Environmental Research, Engineering and Management 2025/81/3 Q

EREM 81/3 How Consumers’ Materialistic Values and Narcissistic Tendencies Affect
Journal of Environmental Research, Their Pro-Environmental Attitudes, Intentions, and Choices
Engineering and Management

Vol. 81/ No. 3/2025 Received 2025/06 Accepted after revisions 2025/07
pp. 21-32

10.5755/j01.erem.81.3.41909 https://doi.org/10.5755/j01.erem.81.3.41909

How Consumers’

Materialistic Values and
Narcissistic Tendencies

Affect Their Pro-Environmental
Attitudes, Intentions,

and Choices

Linas Pupelis*, Beata Seinauskiené, Augra Ritelioné

School of Economics and Business, Kaunas University of Technology, Lithuania

*Corresponding author: linas.pupelis@ktu.edu

This research examines how materialism-success influences pro-environmental attitudes, intentions, and
behaviors, with a particular focus on the potential moderating role of narcissism. The research compris-
es three separate studies: Study 1 (N = 201) assessed the relationship between materialism-success and
pro-environmental attitudes; Study 2 (N = 291) explored how materialism-success affects pro-environmental
intentions and behaviors in an online shopping task; and Study 3 (N = 100) investigated whether narcissism
moderates these relationships. Regression analyses revealed a weak negative effect of materialism-success
on pro-environmental attitudes. Contradicting previous research, materialism-success was found to have a
small but positive effect on pro-environmental intentions and behavior. Narcissism did not emerge as a sta-
tistically significant moderator in these relationships. Chi-square analyses suggest that narcissism may still
influence the overall pattern of associations, possibly through other mechanisms. These findings highlight the
complexity of value-driven pro-environmental behaviors and suggest the need for further research to uncover
additional psychological and contextual factors. The study's limitations include a simulated consumer context
and a focus on a limited range of product categories. Future research should validate these findings across
broader, real-world settings.
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Introduction

The existing body of research concerning the associ-
ations between materialism and pro-environmental
attitudes yields inconclusive results. The meta-anal-
ysis of Hurst et al. (2013) reveals a negative associ-
ation between materialism and pro-environmental
attitudes and behavior. Furthermore, it highlights that
the strength of the relationship between materialism
and pro-environmental attitudes (excluding behavior)
varies depending on the recency of the publications.
The more recent the publication, the less negative as-
sociation is observed. As an explanation, Hurst et al.
(2013) propose that environmental concerns have at-
tained a level of global recognition that even individ-
uals with materialistic perspectives find it challenging
to dispute these issues when expressing their views.
This observation is supported and extended by more
recent research highlighting the widespread integra-
tion of environmental issues into global policy and
public awareness. For example, studies show that over
130 nations have incorporated nature-based solutions
into their climate adaptation and mitigation strategies,
reflecting broad governmental acknowledgment of en-
vironmental challenges (Seddon et al., 2020). Psycho-
logical and behavioral research confirms that environ-
mental risk perception now influences attitudes across
diverse cultural and economic groups (Hornsey et al,,
2016; Clayton et al., 2015). Moreover, recent analyses
of globalization, technological innovation, and policy
stringency demonstrate complex but generally positive
effects on ecological footprints in major economies,
underscoring the growing prioritization of sustaina-
bility in global governance (Zhao et al., 2025). Finally,
global risk assessments such as the World Econom-
ic Forum'’s 2025 report emphasize that environmental
threats rank among the highest long-term risks rec-
ognized by experts worldwide, signaling a consensus
that transcends individual or materialistic worldviews
(World Economic Forum, 2025).

Above noted policy initiatives and societal pressures
toward sustainable lifestyles create a particular chal-
lenge for materialistic consumers, who must reconcile
their materialistic aspirations with pro-environmental
goals. Recent shifts in research findings—from a pre-
dominantly negative to a potentially positive relation-
ship between materialism and environmentalism—call
for new explanations (Hurst et al., 2013). One promising
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avenue is exploring the role of consumer personality
characteristics, such as narcissism. Narcissists are
driven by impression management and social approv-
al motives, potentially leading to strategic prosocial
or pro-environmental behaviors when such actions
enhance their self-image (Bergman et al.,, 2014). Con-
sequently, narcissistic individuals may frame pro-en-
vironmental behaviors as opportunities to boost their
status or reputation (Leckelt et al., 2018). In our study,
we propose that even when narcissistic consumers
endorse materialistic, success-oriented values, their
concern for self-image may mitigate the negative im-
pacts of these values on pro-environmental outcomes.
For narcissists, displaying environmental concern can
become another means of gaining admiration and sig-
naling superiority. This motivation makes them more
receptive to pro-environmental initiatives, despite un-
derlying materialistic tendencies.

