. Through a survey it was shown a relationship between 

the economic and environmental dimensions of CSR and purchase intent stimulate actions of 

CSR. The moderating effect of consumer type was significantly associated with such stimuli. 
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Introduction 

 
The issue of social participation of companies emerged in the early twentieth century with 

philanthropy. However, this idea evolved with the exhaustion of the industrial model and the 

development of post-industrial society, incorporating concepts such as volunteering, corporate 

citizenship, corporate social responsibility (CSR) and sustainable development (Tenório et al., 

2004). Large corporations began to revise their business models. Previously accepted norms 

and beliefs are being put to the test (eg, exorbitant executive compensation, hostile takeovers, 

management structures and return to shareholders) (Prothero et al., 2010). 

Another concept has gained wide global exposure, the notion of the "triple bottom line" - also 

known as the three P's (people, planet and profit), that entrepreneurs should take into account 

in their decision-making process. I.e., for an organization to be sustainable, it must be 

financially viable, socially just and environmentally responsible.  In this process, more 

organizations are making sustainable development and, therefore, the CSR an important 

strategic objective (Barbieri et al., 2010). The literature review presents a lack of studies 



 

 

evaluating consumer behavior by the view of strategic actions based on the triple bottom line 

(dimensions: economic, social and environmental) (Choi & Ng, 2011). The announcement of 

CSR shares by companies has grown substantially in recent years and continues to increase 

(Wagner et al., 2009). Wagner et al. (2009) point to possible reasons for that the skepticism of 

how business practices affect people. Some large multinational corporations (Nestlé, Nike and 

Wal-Mart) criticized for their CSR agendas in the past, now have clear strategies for 

environmental sustainability permeating all strategic levels of their organizations (Prothero et 

al., 2010). According to the literature, the CSR can positively influence consumer response to 

products or services of the company (Choi& Ng, 2011). Despite the great attention given to 

sustainability in recent years, sales of sustainable products, i.e., with positive social and 

environmental attributes, it still represents only a small portion of total demand (Prothero et 

al., 2011). This highlights the disparity between attitude-purchase intentions by consumers in 

relation to it and their actual behavior (Luchs et al., 2010). That is, an individual concerned 

with the environment does not necessarily have green behavior by setting the value-action gap 

(Pickett-Baker & Ozaki, 2008).The value-action gap materializes in the current Dominant 

Social Paradigm (DSP), not convergent with issues of environment and sustainability 

(Prothero et al., 2010). For Prothero et al. (2011), sustainable changes in consumption and 

lifestyle depend on and/or being integrated through fundamental changes in the dominant 

world through a new vision of the alternative model of environmental paradigm. This 

discourse would need to break paradigms, changing beliefs and values in relation to 

consumption, already rooted in contemporary society. Change is complex and encompass 

behavioral actions by individuals and organizations. It is argued here that other ways of 

influencing and change the DSP would lessen the value-action gap by improving the 

assessment of the company by the point of view of the consumer strategy, increasing its 

purchase intention. 



 

 

Hence, this article aims to examine: i) the green and not green consumers "Purchase 

Intention" after exposure to different stimuli communication (combinations company’s 

newsletter X newspaper and actions of CSR x other actions); ii) the relationship between 

(economic, social and environmental) dimensions of CSR strategy and "Purchase Intention"; 

iii) the moderating effect of the "Consumer Type" (green x non-green) in the relationship 

between (economic, social and environmental) dimensions of CSR strategy and " Purchase 

Intention". It is considered that the statement of CSR influence the actions of "Purchase 

Intention", contributing to the decrease in the value-action gap and thus the transformation of 

the Dominant Social Paradigm. 

Corporate Social Responsibility 

 
With the pressure of society, the market and governments, companies found themselves 

"obliged" to incorporate environmental management within their strategic CSR discourse. 

