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ABSTRACT: The study aimed to identify and explain perceived barriers to green consumption at differ-
ent stages of behaviour change by integrating the Innovation Resistance Theory (IRT) and Stages of
Behavioural Change (SOC) model. Through 20 in-depth interviews with consumers transitioning to
green consumption at various stages, several barriers were identified. The knowledge barrier played
a crucial role in shaping the adaptation process at every stage of change and was recognized as an
independent construct within the IRT framework. Moreover, the research revealed that barriers such as
tradition, value, usage, and risk exerted a stronger inhibitory effect in the early stages of green con-
sumption, while knowledge and image barriers evolved and had a distinct impact as consumers pro-
gressed through the stages. The study also highlighted triggers that positively stimulated green
consumption. These findings have implications for green marketing and can guide targeted interven-

tions to promote sustainable consumption more effectively.
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Introduction

Growing environmental pressure is causing changes in human needs and
values. Social ethics can no longer be neglected by manufacturers (D’Attoma
& leva, 2020). The call for sustainability has become a major driver of pro-en-
vironmental innovations (Varadarajan, 2017). According to Diepenmaat et al.
(2020), sustainability transition requires socio-cultural changes in norms
and values, stimulating adaptation of new technology and sustainable con-
sumption alternatives. Acceptance of sustainable innovations on the market
is slow and requires a long-term perspective (Dearing, 2000). During the last
decade, despite intense efforts causing a significant increase in public aware-
ness and pro-environmental attitudes, there has been no significant or satis-
factory change in social behaviour (Fudge & Peters, 2011; Moloney &
Strengers, 2014). Identifying the sources of resistance (i.e., perceived barri-
ers) to green consumption, as well as the mechanisms behind the behavi-
oural change process, is, therefore, crucial and demands more attention from
researchers (Joshi & Rahman, 2015). This globally observable resistance to
change towards green alternatives may be compared to resistance towards
innovation. In overcoming existing barriers, individuals are stimulated by
external (messages from the environment) and internal factors (beliefs about
the validity of purchase choices) (Joshi & Rahman, 2015). The aim of the fol-
lowing study is to trace purchase resistance inhibitors at each stage of change
towards green consumption within the context of Fast Moving Consumer
Goods (FMCG). This will be achieved by applying the Innovation Resistance
Theory (IRT) developed by Ram and Sheth (1989) and the Stages of Behav-
ioural Change (SOC) model, also known as the “wheel of change,” a funda-
mental construct of the Transtheoretical Model of Change (Prochaska &
DiClemente, 1982).

The study is deliberately focused on one category of Green Personal Care
Products (GPCPs) due to the booming high volume of sales concerning per-
sonal care products recorded worldwide (Klaschka, 2016). The future of the
ecosystem is largely dependent on agile intervention capable of dynamically
accelerating subscriptions to GPCPs consumption. Consumer barriers to this
category of green products have not yet been exhaustively explored by
researchers, whereas the green food market has already lived to see hun-
dreds of studies focusing on the analysis of barriers and motives determining
consumer behaviour (Bryta, 2016; Buder et al,, 2014; Kushwah et al., 2019).
In recent publications, there has been a call for shifting the research burden
on green consumption of FMCGs from food to non-food products (Nieder-
meier et al,, 2021a, 2021b).
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This presented article is organised in the following manner: in the “The-
oretical foundations and research questions” section, we give an overview of
the sufficient literature and discuss the background theoretical approaches,
followed by a proposal for research questions. In the “Methods” section, an
overview is given of the research methods. Next, in the “Results’ section, the
analysis and results of the research question testing are presented. After-
wards, in “Findings and Discussion”, we discuss the main findings of the study
and highlight the theoretical as well as practical implications. The paper ends
with “Conclusions and future research”, where implications for theory, as
well as practice, limitations and recommendations for further areas of
research, are indicated.

Theoretical foundations

Innovation Resistance Theory (IRT)

Barriers to sustainable consumption are the subject of intense research
and discussion (Niedermeier et al., 2021a; Tan et al., 2016). As early as 1990,
Bansch proposed a list of quite universal and timeless factors determining
and limiting green consumption, i.e. doubts about authenticity, image, aes-
thetic aspects, habits, availability, price, lack of efficiency and of faith in the
relevance of such consumer action (Bansch, 1990). It is puzzling that despite
the passage of more than 30 years, these barriers continue to determine
green purchasing behaviour resistance, as evidenced by (Kushwah et al,
2019), regardless of the rapid growth in awareness concerning the serious-
ness of risks generated by unsustainable social behaviour (Sandler, 2012).
However, there is a gap in knowledge on the strength and nature of the impact
these barriers have, depending on the stage of change towards green con-
sumption.

In order to better understand the resistance of consumers towards green
product innovations, Innovation Resistance Theory (IRT) has been imple-
mented in our study (Kaur et al, 2021; Ram & Sheth, 1989). This resistance
to the adaptation of innovative behaviour is defined as resistance to changing
the status quo by adopting an innovation, understood as a departure from
existing beliefs (Kaur et al., 2021). IRT, postulated by Ram and Sheth (1989),
aids in understanding how resistance to a behaviour change is formed.