While numerous studies have explored various situa-
tional factors and personality traits for their influence
on materialism and pro-environmental inclinations,
the role of narcissism in moderating the relationship
between these two phenomena has been relatively
underexplored. The relationships between material-
ism and narcissism (Rose, 2007), as well as between
narcissism and pro-environmental behavior (Bergman
et al,, 2014), have been extensively explored, howev-
er, these investigations have primarily been conducted
in isolation, not in conjunction. Integrating those could
yield significant insights into the dynamics of consum-
er behavior related to the alignment of conflicting ma-
terialistic and pro-environmental pursuits. Thus, there
is a growing need to connect these research lines and
to test theoretically grounded hypotheses about how
materialism relates to pro-environmental behavioral
outcomes and how consumer narcissism affects this
relationship.

Materialism is commonly understood as a value-based
orientation in which individuals place high importance
on the acquisition and possession of material goods.
According to Richins and Dawson (1992), materialism
comprises three dimensions: the view of possessions
as a measure of success, as a source of happiness,
and as central to one's life. Narcissism, in turn, refers
to a personality trait characterized by an inflated self-
view and exaggerated self-importance. Contemporary
research distinguishes between grandiose (agentic)
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narcissism, which is associated with self-enhancing
tendencies, and vulnerable (commmunal) narcissism,
which may manifest through perceived pro-social be-
havior (Leckelt et al., 2018). Finally, pro-environmental
behavior (PEB) encompasses a set of actions driven by
both self-interest and pro-social motives aimed at pro-
tecting or enhancing the natural environment (Bam-
berg and Moser, 2007). These three constructs form
the foundation for the present research into how ma-
terialism and narcissism influence pro-environmental
decision-making.

Therefore, the present study is designed to examine
the effect of materialism on pro-environmental be-
havioral outcomes within the less explored boundary
conditions of consumer narcissism. It seeks to address
the evolving dynamics of the link between materialism
and pro-environmental outcomes, aiming to resolve
inconsistencies and substantiate the role of consumer
narcissism in this relationship. This study contributes
to existing literature by elucidating the ambiguous re-
lationship between materialism and pro-environmen-
tal behavior, particularly accounting for the conditional
effect of narcissism attribution. The findings are antic-
ipated to offer valuable implications for marketers in
strategizing under conditions that reconcile previously
perceived conflicting consumer preferences.

Hypothesis development

The present research draws primarily on Impression
Management Theory and Value Conflict Theory to ex-
plain how materialistic values and narcissistic tenden-
cies influence pro-environmental attitudes, intentions
and behaviors. Impression Management Theory (Leary
and Kowalski, 1990) suggests that individuals regulate
their behavior to align with socially desirable norms,
such as environmental concern, particularly when
their self-image is at stake. In contrast, Value Conflict
Theory (Schwartz, 1992) posits that competing inter-
nal value systems-such as the tension between ex-
trinsic materialistic goals and intrinsic environmental
values—can shape behavior depending on which set of
values is more salient in a given context. These theo-
retical lenses provide a foundation for understanding
how individuals high in materialism or narcissism may
resolve or express conflicting motivations in pro-en-
vironmental decision-making. While materialism is a
multidimensional construct, this study focuses on the
success dimension, which captures the extent to which
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individuals define themselves and others based on
material achievements. Materialism-success suggests
that people judge their own and others’ success by
the number and quality of possessions accumulated.
Both, materialism-success and narcissism both foster
self-focused values, which generally undermine genu-
ine pro-environmental behavior (Sirgy et. al. 2021).

The negative correlation between materialism and
pro-environmental tendencies is predominantly attrib-
uted to the incongruity of values at the personal level
(Hurst et al., 2013). In line with the conceptualization of
materialism, materialistic values fall within the domain
of self-enhancement-related values, whereas pro-en-
vironmental values align with self-transcendence val-
ues, as posited by Burroughs and Rindfleisch (2002),
drawing on Schwartz’'s value model. Subsequent em-
pirical studies have supported these propositions, re-
vealing a negative association between individually
oriented materialistic values and collectively oriented
values (Burroughs and Rindfleisch, 2002; Dittmar et al.,
2014). Additionally, egoistic values, prevalent among
highly materialistic consumers, have been negative-
ly correlated with pro-environmental behavior (Steg
et al,, 2014). Furthermore, studies on experimentally
manipulated situational materialism suggest that the
activation of situational materialistic orientations sup-
presses pro-environmental behavior (Kasser, 2016).
Based on above, we posit:

H1: Materialism-success has a negative effect on
pro-environmental behavioral outcomes (attitudes, in-
tentions, behavior):

H1a: Materialism-success has a negative effect on
pro-environmental attitudes.