Thus emerged the concept of the "the triple bottom line". The correct deployment of shares by 

companies CSR is still incipient. According to a survey conducted by the UN in 2013, 1,712 

companies in 113 countries adopted the strategic policy "Global Compact", pledging to align 

its operations with a set of standards CSR (UNGC, 2013). Search results elucidate a disparity 

between "say" and "make". While 65% of companies are treating the CSR board level (CEO), 

only 35% of them are training managers and integrating sustainability into their strategies and 

operations. Acceptance speech by businesses of sustainable development was, at first, from 

outside to inside. I.e., a reaction to social criticism and governments accountable for these 

organizations for environmental degradation of the planet. Only recently, part of this current 

has been considered a factor in business competitiveness (Barbieri et al., 2010). Perhaps this 

difference may arise from communication actions CSR through company newsletters or other 

media. However, the importance of implementing and communicating actions CSR can go 



 

 

beyond organizational competitiveness goals. The main benefit may be related to the 

transformation of DSP, driven by changes in consumer behavior, as discussed below. 

The Dominant Social Paradigm and Value-ActionGap 
The term DSP is defined as "the set of norms, beliefs, values, habits, forming the worldview 

most commonly performed within a culture" (Pirages & Ehrlich, 1974 cited in Kilbourne, 

2004). The emphasis on consumption, a component present in contemporary society, is 

central in the current DSP and more recently has been associated with materialism. According 

to Varey (2010) consumer culture is a reaction to the emptiness of welfare when basic needs 

are satiated. The paradigms contain symbolic generalizations accepted by members of a 

society, the models of the relationship between objects of interest and the evaluation criteria 

by which effectiveness is judged. Thus, the paradigm serves as an ideology and principles 

oriented become self-evident to the members of the company and do not require justification 

(Kilbourne, 2004). In developing the DSP, the priorities of the ruling class, such as economic 

growth, are taken as given and the ultimate target is obtained from them. This ensures that the 

ends are consistent with the means and the legitimacy of the status quo is guaranteed. For 

capitalism, the primary goal is the pursuit of economic growth and not produces high levels of 

social justice. In this DSP is rationality as it is compatible with the production of material and 

capital accumulation (Kilbourne, 2004). The growth would be the only policy for progress, 

improving absolute welfare. Data from two surveys show the current DSP based on 

consumption rather than sustainability. According to research conducted in Brazil by the 

Ministry of Environment in 2012, 53% of consumers do not even know the concept of 

sustainable development. Among those who know (47%), only 26% correctly defined it as 

"caring for the environment, people and economy of the country at the same time" (MMA, 

2012). In another survey conducted globally by the United Nations in 2005, 40% of 

consumers are willing to buy "green" products, but only 4% actually do (UNEP, 2005). This 

data sets the value-action gap (Pickett-Baker & Ozaki, 2008). For Kollmus and Agyeman 



 

 

(2002) no single theoretical model adequately explains the gap between environmental 

awareness (value) and pro-environmental behavior (action). However, often consider the 

value-action gap can arise when a pro-environmental behavior does not track personal 

interest. This gap is problematic in the current context because of its direct impact on 

sustainability and its indirect effects on manufacturers of alternative sustainable products and 

companies with CSR (Prothero et al., 2011). But mainly, it directly influences the DSP. 

Hypothesis’ Development 

 
According to the literature, the CSR can positively influence consumer response to a product 

or service of the company. In theory, it appeared to increase consumer identification with the 

corporation, or what is known as identifying consumer-corporation (CC). The CC 

identification is described as the degree of mutual sharing of a consumer and their perception 

of the corporation. However, this literature has to provide an analysis of the meaning of 

sustainability to consumers, more precisely, the notion that different dimensions of 

sustainability can be recognized and are important to consumers (Choi & Ng, 2011). The 

communication of what is done in terms of shares of CSR influence the buying behavior of 

individuals. In line with this assumption, Schaefer and Crane (2005) awareness about 

sustainable consumption can help achieve sustainability. With the same idea Pickett-Baker 

and Ozaki (2008) investigated the influence of marketing communications and brand on the 

process of buying "green" consumer products. From another angle, Wagner et al. (2009) 

analyzed the effects of communication strategies that a company can use to mitigate the 

impact of inconsistencies on consumer perceptions of corporate deception and thus on beliefs 

about and attitudes towards CSR relation to the company. So, it is argued here that 

communicate actions CSR may help to reduce the value-action gap, influencing the 

transformation of the current DSP based on consumption. However there is evidence that the 

source of information about CSR can generate different responses. For example, in survey of 



 

 

Wagner et al. (2009) consumer perceptions of communications (through newspaper and 

company newsletter) about corporate hypocrisy had significant negative impact on attitudes 

toward the company. Thus, communicating actions CSR through the tripod of sustainability: 

economic, social and environmental, may influence the purchase intention (PI) of consumers. 