The IRT theoretical lens allows us to classify barriers according to innov-
ation by dividing them into those functional and psychological. Functional
barriers come forth when the observed functions or attributes of innovation
are not in perfect agreement with consumer expectations. Psychological bar-
riers become visible in cases where perceived attributes of innovation cause
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conflict or psychological issues among consumers. Therefore, the theory
allows suggesting that “resistance may occur when the innovation disrupts
established routines, habits, traditions and norms of consumers, or induces
conflict with consumers’ briefs, values and faith” (Ma & Lee, 2019). It should
be noted that there is a lack of consistency regarding opinions on the final
classification of resistance barriers. According to Talke and Heidenreich
(2014), the risk barrier can also be classified as a psychological one instead
of the IRT authors’ original assignment to functional barriers. In another
study by Santos and Ponchio (2021), additional factors beyond the IRT con-
struct were identified. The study positively verified the effects of emotional
barriers when studying opposition to digital banking services. Thus, in iden-
tifying the barriers determining resistance, the category of products or ser-
vices containing a certain degree of innovation is of great importance (Santos
& Ponchio, 2021).

Stages of Change Model (SOC)

When analysing resistance to a green product such as innovations, fol-
lowing the research by Cornescu and Adam (2013), four pillars of determi-
nants which may influence attitudes or behaviours should be taken into
account: (1) perceptions of innovation characteristics, (2) consumer psycho-
logical characteristics, (3) propagation mechanisms (nature of the market
and propagation channels) and (4) the influence of opinion leaders. However,
to obtain a better comprehension of the mechanisms shaping resistance and
change processes, this analysis should take place at multiple levels, sepa-
rately analysing groups of individuals according to the status of their current
intentions and behaviours, which has not been done in earlier studies. This
objective can be achieved via the Stages of Change Model by dividing con-
sumers according to the stage of change towards green consumption.

Stages of Change Model (SOC), conceptualised as the central organising
construct of the Transtheoretical Model (TTM) (Bridle et al.,, 2005), was
developed by Prochaska and DiClemente (Prochaska & DiClemente, 1982).
The rudimentary premise of the TTM model is that individuals undergoing
behavioural change continually analyse the advantages and disadvantages of
undertaking such change (Prochaska et al., 1988). According to this model,
often called the “wheel of change”, people do not modify their behaviour in
dynamic and decisive terms. This change is a cyclical process at the level of 5
stages of change (SOC): (1) pre-contemplation, (2) contemplation, (3) pre-
paration, (4) action and (5) maintenance. At each of these stages, they exper-
ience different internal and external stimuli, depending on the nature and
strength of the impact, convincing them to change their behaviour or dis-
courage them from progressing. The SOC model is used to segment a certain
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population into groups on the basis of the status of the person subjected to
the process of change (Arnaudova et al., 2022) and is often applied as a sep-
arate tool beyond the context of the Transtheoretical Model (Lacey & Street,
2017). In the research by Gatersleben and Appleton (2007), it has been indic-
ated that perceptions of personal and external barriers change as individuals
progress and move on the “wheel of change” from pre-contemplation to
action. Resistance to change at each stage requires developing a different
intervention depending on the context and motives behind it. This leads to
the assumption that different variables shape behaviour at each stage of
change. Thus, the optimal intervention should respond to the specifics of the
clusters.

In some studies, it has been indicated that combining continuous models
as well as stage models can aid in the explanation regarding the process of
behavioural change (Forward, 2014). Therefore, the aim of our study is to
explore determinants shaping the process of change towards green product
consumption through the utilisation of the IRT and SOC models. In the past,
the two constructs have been applied individually when comparing IRT bar-
riers with green consumption (Sadiq et al., 2021), meat consumption
(Arnaudova et al., 2022), or with the usage of the SOC model - vegetable con-
sumption (Ahn & Kim, 2012), cycling to work (Gatersleben & Appleton, 2007)
and undertaking physical activity (Romain et al., 2018). To the researchers’
knowledge, the two constructs have not been applied simultaneously to ana-
lyse the determinants of green consumption. Integrating the complementary
aspects of these two theoretical frameworks provided the basis for assigning
barriers from the IRT construct to all phases of the SOC change process. An
in-depth qualitative study makes it possible to verify the adaptability of the
two theoretical frameworks in the field of green consumption and to provide
answers for the posed research questions arising from an analysis of literat-
ure on the subject.

Research questions

In tandem with the growing debate about the barriers inhibiting green
consumption, many current researchers are calling for more qualitative and
experimental design studies to identify factors that may reduce the green gap
found between attitudes and behaviours (ElHaffar et al.,, 2020). Moreover,
despite the existing research verifying the influence of IRT barriers on green
product purchase intention (Sadiq et al., 2021), no attempt has been made to
explore the specifics of these barriers or the strength of their impact at differ-
ent stages of transition towards green consumption. Closing an intention-be-
havioural gap would not be possible without an attempt to understand the
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complexity of that behavioural process and the nature of the phenomena by
applying a qualitative method (Wiederhold & Martinez, 2018). The objective
of this study, therefore, is to subject this process to in-depth analysis and
make inferences based on an analysis of the various stages of the process in
order to understand the barriers in the adoption of sustainable consumption
that determine each stage with the application of SOC and IRT theories.

To address this gap in research and contribute to scientific literature as
well as the knowledge of marketers, this research is an attempt to obtain
a more concise understanding of the factors that shape consumer resistance
and purchase intentions at different stages of change (SOC) towards green
consumption and within the context of one FMCG category (Figure 1). To bet-
ter comprehend the issue, a qualitative study was proposed, guided by four
main research questions:

e RQ1: Which IRT barriers can be identified within the context of green

FMCG consumption?
¢ RQ2: Which inhibitors of green purchase behaviour are present at differ-

ent stages of change (SOC) towards FMCG consumption?
¢ RQ3: Why do some barriers seem to be stronger at different stages of

change (SOC) towards green FMCG consumption?
¢ RG4: What other factors than those within the IRT theory construct are
the source of resistance at all stages of change (SOC)?
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Figure 1. Integration of SOC and IRT - a conceptual model

The study is focused on analysing barriers to a selected category of FMCG
products, as suggested by previous research in which discrepancies have
been indicated in the obtained results depending on the green categories
studied (Liobikiené & Bernatoniené, 2017).