H1b: Materialism-success has a negative effect on
pro-environmental intentions.

H1c: Materialism-success has a negative effect on
pro-environmental behavior.

The pro-environmental behavior definition encom-
passes both altruistic and egoistic motives. Notably,
costly signaling theory elucidates the conspicuous al-
truistic behavior of materialists, often driven by egoistic
motives. For instance, Griskevicius et al. (2010) found
that high social visibility influences consumers’ prefer-
ence for green products as a status symbol. Therefore,
pro-environment tendencies can be induced by purely
egoistic, narcissistic, self-interest motives (Griskevi-
cius et al., 2012).
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Self-interest orientation and overconcern with self-en-
hancement also are featured as essential character-
istics of narcissism. Narcissism has been found to be
positively associated with materialism (Rose, 2007).
Consumers who are high on narcissism have similar
motivations for pro-environmental tendencies. Indi-
viduals with narcissistic exhibitionist tendencies are
more likely to buy higher-priced green products, pre-
sumably because expensive products are associated
with the ability to convey elevated status (Naderi and
Strutton, 2015). According to recent research, consum-
ers engage in organic food consumption to project a
virtuous self-image, signal social standing, and garner
admiration (Konuk and Otterbring, 2024). Furthermore,
environmental activism was found to be associated
with the dark triad traits, including narcissism, imply-
ing that participation in such activities may be fueled
by ego-focused needs and the desire to demonstrate
moral superiority over others (Zacher, 2024). Similar-
ly, research shows a positive link between communal
narcissism and pro-environmental tendencies. For
example, communal narcissists are more likely to en-
gage in environmentally friendly actions that are visible
to the general public (Naderi, 2018) and are more likely
to engage in egoistically motivated pro-environmental
behavior (Kesenheimer and Greitemeyer, 2021).

In summary, the pursuit of self-benefit and self-en-
hancement through symbolic consumption or ac-
tivities, coupled with egoistic motivation, are com-
monalities pertinent to materialism and narcissism,

Fig. 1. Conceptual model
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potentially influencing pro-environmental behavior.
Narcissistic individuals, while often driven by egois-
tic motives, may also engage in pro-environmental
behaviors when such behaviors serve as impression
management goals. Their desire for admiration and
status can lead them to adopt visible or socially valued
actions—such as buying green products or engaging in
environmental activism—-not necessarily out of intrinsic
concern, but as a strategy to enhance self-image. Thus,
even when endorsing materialistic success values,
narcissists may reframe sustainability as a status-en-
hancing or virtue-signaling opportunity. This tendency
may buffer the typically negative relationship between
materialism and pro-environmental outcomes. There-
fore, it is plausible to propose that narcissism moder-
ates the relationship between materialism and pro-en-
vironmental outcomes. As a result, we propose:

H2: The negative effect of materialism-success on
pro-environmental outcomes (attitudes, intentions, be-
havior) will be moderated by the levels of narcissism:

H2a: The negative effect of materialism-success on
pro-environmental attitudes will be attenuated by
higher levels of narcissism.

H2b: The negative effect of materialism-success on
pro-environmental intentions will be attenuated by
higher levels of narcissism.

H2c: The negative effect of materialism-success on
pro-environmental behavior will be attenuated by
higher levels of narcissism.

Narcissism

Pro-Environmental

Attitudes

Pro-Environmental

Materialism Success

Intentions

Pro-Environmental
Behavior
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Methods

Three separate studies were conducted using inde-
pendent samples. Study 1 (N = 201) examined the re-
lationship between materialism-success and pro-en-
vironmental attitudes. Study 2 (N = 291) explored the
effect of materialism-success on pro-environmental
intentions and behavior. Study 3 (N = 100) investigated
the potential moderating role of narcissism. We used
self-report measures of materialistic value success
dimension (Richins and Dawson, 1992), New Ecologic
Paradigm (NEP) short version scale to capture pro-en-
vironmental attitudes (Hawcroft and Milfont, 2010),
and narcissism NARQ-S scale (Leckelt et al., 2018).
The Material Values Scale and the New Ecological
Paradigm (NEP) Scale were both administered using
a 7-point Likert scale, as recommended by the orig-
inal authors. The Narcissistic Admiration and Rivalry
Questionnaire — Short Form (NARQ-S) was used with
a 6-point Likert scale, following the scoring procedure
outlined by its developers.