Thus, (H1): the PI is higher (versus no different) when the consumer is exposed to 

communication actions CSR (versus other actions) by company´s newsletter and newspapers. 

Prothero et al. (2010) argue that the discourse of green commodities influence the lifestyles is 

a logical step in the transition to a sustainable society. In recent years, has seen mainly two 

types of consumers, according to the green commodity speech. The ones who buy for macro 

reasons: fair trade, ethical, sustainable consumption, and those who do it for micro reasons: 

personal and local, not necessarily related to sustainability (Prothero et al., 2010). Although 

the challenge is to raise the consciousness and awareness about the importance of sustainable 

consumption among all consumers, it is necessary and feasible in the short term, start with the 

"green" consumers, because already share a vision of sustainability, and from there, other 

consumers can follow the same path (Prothero et al., 2011). 

According to Luchs et al. (2010), the sustainability of the product may be attractive as a virtue 

in it, or it can be either an "active" as a "passive" with respect to preference and consumer 

choices affecting the perceptions of other product’s attributes. Pickett-Baker and Ozaki (2008) 

confirmed the existence of the action-value gap. Effective use of the market in the sale of 

“green" products should be part of marketing strategies. One such strategy would be to 

communicate the actions of CSR. Luchs et al. (2010) show that the presence of sustainability 

affects consumer judgments about other attributes. CSR initiatives have positive impacts on 

reviews of products and companies; however, this will depend on the product type and 

attributes valued by consumers. So how initiatives CSR has no effect on behavior, is expected 

to communicate them to consumers this effect is potentiated. However, this will depend on 



 

 

the type of consumer (Prothero et al., 2010). So, we expect that (H2): the green consumer PI 

(green vs. non-green) is different (versus no different) when exposed to communication 

actions CSR (versus other actions) by both newsletter and company´s newspaper. 

Consumer’s perspective through the antecedents and consequences of perceived CSR has 

already been examined by Stanaland et al. (2011) supporting the fact that financial 

performance and perceived ethical statements influence the perception of CSR quality and, in 

turn, affect the perception of corporate reputation, trust and consumer loyalty. While Choi and 

Ng (2011) indicate that consumers favor sustainability in two dimensions (economic and 

environmental) through positive reviews of the company and purchase intent. Furthermore, 

most consumers respond negatively to low sustainability regarding the high sustainability of 

the company. On the other hand, consumers respond more negatively to bad commitment to 

caring for the environment on the economic sustainability (Choi & Ng, 2011). However, there 

is a lack of attention to sustainability as a concept with multiple dimensions (economic, social 

and environmental), which represents a gap in the marketing literature (Choi & Ng, 2011). 

Thus, we propose that (H3): there is (there is not) a relationship between economic, social 

and environmental dimensions of CSR strategy and PI consumer, when exposed to CSR 

communication actions (versus other actions) through newsletter and Company´s newspaper. 

(H4): The Type of Consumer (green and non-green) moderates (not moderate) the 

relationship between, when exposed to communication actions CSR (versus other actions) 

economic, social and environmental dimensions of CSR strategy and consumer PI through 

newsletter and company´s newspaper. 

Method 
To test the hypothesis an online survey was conducted in four stages, each using different 

communication stimuli. In the first, respondents were exposed to company´s newsletter 

communicating CSR actions. Subsequent surveys showed some stimuli to respondents: news 

in newspaper with shares of CSR, company´s newsletter with other strategic actions and story 



 

 

news with other strategic actions. Respondents, who agreed to participate spontaneously, had 

access to only one stimuli. The sampling framework were users of one of the largest private 

company of insertion youth in the labor market. The four stimuli and questionnaire were 

available in different sequential periods, for a total of 73 days from January to April 2013.  