Globally, the dominant FMCG category adapting to intense market
changes is Personal Care Products (PCPs). Interest in GPCPs has experienced
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an increase due to various concerns connected with conventional PCPs, such
as environmental, health-related and ethical concerns, respectively (Cervel-
lon & Carey, 2020). Many cases involving recognisable manufacturers have
been reported, where PCPs were linked to causing ovarian cancer (Jacob et
al,, 2018), hormone disruptions (Fujii et al., 2013; Koniecki et al., 2011) or
migraines, asthma and dermatitis (Steinemann, 2017, 2018). Emerging green
alternatives are often free of any residual chemicals, fertilisers or pesticides
and genetically-modified organisms, etc. (Goyal & Jerold, 2021). GPCPs are
interpreted as those being of natural composition, produced in an environ-
mentally-friendly way, and free of chemical additives and synthetic colours
(Klaschka, 2016; Moscato & Machin, 2018).

As far as GPCPs are perceived as innovations on the market (Lin et al,,
2018), the process of adapting to a more sustainable purchasing behaviour
can be compared to adopting an innovation. This may be understood as
a product innovation adaptation (Melander, 2017) or even social innovation
adaptation (Jaeger-Erben et al., 2015), both intending to lessen environ-
mental impact. This adaptation requires changes in day-to-day behaviour
and disrupts consumption habits, while “innovation that is successful does
not comprise of bowing down to the resistance of consumers, but rather
comprehending its reasons and creating marketing strategies used to address
them“ (Ram & Sheth, 1989, p. 13).

Methods

Due to the fact that the main objective of this study is to broaden know-
ledge on barriers hindering consumers at five stages of the green consump-
tion adaptation process, and given that there are no qualitative studies in
which the phenomenon would be analysed using IRT combined with the SOC
behavioural change model, a qualitative study was chosen in this case. To
interpret meaning from the barriers experienced by individuals at different
stages of adaptation in the process of green consumption (Willig, 2017),
semi-structured, in-depth interviews were performed.

Despite the belief that results from qualitative research analyses are
non-generalisable and limited by the subjective interpretation of the
researcher (Damaskinidis, 2017), there is consensus indicating that this type
of research generates insights into understanding context-specific determin-
ants (Bell et al.,, 2022).

Participants were recruited using purposeful sampling: intentional iden-
tification of information-rich cases having first-hand experience with the
phenomena under study (Palinkas et al.,, 2015). Since purposeful sampling
carries the risk of potential bias or sampling error, interviews were contin-
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ued until data saturation was achieved (Saunders et al., 2018). Also, Glaser
and Strauss (1967) emphasise that in qualitative research, data is accumu-
lated until theoretical saturation is reached, i.e. when new respondents con-
sistently begin to repeat previous observations/inferences. Although Cre-
swell (1998) indicates that qualitative interviews should be conducted
among 20-30 respondents, there is a lack of evidence and grounds for such
samples. Therefore, in the case of this type of research methodology as in
applied in that research, one can rely on the idea of sample saturation (Ole-
jnik & Stefanska, 2022). Non-probabilistic (non-random) selection methods
were used: selection based on respondent’s availability. Research questions
were directed at understanding attitudes and consumers’ perceived barriers
to green consumption adoption and the stimulants that determine change,
but researchers also paid attention to the context of statements to capture
factors not consciously expressed.

This study was conducted with Poland-based participants over a two-
month period. Participants were residents of both the metropolitan city and
adjacent smaller cities. Each respondent, in order to take part in the study,
had to meet certain assumptions verified at the stage of the recruitment
questionnaire, i.e. age 27-54, no direct associations with the cosmetics indus-
try, responsibility for purchases of the product category under study in their
household, and represent a certain stage of change towards green consump-
tion of the category under study. The recruitment survey included an expla-
nation of the specifics regarding the GPCPs product category under study:.
The participants’ perception concerning the stage of readiness towards
behavioural change in the consumption of GPCPs was assessed using the SOC
scale, adapted from Cunha et al. (2015).

Table 1. Stages of change (SOC) towards Green Personal Care Products Consumption

TTM Stages of Change .

e s e Do you use green personal care products?
; Cunha et al. (2015)

consumption

No, I am not thinking about making a change from conventional personal care

SOC 1 (Pre-contemplation) products to greener ones

No, but | am considering buying greener personal care products, however, | am

S0C2 (Contemplation) still not convinced

No, but I have decided to change my habits in this area and buy greener per-

S0C 3 (Preparation) sonal care products, however, | am wondering how to do this

Yes, | am in the process of changing my habits in this area but | am experienc-

S0C 4 (Action) ing difficulties

Yes, | have already changed my habits and buy green personal care products

SOC 5 (Maintenance) reqularly
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With the intention of verifying the interview script, a pilot survey was
carried out beforehand among three groups of students. The script was also
consulted with two experts on qualitative research methods. The final ver-
sion of the script obtained approval from the Commission of Ethics.