In the case to measure low and high levels of material-
ism and narcissism, a median split was applied. Pro-en-
vironmental behavior was captured by asking respond-
ents to make a choice on a preferred option of product
in simulated e-shop environment from two available
options, where one product option is Nike Court Vision
Low Next Nature unisex shoes from sustainable ma-
terials at $80 price and alternative product option Nike
Court Vision Low unisex shoes from regular materials
at $75 price. Both products are real life (not modified)
examples from e-shop at nike.com (see Appendix A).
Pro-environmental intention was captured by asking
respondents to evaluate intention to purchase a Nike
Court Vision Low Next Nature unisex shoes from sus-
tainable materials at $80 price in 7-point Likert scale.
Samples from the UK and the USA were recruited for
all studies on prolific.com and analyzed with IBM SPSS
Statistics 27.0.1 software. Moderation analyses were
conducted using the PROCESS macro for SPSS (Model
1) developed by Hayes (2012). This approach was ap-
plied to test the interaction effects of narcissism on
the relationship between materialism-success and
pro-environmental outcomes. Additionally, moderation
effects were tested also with two-way ANOVA to as-
sess main and interaction effects. This mixed approach
allowed for consistency with the theoretical model
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while also exploring group-level interaction patterns.
The sample size for the research on pro-environmental
attitudes was 201 (males — 31.7%, females — 66.3%,
other — 2%; dominating age groups 25-44 years old -
66.7%), while the sample size for studying the effect
of materialism-success on pro-environmental inten-
tions and behavior was 291 (males - 37.8%, females -
61.2%, other — 1%; dominating age groups 25-44 years
old — 60.8%). Additionally, the sample size for investi-
gating the moderation of narcissism on the linkages
between materialism-success and pro-environmental
intents and behavior was 100 (males — 28%, females -
72%, other — 0%; dominating age groups 25-44 years
old - 69%).

Results

Study 1: Materialism-Success and Pro-Environmental
Attitudes (H1a, H2a). In Study 1, we investigated how
materialism-success relates to pro-environmental
attitudes, with materialism-success serving as the
independent variable and pro-environmental attitudes
as the dependent variable. Additionally, narcissism
was included as a moderator of this relationship. All
constructs were measured using validated self-re-
port scales. The reliability of all scales used in Study
1 was acceptable: materialism-success (Cronbach’s
a.=0.861), narcissism (a=0.775), and pro-environmen-
tal attitudes (NEP scale, oo = 0.708), with a total sample
size of N = 201. A linear regression analysis revealed
a significant negative effect of materialism-success
on pro-environmental attitudes (B = -0.188, p = 0.008,
R? = 0.035), supporting H1a. To further explore this ef-
fect, an independent samples t-test compared partic-
ipants scoring low vs. high on materialism-success.
Results indicated significantly lower pro-environmental
attitudes among high materialism scorers (M = 30.37,
SD = 5.92) than among low scorers (M = 33.05,
SD =5.54), t(199) = 3.314, p = 0.001.

A moderation analysis (PROCESS Model 1 by Hayes
(2012)) tested whether narcissism influenced the re-
lationship between materialism-success and pro-en-
vironmental attitudes. Results showed no significant
interaction effect (SE = 0.0102, p = 0.5675), thus H2a
was not supported. Fig. 2 illustrates the non-significant
moderation pattern.
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Fig. 2. Narcissism moderation pattern on the relationship between materialism-success and pro-environmental attitudes
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Fig. 3. Materialism-success and narcissism effect on pro-environmental attitudes
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A two-way ANOVA further confirmed a main effect of
materialism-success (F(1, 197) =5.719, p = 0.018) and
narcissism (F(1, 197) = 6.239, p = 0.013) on pro-envi-
ronmental attitudes but found no significant interaction
(F(1, 197) = 0.008, p = 0.928), again suggesting the ab-
sence of a moderation effect (see Fig. 3).