Preparation of stimuli  

 
The questionnaire was administered in four phases, with a different stimulus presented in each 

one. The actions of CSR vs other actions (other than CSR or negative) publicized by the 

company’s newsletter vs newspapers. It was adapted from Wagner et al. (2009), based on the 

tripod of sustainability (environment, social and economic). 

Collection instrument and procedures 
The questionnaire had four parts. In the first, respondents evaluated their sustainable behavior 

through 14 items of the environmental performance Roper Starch Worldwide scale (Picket-

Baker &Ozaki, 2008). This scale allows to split consumers as "green" or "non- green”, from 

their behavior in day-to-day uses by four point Likert-type ranging from 1 (never) to 4 

(always).  It was then presented to respondents the fictitious company Supermarket. 

"Supermarket is one of the largest supermarket retailers. Own network of stores nationwide, 

offering a wide variety of products.The Supermarket sells at very competitive prices. Their 

stores are beautiful and attractive, and very popular”. Following, participants were asked to 

imagine they were regular buyers of it and, therefore, received a company’s bulletin, 

communicating actions of CSR or other actions. After exposed to the stimuli, in the second 

part, participants rated their PI in relation to its products by five-items, five point Likert-type, 

ranging from 1 (strongly disagree) to 5 (strongly agree) adapted from Creyer and Ross (1997). 

In the third part, respondents evaluated the (economic, social and environmental) dimensions 

of CSR strategy based on tripodof sustainability. The economic dimension (E) includes the 

company's obligations to produce goods and services that society wants and sell them 

generating profit and shareholder value (Carroll, 1979). The scale was adapted from Maignan 



 

 

and Ferrel (2001b). It is a seven-item Likert-type ranging from 1 (strongly disagree) to 5 

(strongly agree) on a Likert five points. The social dimension (S) is the acceptable conduct 

determined by the company and all involved stakeholders, respecting the laws and 

regulations, offering products within safety standards and regulatory policies of the 

government, engaging in social roles not legally binding, generating improvements to society 

(Carroll, 1979). For the present study, the scale was adapted from Maignan (2001), choosing 

four-items, five point Likert-type, ranging from 1 (strongly disagree) to 5 (strongly agree).The 

environmental dimension (A), based on the concept of eco-efficiency that is achieved by the 

delivery of goods and services that satisfy human needs, bringing quality of life at 

competitive prices, progressively reducing ecological impacts throughout the life cycle, taking 

into account the carrying capacity of the Earth (Desimone & Popoff, 1997 cited in Choi & 

Ng, 2011). The scale was adapted from Choi and Ng (2011). It is three-items, five point 

Likert-type ranging from 1 (strongly disagree) to 5 (strongly agree). 

Presentation and Analysis of Results  
The socio-demographic characteristics of the sample are shown in Table 1.  

Table 1: 
Profile of survey respondents 

Items Frequency Percentage 

Total 1703 100,0 

Consumers 'green' 1071 62,9 

"Non-green" consumers 632 37,1 

Women 1074 63,1 

Age (upto 25 years) 1321 77,1 

Collegestudents 1021 60,0 

High SchoolStudantes 564 33,1 

StateofSão Paulo, Brazil 1266 74,3 

 

Review the Sample and Psychometric Properties of the Scales 
Measures of adequacy of factor analysis to Hair et al. (2005) values larger than 0.60 of KMO 

test (Kaiser-Meyer-Olkin) are considered acceptable. All KMO values for each of the scales 

showed superior to 0.768 which is admirable and well above the minimum acceptable (see 

Table 2). Table 2 also shows that all variables show adequate levels of reliability, with 

Cronbach's alphas (> 0.801) and greater than 0.60 (Hair et al., 2005). 