The sessions began by introducing and explaining the trial. This was fol-
lowed by open-ended questions aimed at understanding consumers’ experi-
ences with GPCPs, and reasons for rejecting or subscription to green altern-
atives. There were questions from the IRT theoretical framework within the
scenario structure, but respondents were free to shape their statements.
Moreover, participants were encouraged to explain the context and back-
ground of their statements as the researchers intended to capture the broader
background and hidden motivations.

Table 2. Sample characteristics

Participant Sex Education Stage of change Age Group iE\i:/t;?/Z:r):ent
1 Male Higher education (2) Contemplation 24-34 No
2 Female  Higher education (5) Maintenance 35-44 Yes
3 Female  High School (2) Contemplation 35-44 No
4 Female  Higher education (5) Maintenance 24-34 Yes
5 Female  Higher education (4) Action 24-34 Yes
6 Female  High School (2) Contemplation 24-34 No
7 Female  High School (4) Action 45-54 Yes
8 Male High School (1) Pre-contemplation 45-54 No
9 Male Higher education (2) Contemplation 35-44 Yes
10 Male Higher education (4) Action 35-44 Yes
11 Male Higher education (4) Action 35-44 Yes
12 Female  Higher education (3) Preparation 45-54 No
13 Male Higher education (1) Pre-contemplation 24-34 No
14 Female  Higher education (5) Maintenance 24-34 Yes
15 Female  Higher education (4) Action 24-34 Yes
16 Female  Higher education (4) Action 35-44 Yes
17 Female  Higher education (5) Maintenance 24-34 Yes
18 Female  Higher education (5) Maintenance 35-44 Yes
19 Female  High School (3) Preparation 24-34 Yes
20 Male Higher education (2) Contemplation 3544 No
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In addition to open-ended questions, graphic presentations of the prod-
uct category under study were used in the interview in order to liven up the
discussion. Each of the interviews lasted 40-60 min. The researchers dou-
ble-checked the method of coding to minimise bias and find validation of the
findings (Spiggle, 1994). Interviews took place online via video platforms.
The audio versions of the interviews were recorded and then transcribed.
NVivo12 was used in this study. Transcripts were subsequently analysed by
content analysis. Important factors and common themes in individual tran-
scripts were identified and coded. Transcripts were compared with each
other to observe similarities and differences regarding each answer.

Results

Psychological Barriers

* lack of knowledge reloted to the
environmental benefits (3}
Knowledge Barrier (24) + lack of obiity to identify green product (7)
* lack of odvanced knewledge of green
composition (15)

Traditional Barrier (13) ey

+ Insufficient marketing communication (1)
* low trust towaord corporote products (22)
= scepticlsm teword green claims {13)

= tronsparency (25)

Image Barrier (61)

Functional Barriers

. = ovailobiity (11)
Usage Barrier (16) + time consuming (1)
= inconvenient pockaging {4)

« consistency (2)
lock of immediate effect (1)

. longevity (2)
Value Barrier (20) : parloins ()

« quality (2)

= lack of frogrance (5)

» bad experience {4}
. ) o ceolf afficacy (3
Risk Barrier (16) - Tooncict ok (0
+ no value odded (3)

Figure 2. General IRT barrier themes identified and the number of references coded

Resistance

to purchase
GPCPs
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On the basis of the IRT proposed by Ram & Sheth (1989), data were ana-
lysed thematically. This evaluation was based on semi-structured, individu-
ally performed interviews among 20 respondents declaring different SOC
towards GPCPs consumption. Using NVivo12, overall emergent themes were
formed from 18 subthemes (Figure 2). In the study, the existence was con-
firmed of all IRT barriers: psychological (traditional, image) and functional
(risk, value, usage). An additional psychological barrier identified in our
research was the knowledge barrier, which proved to be crucial and most
influential at all stages of change following the image barrier.

Psychological barriers

Psychological barriers refer to consumer reactions to attributes con-
nected with an innovative product as a result of internal psychological con-
flicts arising from established traditions, social norms and usage patterns
(Ram & Sheth, 1989). This conflict stems from certain asymmetries that cre-
ate uncertainty about the consequences of adapting innovations (Kuisma et
al,, 2007). In the current study, the knowledge barrier was also identified as
a key inhibitor of FMCG product green consumption.

Knowledge barrier

The knowledge barrier was categorised by previous researchers as part
of the traditional barrier within the IRT construct (Kushwah et al,, 2019).
This was interpreted to mean that attachment to traditional products led to
a lack of anticipated knowledge needed to shift from conventional products
to those green (Botonaki et al., 2006).

Whereas in this study, few levels of the knowledge barrier were identified
relating to different aspects, stronger at different stages of change. In this
research, the knowledge barrier comprises three subthemes: lack of know-
ledge related to the environmental benefits, inability to identify green prod-
ucts, and limited understanding of green composition. The first two are char-
acteristic for the first initial stages of change (non-buyers), and the third for
consumers at later stages of change (occasional buyers, regular buyers). The
latter are eager to purchase green alternatives and rarely experience the bar-
rier of tradition. However, consumers suffer from a lack of expert knowledge
on the composition of green alternatives allowing them to make optimal pur-
chasing choices within the green category. In other studies, it has been con-
firmed that the knowledge barrier has an impact on both non-buyers of green
alternatives (Xie et al., 2015) and buyers (Bryta, 2018). In light of these find-
ings, it is proposed to isolate the knowledge barrier as a crucial, separate
construct of the set of psychological barriers in IRT theory. Its multifaceted
nature and intensity of impact require more attention from researchers and
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isolated in-depth analyses as another side of the coin is the usefulness of
green information perceived by consumers (Keller & Staelin, 1987). This is
understood as information quality, which is another critical aspect being
a hugely important piece of the puzzle of the complex mechanisms that shape
sustainable knowledge. Green information should be designed to be “com-
plete, persuasive and credible” (Kumar et al., 2021). Understanding these
different perspectives will improve the properly conducted stage targeted
interventions by design, distribution and application of tailored information
among consumers experiencing knowledge barriers at varying degrees and
intensities.