Study 2: Materialism-Success and Pro-Environmental
Intentions and Behavior (H1b, Hlc). Study 2 (N = 291)
examined whether materialism-success values in-
fluence pro-environmental intentions and behavior,

treating materialism-success as the independent var-
iable and pro-environmental intentions and behav-
ior as dependent variables. Materialism-success and
pro-environmental intentions were measured using
self-reported scales, while pro-environmental behavior
was assessed through a product choice task designed
to capture real-time decision-making. Contrary to ex-
pectations, regression analysis revealed a positive and
statistically significant effect of materialism-success
on pro-environmental intentions (B = 0.265, p = 0.001,
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R? = 0.07), thus H1b was not supported. An independent
samples t-test further confirmed this pattern: partici-
pants with high materialism-success reported signif-
icantly higher pro-environmental intentions (M = 3.80,
SD = 1.67) compared to those with low materialism-
success (M =3.10, SD = 1.64), t(289) = -3.579, p = 0.001.

A binary logistic regression indicated that materialism—
success was a positive predictor of pro-environmental
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behavior (B =0.587, p=0.001), again not supporting H1c.
However, a Chi-square test revealed no significant differ-
ence in pro-environmental behavior between high and
low materialism-success groups, x3(1, N = 289) = 0.004,
p=0.951 (see Fig. 4). This discrepancy between two differ-
ent analysis methods (logistic regression vs. Chi-square
test) likely reflects the limitations of dichotomizing con-
tinuous variables and underscores the importance of
preserving variable granularity in analyses.

Fig. 4. Pro-environmental behavior between materialism-success low and high groups
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Study 3: Two-way Interaction Effects on Pro-Envi-
ronmental Outcomes (H2b, H2c). A two-way ANOVA
(N = 100) was conducted to further examine the effects
of materialism-success and narcissism on pro-envi-
ronmental intentions, with materialism-success as
the independent variable and pro-environmental inten-
tions and behavior as dependent variables. Narcissism
was included as a moderator of these relationships.
Materialism—-success, pro-environmental intentions,
and narcissism were measured using self-reported
scales, while pro-environmental behavior was as-
sessed through a product choice task reflecting actual
decision-making. Results indicated a main effect of ma-
terialism-success (F(1, 96) = 8.169, p = 0.005), but no
significant main effect of narcissism (F(1, 96) = 0.013,
p = 0.909), and no significant interaction between the
two variables (F(1, 96) = 0.578, p = 0.449), providing no
support for H2b (see Fig. 5).

To explore pro-environmental behavior, Chi-square tests
showed no significant differences between low and high
materialism-success groups (x(1, N = 100) = 2.596,
p = 0.107) or between narcissism groups (x*(1, N = 100) =
2.227, p=0.136). However, a significant difference emerged
when comparing combined groups: individuals high in
both materialism-success and narcissism were more
likely to engage in pro-environmental behavior compared
to those low in both characteristics (x*(1, N = 100) = 5.702,
p=0.017). This provides partial support for H2c (see Fig. 6).

Moderation analyses (PROCESS Model 1 by Hayes (2012))
were performed to test whether narcissism moderated the
effects of materialism-success on pro-environmental in-
tentions (see Fig. 7). Results showed no significant interac-
tion effect for intentions: SE = 0.0042, p = 0.8965. Patterns in
the relationship between materialism-success and pro-en-
vironmental intentions remain consistent across all levels
of narcissism. Therefore, H2b was not supported.
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Fig. 5. Materialism-success and narcissism effect on the pro-environmental intentions
4.00 Narcissism
— Low
= High

Pro-Environmental Intention

N\

Low High

Materialism Success

Fig. 6. Materialism-success and narcissism effect on the pro-environmental behavior in terms of choosing sustainable product

B,

Reh

[

Pri

(Count of

product choice)

o " S & S

Low High

Materialism Success

Narcissism

B Low
W High

Fig. 7. Narcissism moderation pattern on the relationship between materialism-success and pro-environmental intentions

\

Narcissism
O -1sD
O Mean
O +1sD

. -1SD
~~Mean
~— +1SD

15.00 20.00 25.00

Materialism Success




Environmental Research, Engineering and Management

2025/81/3

Fig. 8. Narcissism moderation pattern on the relationship between materialism-success and pro-environmental behavior
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Also, moderation analyses (PROCESS Model 1 by
Hayes (2012)) were performed to test whether narcis-
sism moderated the effects of materialism-success
on pro-environmental behavior (see Fig. 8). Results
showed no significant interaction effects for behavior:
SE = 0.0055, p = 0.5193. Therefore, H2c were not sup-
ported.