 

 

Table 2: 

Values of Loads Fatoriais, Test Bartlett, KMO and Cronbach's Alpha 

Scale Load Fatorial Test of Sphericity 

Bartlett 

Test Kaiser-

Meyer-Olkin 

(KMO) 

Cronbach’s 

Alpha 

Environmental behavior 0,565 a 0,837 0,000 0,863 0,801 

Purchaseintention (PI)* 0,863 a 0,900 0,000 0,906 0,930 

Economic (E)* 0,554 a 0,834 0,000 0,893 0,896 

Social (S)* 0,900 a 0,943 0,000 0,851 0,937 

Environmental (En)* 0,940 a 0,955 0,000 0,768 0,943 
Note. * All variances were grouped into a single factor. 
 

The effect of CSR communication actions - We conducted an ANOVA 2 (actions: the CSR 

X other action) x 2 (media: company’s bulletin X journal). The independent variables were 

communication and media and the dependent variable was the PI. The results, Table 3 and 

Figure 1, shows that the PI is higher for stocks ofCSR over other actions, both for the 

company newsletter as the newspaper (F=1575.6; Sig=0.000) but no differences between the 

media (F=0.604, Sig=0.437). Therefore, H1 was supported. 

Table 3: 

Averages of Purchase Intention  

Disclosure Communication Average Standard 

Deviation 

N 

 
Figure 1. Purchase Intention X media 

Newspaper 

OtherActions 1,50 0,779 494 

ActionsofCSR 3,38 0,877 437 

Bulletin 

OtherActions 1,67 1,03 401 

ActionsofCSR 3,26 0,911 371 

 

Purchase Intention X type of consumer ("green" x "non-green") - We conducted an 

ANOVA 2 (type of consumer: green x non-green) x 2 (actions: CSR X other action) x 2 

(media: company’s newsletter X journal). The independent variables were type of consumer 

actions and media. The dependent variable was the PI. Figures 2 and 3 show the results. It is 

observed that the green consumers PI is different and higher than non-green consumers for 

both company´s newsletter and newspaper for CSR actions (F=16.812, Sig=0.000). However, 

there were no significant differences when other actions are communicated for both 

newspaper and company´s newsletter (F=0.069, Sig=0.792). Therefore, H2 was supported. 



 

 

  

Figure 2. Company’s bulletin Figure 3. Newspaper 

 

Purchase Intention X Dimensions of CSR Strategy - To test it, we used linear regression 

between the dependent variable (PI) and the Economic (E), Social (S) and Environmental 

(En) dimensions of CSR strategy.Hypothesis H3 was splitted in four as seen in Figure 4. 

H3a: There is a relationship between (economic, social and environmental) dimensions of a strategy CSRand  

PIconsumer, when exposed to communication actions CSR through the company newsletter. 

H3b: There is a relationship between (economic, social and environmental) dimensions of a strategy CSRand  

PIconsumer, when exposed to communication actions CSR through the newspaper. 

H3c: There is no relationship between (economic, social and environmental) dimensions of a strategy CSRand  

PIconsumer, when exposed to the statement of other shares through the company newsletter. 

H3d: There is no relationship between (economic, social and environmental) dimensions of a strategy CSRand  

PIconsumer, when exposed to the statement of the actions of other actions by the newspaper. 

Figure 4. Sub-hypotheses H3 

 

H3a results indicate that there is a relationship between PI and the economic dimension of the 

CSR strategy(PI=1.733+0.378. E) by5% significance(F=45.051, Sig=0.000) explaining 10.8% 

of it. Therefore, H3a was partially supported. H3b results confirm that there is a relation 

between PI and the (En and E) dimensions of CSR strategy (PI=1,632 + 0,234.En + 0,161.E) 

by 5% significance (F=22.808, Sig=0.000), explaining 9.1% of it. Therefore, H3b was also 

supported, although the social dimension has not entered into the model. Regarding H3a, 

these results are somewhat different, because another dimension of the CSR(En) strategy was 

included, possibly suffering influence of the disclosure, the newspaper said. The results of 

H3c indicate that there is no relationship between PI and the dimensions of the CSR strategy 

by 5% significance. Therefore, H3c was supported. The communication of other actions 

(other than CSR or negative news) affects the buying behavior of the consumer ("green" and 

"non-green") in relation to the Supermarket. The results indicate that there H3d relationship 



 

 

between PI and the dimensions of the CSR strategy, but only the size (E) entered the model 

(PI=2,157 - 0,161.E; F=19.923, Sig=0.000), explaining only 3.7% of it. Although the model 

explains very little, it is interesting to note that the statement of Supermarket’s other actions 

(negative news) in the newspaper, will lead to decrease in PI. Therefore, H3d was not 

supported. Regarding H3c, this result is quite different and, even with the release of other 

stocks in the newspaper, consumers still buy the company's products, albeit on a smaller 

scale. Perhaps this result is due to the fact that people distrust information provided by media. 