It should be noted that the number of references to the knowledge bar-
rier in all interviews, regardless of the stage of change, was high, which fur-
ther reinforces the belief that more focus is required on the significance of
the knowledge barrier in shaping green consumption. Previous studies
examining the impact of environmental knowledge on purchase intention
have yielded conflicting results (Eze & Ndubisi, 2013; Ramayah et al., 2010),
highlighting the need for more conclusive findings (Joshi & Rahman, 2015).
Environmental knowledge and consciousness are often assumed to drive
green consumption (Schlegelmilch et al., 1996). Gaps in information negat-
ively affect purchase behaviours (Connell, 2010). Researchers often attempt
to address this issue by employing quantitative methods that rely on estab-
lished scales to assess subjective knowledge levels related to the environ-
ment and the specific product category. However, these approaches may pro-
vide only a superficial verification. During individual interviews, it was
revealed that the issue is much more complex. With regard to the product
category, it was discovered that distinguishing a GPCPs from a conventional
one requires consumers to have almost expert knowledge of biotechnology:
the ability to read the formulation and understand which ingredients or
packaging parts may be detrimental both to health and the environment.

“First of all, I'm guided by the fact that I do not exactly know what
ingredients are out there in cosmetics, but I try to choose those that have
the shortest possible composition on the back, so that’s kind of a determi-
nant for me” (Participant 1: Action stage).

“I bought this green cosmetic some time ago; at least it seems to me
green... It is manufactured by a company named “Grassy”. The package
graphics suggests that it’s kind of natural. The first striking features are the
long references to nature” (Participant 12: Preparation stage).
Interpreting green alternatives properly requires a great deal of commit-

ment targeted at finding answers to a countless number of questions.
Respondents at higher stages of change towards GPCPs consumption often
search for information on expert blogs, vendors channels and publications.
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Therefore, buying and properly selecting a theoretically low-engagement
product becomes extremely absorbing and time-consuming.

During interviews, consumers at higher stages of change (action, main-
tenance) were also mostly characterised by higher overall engagement in the
personal care product category (respondents product category involvement
level was assessed by the researchers based on analysis of statements refer-
ring to a products’ search experience and the extent of dedication to the pro-
cess of search). Consumer knowledge from higher stages of change was sig-
nificantly greater; however, they still perceived a lack of self-awareness and
the inability to verify the product’s level of greenness and naturalness.

“My knowledge may not necessarily be comprehensive. There is a blog
called “SrokaO” — cosmetic analysis, and there is really large database of
these cosmetics. I independently type and search for the cosmetic product
online to verify its composition, specifically checking whether it contains
natural ingredients or is predominantly chemical-based.” (Participant 5:
Action stage).

Indeed, in research carried out among green consumers, it has been
shown that they tend to engage in seeking information on the social-environ-
mental criteria of brands (McDonald et al,, 2009). However, this is dependent
on the product category. In this study, it has been confirmed that GPCPs con-
sumers, being at the last two stages of change (maintenance, action), perform
such an analysis at both the product and manufacturing brand levels.

It was surprising that none of the 20 respondents recognised interna-
tional certifications that guarantee the greenness of a cosmetic product.

“The certificate’s name holds no value for me since I can easily put an
“eco-certificate” or a “super quality” label on any package as well. A certif-
icate is just a word, so it is absolutely necessary to have some more indus-
try-specific specialised knowledge to know what’s behind it, whether it
really has any super value added there or not” (Participant 4: Pre-contem-
plation stage).

“I certainly don’t consider myself as an expert, because you see, even
now you're asking about certificates which I didn’t pay attention to. I'm
more guided by the formulation description on the labels” (Participant 6:
Action stage).

Scholars have proved that knowledge of green products promotes con-
sumer intention to purchase such items (Wang et al., 2019). However, a huge
challenge remains in disseminating knowledge about green products to con-
sumers. Understanding the composition described on the back of the pack-
age is the most ambiguous aspect for every consumer, yet it is the most fre-
quently indicated element of the package from which respondents con-
sciously derive their information.
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Tradition barrier

The tradition barrier is concerned with consumer reluctance to make
changes in his/her routine through behavioural change. This may be related
to habit, sentiment and/or satisfaction with traditional products. It is, there-
fore, negatively related to one’s intention to adopt such an innovation (Anti-
oco & Kleijnen, 2010). According to the results of this study, the tradition
barrier negatively determines the purchase intention of green alternatives at
the initial stages of change (contemplation, pre-contemplation, contempla-
tion) and weakens the transition process.

“When I go to a shop, I don’t have the time to consider whether some-
thing is organic or bio, whether it benefits the environment, or if it’s better
for my skin. I'm accustomed to purchasing products, especially those adver-
tised by well-known brands whose advertisements I encounter daily.” (Par-
ticipant 8: Pre-contemplation stage).

At the maintenance and action stages, it no longer negatively determines
purchase intentions toward green categories. It has an inhibitory effect on
consumers only toward selected subcategories of products for which suita-
ble green alternatives have not been found or to which they are strongly loyal.