The results across three studies showed that materi-
alism-success was negatively associated with pro-en-
vironmental attitudes but positively associated with
pro-environmental intentions and behavior. Narcis-
sism did not significantly moderate these relationships
in most analyses. However, a significant difference in
pro-environmental behavior was found between indi-
viduals high in both materialism-success and narcis-
sism versus those low in both traits. These findings
provide partial support for the hypothesized effects.

Discussion

The present study aimed to examine the intricate re-
lationship between materialism-success, narcissism
as moderator, and pro-environmental attitudes, in-
tentions, and behaviors. Our findings provide insights
into the nuanced dynamics among these variables. The
regression analysis indicated a weak negative associ-
ation between materialism-success and pro-environ-
mental attitudes supporting Hla. This suggests that
individuals with higher materialistic inclinations tend
to exhibit lower pro-environmental attitudes and this

finding was in line with findings by other scientists
(Hurst et al., 2013). Unexpectedly, regression analysis
revealed a positive significant association between ma-
terialism-success and pro-environmental intentions,
contradicting H1b. Logistic regression also indicated
a positive effect of materialism-success on pro-envi-
ronmental behavior, contrary to Hlc. This can be ex-
plained in a few ways. In this study pro-environmental
intentions and behavior were measured in a specific
way by using real world examples, real product options
from real existing e-shop, thus there potentially could
be some situational factors or limitations, which influ-
enced materialistic people act differently. On the other
hand, there are observed cases where materialism and
its dimensions are positively associated with pro-envi-
ronmental outcomes (Dermody et al., 2021). For exam-
ple, materialism is positively associated with pro-en-
vironmental behavior when green products serve as
status symbols, allowing materialistic individuals to
signal wealth, prestige, or moral superiority through
sustainable consumption (Griskevicius et al., 2010).
Further analyses explored the moderating role of nar-
cissism on the relationship between materialism-suc-
cess and pro-environmental attitude, intentions, and
behavior. Moderation analyses revealed that narcis-
sism did not significantly moderate these relationships,
contrary to H2a, H2b and H2c. However, Chi-square
analysis indicated a significant interaction pattern be-
tween narcissism and materialism-success in predic-
ting pro-environmental behavior. Specifically, individu-
als high in both narcissism and materialism-success
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were more likely to engage in pro-environmental
product choices compared to those low on both traits.
This finding suggests a potential compounding effect,
where ego-centric and status-driven motivations may
jointly diminish the likelihood of engaging in pro-envi-
ronmental behaviors, particularly when such behaviors
are not perceived as reputation-enhancing. This result,
while exploratory, highlights the value of further inves-
tigating how combinations of personality traits influ-
ence environmentally relevant decision-making. Exis-
ting literature provides evidence that narcissism directly
affects materialism (Rose, 2007) or pro-environmental
behavior (Bergman et al., 2014). Future research could
further explore the underlying motivations associated
with narcissism, particularly examining when and why
individuals with narcissistic traits do or do not perceive
pro-environmental behavior as a status-enhancing or
reputation-boosting opportunity. Although narcissism
is commonly conceptualized as a stable personality
trait, emerging evidence suggests it also possesses a
state-like component, fluctuating across time and con-
texts (Giacomin and Jordan, 2016). Therefore, future
studies are encouraged to experimentally manipulate
both narcissism and materialism to assess their causal
effects on pro-environmental outcomes.

In addition, this study focused on only one dimension
of materialism. Future research should replicate and
extend these findings by examining the effects of all
three dimensions of materialism on pro-environmen-
tal behavior, as well as their interactions with narcis-
sism. Given the distinct motivational underpinnings
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Appendix A

Appendix A provides detailed visual and descriptive in-
formation on the stimulus materials used in the shop-
ping task. Product 1 the Nike Court Vision Low Next
Nature unisex shoes, made from sustainable materials
and priced at $80 (see Fig. 9), and product 2 the Nike

Fig. 9. Nike Court Vision Low Next Nature unisex shoes, made from
sustainable materials

Nike Court Vision Low
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Court Vision Low unisex shoes, made from conventional
materials and priced at $75 (see Fig. 10). These stimuli
were used to examine participants’ pro-environmental
behavior via product choices and pro-environmental
intentions via intentions measurement. Both products
were obtained from the official Nike.com website.

Fig. 10. Nike Court Vision Low unisex shoes, made from conven-
tional materials

Sustainable Materials
Nike Court Vision Low Next Nature
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