Purchase Intention X Dimensions of CSRModerating Effect of the Type of Customer 

("green" x "non-green") - Hypothesis H4 was splitted in four as seen in Figure 5. 

H4a: The type of consumer (green x non-green) moderates the relationship between (E, S and En) dimensions 

of CSR and PI when exposed to consumer’s communication actions CSR through the company’s newsletter. 

H4b: The type of consumer (green x non-green) moderates the relationship between (E, S and En) dimensions 

of a strategy CSR and PI when exposed to consumer’s communication actions CSR through the newspaper. 

H4c: The type of consumer (green x non-green) does not moderate the relationship between (E, S and En) 

dimensions of CSR and PI when exposed to the statement of other shares through the company’s newsletter. 

H4d: The type of consumer (green x non-green) does not moderate the relationship between (E, S and En) 

dimensions of CSRand  PIwhen exposed to the statement of other actions by the newspaper. 

Figure 5. Sub-hypotheses H4 

 

The results indicate that there is a moderating effect of consumer’s type, PI and economic 

dimension of CSR (PI=1.625+0.364*E+0.314*Green_Consumer) by 5% significance 

(F=29.525, Sig=0.000), explaining 13.4% of it. Thus, H4a was supported. The results also 

indicate the moderating effect of consumer’s type, PI and the (En and E) dimensions of CSR 

(PI=1.78+0.324*En+0.246*E*Green_Consumer-0.184*En*Green_Consumer) by 5% 

significance (F=19,037; Sig=0.000), explaining 11% of it. So, H4b was also supported. 

Regarding H4a, the results are slightly different, mainly due to the moderating effect of 

consumers and their interactions with (En and E) dimensions of the sustainability tripod. For 

H4c, the results show that the type of consumer does not alter the absence of PI and the 

relationship between the dimensions of the CSR strategy, supporting the hypothesis. Finally, 

H4d confirmed that the type of consumer does not moderate the relationship between the 

dimensions of strategy CSR and PI (PI=2.157-0.161*E) by 5% significance (F=19.923, 



 

 

Sig=0.000), explaining 3.7% of it. Therefore, H4 was supported. Observe that this result is 

exactly the same as H3d, which did not consider the type of consumer. 

Discussion and Conclusions 

 
This research sought to examine three main issues: i) the green and not green consumers PI 

after exposure to different stimuli communication (combinations newsletter x newspaper and 

actions CSR x other actions); ii) the relationship between (E, S and En) dimensions of CSR 

strategy and PI; iii) the moderating effect of the type of consumer (green x non-green) in the 

relationship between (E, S and En) dimensions of CSR and PI. It was considered that the CSR 

communication actionsinfluence the PI, contributing to narrowing the value-action gap in the 

transformation of DSP. The results indicate that communicatingCSR shares through the 

company newsletter or journal are beneficial to adopters of CSR business strategy. It was also 

observed that communicate other actions (other than CSR or negative news) through the 

newsletters or newspapers are not beneficial to companies because not adopting CSR 

strategies was perceived by consumers. I.e., the  PIis higher for stocks ofCSR over other 

actions, both by the company’s newsletter as newspaper, but no significant differences 

between the medias. It seems likely that these communication mechanisms can help lessen the 

value-action gap, transforming the DSP.The DSP persists, the ruling class still denies the 

decay of the current model of unlimited growth because change is a major challenge (Varey, 

2010). People want to change their behaviors, but still do not, often because they do not 

persist in putting into practice new behaviors until they become a habit. Was observed in the 

present study a significant proportion of young people with pro-sustainability intent. A good 

way to encourage the realization that, in an act of truly sustainable, it is through the disclosure 

of shares using CSR own company newsletters and mass media. With greater awareness of 

these actions, people may begin to question the current model, demanding new ways and 

approaches to business enterprises.The PI of green consumers is higher than non- green, both 