“You know, when it comes to color cosmetics, I've been using the same
tested products for several years, and that’s what I stick to. I don’t switch
them, even though I'm aware that the ingredients may not be ideal. But
they work well for me, and I don'’t feel the need to change everything.” (Par-
ticipant 7: Action stage).

The traditional barrier manifests differently depending on the custom-
er’s position on the “green wheel of change”. At the initial stages (pre-con-
templation, contemplation, preparation) it is, along with the knowledge bar-
rier, tradition and image barriers, that effectively build resistance. In contrast,
at the maintenance and action stages, the traditional barrier appears as
a slight limitation in intention towards a narrow range of products, typically
fulfilling needs closely tied to visual day-to-day appearance, such as color
cosmetics. Consumers explain this by the lack of green alternatives on the
market that fully satisfy the need for efficiency and performance. Therefore,
first and foremost, consumers are looking for “green quality” to meet their
individual needs without sacrificing functional aspects. The concept of green
equilibrium is crucial, as it allows for personal gain without necessitating
complete sacrifice. It is nevertheless more important than environmental
gain (Chwialkowska & Flicinska-Turkiewicz, 2021).

Image barrier

The image barrier refers to an unfavourable image (Mani & Chouk, 2018),
meaning attitudes and feelings towards a product, brand and even the place
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of manufacturing. An image barrier can be caused by a lack of trust in a green
product and manifests itself as consumer scepticism towards the category
(Sadiq et al.,, 2021). This barrier often arises from a series of green-washing
cases observed and experienced by consumers in their daily consumption. In
this study, the image barrier was identified under four subthemes: perceived
low transparency, scepticism about green products, low trust in corporate
green products, and perceived insufficient marketing communication.

At each stage of change, individuals consistently expressed a significant
influence of brands’ perceived lack of transparency in creating green commu-
nications. Scepticism about green claims was similarly shaped. Significantly,
the findings of this study highlighted a prominent association between the
perceived lack of transparency and corporations offering green products.
Consumers particularly attributed this concern to corporations at the
advanced stage of behaviour change (action/maintenance). This conscious
group of green consumers often highlighted the aspect as inhibiting some of
their choices in terms of the category under study but also concerning the
overall sustainable consumption practised by them. What is more, the study
noted negative sentiments emerging when discussing green alternatives
offered by corporations.

“This is my understanding: if a corporate manager perceives an oppor-
tunity for profit, why not seize it and capitalize on it? Well, that’s not

a sound corporate assumption, because only if you completely changed all

your products and removed the old line (unsustainable), it’s basically a tab-

ula rasa. From now on, all my products are super awe**** chapeau bas. But
if you introduce one green line, I don’t trust it. Sorry, you're just being

a crackpot to me and trying to scr*** me over. Not an option, I'm just not

going for it” (Participant 15: Action stage).

“When it comes to the corporate aspects, so like probably most people,

I'm not too trusting of them and their ‘eco’ labelling (...), they’re just doing

the bare minimum required - just what they need to do to get a certificate

or some sort of label. Nothing more! So it’s probably not exactly for ideolog-

ical reasons being done, but rather for commercial ones” (Participant 16:

Action stage).

Respondents almost unequivocally (regardless of the SOC) prefer prod-
ucts offered by smaller manufacturers (employing up to 20 people) or local
companies over corporate ones. Moreover, they prefer to pay more for locally
crafted GPCPs. The rationale behind this usually included the word ‘support
smaller’ in the statements made by respondents. This is what 18 out of 20 of
the respondents answered during the study.

“I am more convinced by smaller companies, especially if the (green)
brand is new, I believe they want to make a name for themselves on the
market. They really exemplify their work. And yet, the number of people

DOI: 10.34659/eis.2023.85.2.570



ECONOMICS AND ENVIRONMENT 2(85) + 2023 General environmental and social problems

435

who work there, has this idea of putting out a good quality product rather

than going for quantity. Quality, I hope, plays first fiddle for such a small

company” (Participant 11: Action stage).

“I find myself more drawn to these niche green brands, especially small
companies and Polish brands, for instance. I also like a product to be Polish,
rather than manufactured by a large corporation. I prefer smaller, niche
green cosmetics brands. It seems to me that by supporting a smaller entre-
preneur, | am somehow helping them more than those who are sure to stay
on the market” (Participant 20: Maintenance stage).

One might therefore be tempted to conclude that there is a rather nega-
tive attitude towards big manufacturers offering GPCPs alternatives, whereas
there is a very positive attitude towards small craft producers.

This observation stands in contrast to the reports from other studies in
which general trends have been analysed on the perception of products
offered globally. The general perception of global brands has tended to be
very positive due to global availability, colourfulness and diversity of offer-
ings, innovation, and success on the international market as evidence of high
quality. Research conducted by Davvetas and Diamantopoulos (2016)
revealed that consumer preferences for choosing local brands are largely
influenced by the specific product category. This highlights the importance of
employing category-specific strategies in the management of brands on
a global and local scale. Results from the interviews lead to the hypothesis
that responses towards local green FMCG brands are much more positive
than towards global brand offerings. This goes along with greater acceptance
of paying a premium for green products locally manufactured.

The study uncovered an additional barrier that significantly impedes sus-
tainable consumption, namely the presence of ineffective green marketing
communication. This barrier exerts a substantial influence, acting as a formi-
dable force against the adoption of sustainable behaviors. This barrier, in
turn, is extremely effective in inhibiting purchase intention at the initial three
SOC phases (pre-contemplation, contemplation, and preparation).

“There should be some kind of info in the shop, you know, like from the
manufacturer or store, letting you know that this product comes in eco-
friendly packaging. It could say something like “Make the right choice -
protect the planet.” (...) Something very striking like that. Then I would
think about it, lean towards it” (Participant 13: Pre-contemplation stage).
The study findings highlight the importance of enhancing green market-

ing communication on green products, particularly among consumers who
hold pro-environmental values. Insufficient exposure to such communication
underscores the necessity for more robust efforts to effectively convey the
green aspects of products (Alsmadi, 2007).
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Functional barriers

Functional barriers pertain to patterns of product usage, their perceived
value, and the associated risks related to using specific products (Ram &
Sheth, 1989, p. 7). The study identified several functional barriers, which are
discussed below.

Usage barrier

The usage barrier is the result of incompatibility between user values,
acceptance conditions and previous experience (Talwar et al.,, 2021). The
usage barrier in this study consisted of barriers in the perceived form of
lower availability and increased consumption of time to search for products
at points of sale.

“While at the hairdresser’s, she suggests that for my hair, the green
shampoo brand X would be the most suitable (..). So you know, occasionally,
being at some store, I ask around, and they don’t have it. The same thing
happens at the second store, and even at the third one. As it turns out, the
product is exclusively available in select pharmacies, limiting its accessibil-
ity. In such a situation, one would need to order the product online.
As a result, time passes, and the topic fades away and is forgotten” (Parti-
cipant 6: Contemplation stage).

Value barrier

Value barriers result from a consumer’s unfavourable assessment of the
difference in the value of new products compared to traditional ones (Lauk-
kanen, 2016). In this study, the value barrier consists of subthemes resulting
from perceived worse consistency than in conventional products, lack of
immediate effect, worse performance, worse quality, worse smell and com-
fort of use.

“But when it comes to the wooden toothbrush, I am not perfectly satis-
fied either, because it is very soft. So there is no ideal solution for me.  would
love to look for a green one, but one that would give me satisfactory perfor-
mance” (Participant 3: Pre-contemplation stage).

The value and usage barrier most actively affects the purchasing behav-
iour of consumers at the early stages (contemplation, pre-contemplation,
preparation), who perceive lower availability, performance or functionality
of green alternatives as a significant problem. This is due to the fact that these
consumers have not yet taken effective targeted action to purchase GPCPs,
and their use is mainly inhibited by the barrier of existing habits. Participants
who are at the later stages of change (maintenance, action) do not experience
the abovementioned barriers or perceive them as minor impediments that
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do not affect their green purchasing behaviour. These findings are in line
with those obtained by Reinhardt et al. (2019), who discovered that
non-adopters state performance improvement as significant adoption trig-
gers more often than adopters.

Noticeable consumer self-determination in these latter phases (action,
maintenance) of change determines, to a large extent, the trajectory regard-
ing the impact of usage and value barriers. Driven by incentives that appeal
to their product expectations (health and environmental advantage), con-
sumers effectively execute their intentions through engaging and informed
choices. Such consumer self-determination, as a variable positively influenc-
ing the acceptance of innovations, was described by Chung and Liang (2020).
The barriers they perceive the most, and which may condition their choices,
are most closely related to image perception.

Risk barrier

A risk barrier constitutes the range of risks a consumer associates with
using an innovative product (Laukkanen et al.,, 2007; Ram & Sheth, 1989). In
this study, verifying the risk barriers to GPCPs consumption, four sub-themes
were identified: financial, lack of self-efficacy in offsetting environmental,
related to bad past experiences with this product category, and lack of added
value regarding green alternatives over traditional ones.

“Green products are often more expensive. Many people certainly pay

attention to the price. I pay attention to that too, because everyone has
a certain amount of money to spend at any given time or in any given
month. So, I look at that price and I try not to buy something if  don’t know
it (...) because I have a fear that I'm going to get an allergy on my face or
whatever. Thus, I prefer something I know and can associate with, for
example, something that someone has recommended to me and I have con-
fidence that it will be a good product” (Participant 8: Preparation stage).

[t is natural that consumers with limited budgets remain more cautious
in their choices. Price sensitivity often determines the choice and is one of
the key factors ‘holding back’ green purchases (Nguyen et al., 2019). The lack
of recommendations, which is crucial in the surveyed category’s market,
often magnifies the financial risk associated with this decision. According to
the majority of the respondents, “recommendation” emerged as a critical fac-
tor, perceived as the most potent lever for overcoming all the barriers identi-
fied in this study, thereby facilitating the consumption of Green Personal Care
Products (GPCPs).

Some consumers, mostly at earlier stages of the change process, do not
believe in their self-efficiency when protecting the environment as individu-
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als, as well as advantageous and long-term influence on health as one of the
promises of GPCPs.

“I buy a 75 ml tube of toothpaste once in a while, so it is a product used
in very small quantities. (...) My impression is that my environmental impact
by buying this organic product is negligible here. (...) My impression in rela-
tion to personal health is that this impact is negligible” (Participant 14:
Pre-contemplation stage).

Individuals demonstrating low self-efficacy in adapting a particular
behaviour will be less likely to engage in that situation-specific task (Ban-
dura, 1977). In the pre-contemplation phase, self-efficacy tends to be low,
whereas it increases with subsequent SOC phases to be strongest in the
maintenance and action phases (Herrick et al., 1997).

Perceived lack of added value and past bad experiences with GPCPs
emerged in the interviews as one of the risks consumers want to avoid.