 

 

the newsletter and newspaper shares CSR. However no significant differences when other 

actions are communicated by both means. These results give hope to the fact that the 

discourse of green commodities proposed by Prothero et al. (2010) is likely to become a 

reality, and even more radical view of Varey (2010) to construct an alternative DSP  thriving 

well be sustainable, although a little farther. However, corroborating the opinion of Kilbourne 

(2004) to change the current DSP needs to be used not as radical mechanisms of change. It is 

understood, the results of this research, which through studies on communication of 

sustainable actions and their relation to consumption can be a first step. 

This research contributes a theoretical gap identified in the literature: lack of studies 

examining the relationship between (economic, social and environmental) dimensions of the 

CSRstrategy and consumers PI. The results confirm the relationship between PI and the 

dimensions of the CSR strategy, but only two (En and E) of the three dimensions of the 

sustainability tripod entered this relationship for the case of shares CSR communications, 

corroborating the results of Choi and Ng (2011). However, when communicating other 

actions (other than the CSR or negative news) there is no relationship between PI and the 

dimensions of the CSR strategy.Another contribution of this research was to evaluate the 

moderating effect of the type of consumer ("green" and "non-green") in it. It was found that 

there moderating effect on the relationship between consumer PI and CSR strategy, two of 

which (En and E), the three dimensions of the sustainability tripod, entered this relationship 

for the case of communicating actions CSR corroborating and overcoming research results of 

Choi and Ng (2011) and Stanaland et al. (2011). However, when communicating other 

actions,there is no moderator effect of consumer type (green, not green).In practical terms, 

this research suggests the communication actions CSR as beneficial to companies. So adopt a 

truly sustainable business model can become a competitive advantage, because there is a 

relationship between PI and the dimensions of the CSR strategy, being moderated by the same 



 

 

type of consumer ("green” or "non-green"), when reported actions of CSR. Therefore, using 

communication strategies focusing on green consumer might be interesting for companies that 

adopt CSR strategy,since this type of consumer is different than non-green, while economic 

and environmental dimensions stood out within this strategy behavior. On the other hand, 

companies that have not yet included in their business strategies the environmental and social 

dimensions may be at competitive disadvantage because bothbehave in a similar way and the 

PI of them not related to strategies of companies who not use CSR.In terms of study 

limitations, one must be careful when extrapolating to the entire population, for common 

procedures and models that measure the intentions and behaviors of the same sample of 

consumers overestimate the strength of their association.Although it has taken steps to avoid 

this bias, such as the validation and reliability of the scales, as well as measures to confront 

the pro-sustainability desirability as their actual behavior. We suggest the development of 

future research to examine the effects on consumer judgments from the simultaneous 

activation of abstract goals by conflicting messages CSR over a known brand versus brand 

itself, activating the unconscious person on their sustainable behavior. Another limitation was 

the fact that no other significant variables in the purchase decision process was used.Future 

research may use consumer confidence as moderator in the relationship between PI and the 

dimensions of the CSR strategy. 

Acknowledgements 
The authors thank the company Nube–Núcleo Brasileiro de Estágios (www.nube.com.br) for 

supporting this research. Thus, it was possible to collect data with users all over Brazil.  

 

References 
 

Barbieri, J.C., Vasconcelos, I.F.F.G., Andreassi, T., Vasconcelos, F.C. (2010). Inovação e 

Sustentabilidade: Novos Modelos e Proposições. Revistas de Administração de Empresas, 

São Paulo, 50(2), 146–154. 

Bearden, W.O., Hardesty, D.M., Rose, R.L. (2001). Consumer Self-Confidence: Refinements 

in Conceptualization and Measurement. Journal of Consumer Research, 28, 121–134.  

Carrol, A.B. (1979). A Three-Dimension Conceptual Model of Corporate Performance. 

Academy of Management Review, 4(4), 497-505. 



 

 

Choi, S., Ng, A. (2011). Environmental and economic dimensions of sustainability and price 

effects on consumer responses. Journal of Business Ethics, 104(2), 269-282. 

Creyer, E.H, Ross Jr, W.T. (1997). The influence of firm behavior on purchase intention: do 

consumers really care about business ethics? Journal of Consumer Marketing, 14(6),421–432. 

Hair, J.F., Anderson, R.E., Tatham, R.L., Black, W.C. (2005). Análise Multivariada de 

Dados. Porto Alegre: Bookman, 5ª ed. 

Kilbourne, W.E. (2004). Sustainable Communication and the Dominant Social Paradigm: Can 

They Be Integrated? Marketing Theory, 4(3), 187–208. 

Kollmus, A., Agyeman, J. (2002). Mind the Gap: why do people act environmentally and 

what are the barriers to pro-environmental behhavior? Environmental Educational Research, 

8(3), 239–260. 

Luchs, M.G, Naylor, R.W, Irwin, J.R, Raghunathan, R. (2010). The sustainability liability: 

potential negative effects of ethicality on products preference. Journal of Marketing, 74,18-

31. 

MMA – Ministério do Meio Ambiente. O que o brasileiro pensa do meio ambiente e do 

consumo sustentável: Pesquisa nacional de opinião: principais resultados/Ministério do Meio 

Ambiente, Rio de Janeiro: Overview, 2012. 

Maignan, I. (2001). Consumers´ Perceptions of Corporate Social Responsabilities: A Cross-

cultural Comparision. Journal of Business Ethics, 30(1), 57–72. 

Maignan, I., Ferrell, O.C. (2001b). Corporate citizenship as a marketing instrument: concepts, 

evidence and research directions. European Journal of Marketing, 35( 3/4), 457–484. 

Pickett-Baker, J., Ozaki, R. (2008).  Pro-environmental products: marketing influence on 

consumer purchase decision. Journal of Consumer Marketing, 25(5), 281–293. 

Prothero, A., Dobscha, S., Freund, J., Kibourne, W.E., Luchs, M. G., Ozanne, L. 

K.,Thøgersen, J. (2011). Sustainable Consumption: Opportunities for Consumer Research and 

Public Policy. Journal of Public Pollic& Marketing, 30(1), 31–38. 

Prothero, A., Mcdonagh, P., Dobscha, S. (2010). Is green the new black? Reflections on a 

green commodity discourse. Journal of Macromarketing, 20(2), 147–159. 

Schaefer, A., Crane, A. (2005). Addressing sustainability and consumption.Journal of 

Macromarketing, 25(1), 76–92. 

Stanaland, A.J.S., Lwin, M.O., Murphy, P.E. (2011). Consumer Perceptions of the 

Antecedents and Consequences of Corporate Social Responsibility. Journalof Business 

Ethics, 102, 47–55. 

Tenório, F. G. et al. (2004). Responsabilidade Social Empresarial: Teoria e Prática. Rio de 

Janeiro: Editora FGV, 13-26. 

UN–United Nations. (1987). Report of the World Commission on Environment and 

Development.Our Common Future. Retrieved November 27, 2012, from 

http://goo.gl/WI8MTH. 
UNEP–United Nations Environment Programme. (2005). Talk the Walk: Advancing 

Sustainable Lifestyles Through Marketing and Communications. New York: United Nations 

Global Compact and Utopies. Retrieved January 20, 2014, from http://goo.gl/tzcylA.  

UNGC – United Nations Global Compact. (2013). Global Corporate Sustainability Report 

2013. New York: UN Global Compact Office. Retrieved January20, 2014, from 

http://goo.gl/4EmxlN. 

Varey, R. J. (2010). Marketing means and ends for a sustainable society: A welfare agenda 

for transformative change. Journal of Macromarketing, 30(2), 112–126. 

Wagner, T., Lutz, R.J. Weitz, B.A. (2009). Corporate Hypocrisy: Overcoming the Treat of 

Inconsistent Corporate Social Responsibility Perception. Journal of Marketing, 73, 77-91.  

 

 

http://goo.gl/WI8MTH
http://goo.gl/4EmxlN