“While I may not be well-versed in numerous organic products, I did
have an experience with bath salts labeled as ‘bio’ that claimed to be
healthy and made from natural ingredients. However, I didn’t perceive any
noticeable effects on the water’s softness or the sensation on my skin after
using them in the bath.” (Participant 9: Pre-contemplation stage).

The aforementioned risk barriers were more strongly articulated by
respondents at the early stages of change. Consumers who have minimal
experience with the product category, tend to express risk barriers more
strongly. This can be attributed to their limited familiarity with green prod-
ucts and their associated risks. As they progress through the stages of change
and gain more exposure and knowledge, their perception of risk may evolve
and become less pronounced.

Triggers to green consumption

Reinhardt et al. (2019), in a very extensive qualitative study referring to
a number of innovations, determined three general categories of triggers
that increase the chance of innovation adaptation, namely: increasing the
attractiveness of an innovation (regarding performance or price), barrier
reduction (acquisition of knowledge and self-restricted use) or changes in
the social system.

In this study, several important triggers were also observed in relation to
adapting innovations in the form of GPCPs consumption: green word-of-
mouth (WoM), parenting, general category involvement, current diet: veget-
arianism/veganism, marketing communication, storytelling and openness to
experience.

It was observed that respondents, regardless of the SOC towards green
consumption, declared great sensitivity to green WoM. Undeniably, such
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arecommendation exerts a substantial influence on green consumer choices,
as indicated by respondents’ statements, and possesses the potential to
effectively mitigate all the analysed barriers. This is in line with other studies
(Mouloudj & Bouarar, 2021).

Parenting is another revealed factor having the potential to positively
stimulate this particular green product consumption. In previous research, it
has been indicated that the relationship between parenthood and green con-
sumption shows a rather inverse correlation. According to Migheli (2021),
parenting negatively affects green consumption in general. In the case of the
category under study, however, this relationship may be reversed due to
aspects of increased health safety concerning green personal care product
alternatives for children.

The level of general involvement in the personal care products category,
as well as dietary choices such as vegetarianism or veganism, were observed
to be factors influencing consumers’ attitudes and intentions to purchase
green alternatives. These findings suggest that these factors play a role in
shaping consumer preferences for environmentally friendly options. This
phenomenon can occur due to higher awareness and knowledge among indi-
viduals who are more involved in the personal care products category. Addi-
tionally, dietary choices like vegetarianism or veganism reflect a broader
commitment to sustainability, leading to more positive attitudes and inten-
tions towards purchasing green alternatives. Further research is needed to
explore these factors in depth. Several respondents stressed that information
about green products comes to them as a result of marketing activity by man-
ufacturers. It should be noted, however, that in the research, isolated cases of
people were registered at the initial stages of change who incidentally chose
green products encouraged by green storytelling on packaging. For con-
sumers, facts and evidence are hugely important in breaking down barriers,
but stories are often more easily remembered because of their power to fas-
cinate. Empirical evidence (Lundgvist et al., 2013) points to the enormous
impact of well-designed marketing stories.

Discussion

In the literature on green consumption, much consideration has been
focused on the study of psychological and social factors affecting green con-
sumption. The integration of IRT and SOC brings new knowledge about con-
sumer attitudes and behaviours at different stages of adaptation towards
green products. Proper qualification of consumers according to their posi-
tion on the “wheel of change” towards green consumption will allow more
efficient and effective implementation of sustainable strategies as resistance
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reduces the effectiveness of sustainability interventions and generates con-
sequences for policymakers, companies and consumers (Gonzalez-Arcos et
al,, 2021).

In Figure 2, the synthesised results of our study are presented. This leads
to a discussion about results for other researchers. First and foremost, it is
crucial to highlight that the integration of Stages of Change (SOC) and Inno-
vation Resistance Theory (IRT) concepts introduces a novel perspective on
the architecture of barriers. While analysing the results of the research, ones
may notice that the general conclusion refers to the functional barriers within
the IRT construct that disappear at the last two stages of change. Psychologi-
cal barriers, on the other hand, remain but assume a different form, mainly
related to a higher level of awareness. At the initial stages (pre-contempla-
tion, contemplation), the image barrier mainly accumulates around general
scepticism about green product alternatives and the lack of convincing mar-
keting incentives to stimulate change. Thus, unaware consumers do not feel
the need to modify their behaviour. Habitual resistance and limited know-
ledge about green product alternatives and their potential positive influence
on the environment as well as personal health generate high perceived risks
related to the transformation.

Some types of psychological barriers, such as tradition, are noticeable at
the first stages of the change process, while during stages of action and main-
tenance, they are not observed in the same vein. Tradition serves as a psy-
chological barrier that emerges from the clash with customers’ preexisting
beliefs (Ram & Sheth, 1989). In their research, Ram and Sheth (1989) and
Amberg and Fogarassy (2019) also identified that dimension. It is not clear
whether this is tradition or routine due to the fact that tradition is strongly
connected with emotions and celebrating moments, while routine is not
based on that type of self-reflection. In our research, respondents mentioned
habits and sentiment, suggesting both possible sources of inhibitors and
interpretations. This further indicates that the barrier may be perceived as
a routine, and - to change attitude - customers have to break repeated pat-
terns of behaviour (Herbig & Day, 1992).

Image is shaped by customers’ knowledge and experience with a particu-
lar subject or object influenced by the connotations that external target
groups associate with specific companies and brands (Burmann et al., 2008).

This suggests consumer acceptance of innovative GPCPs (knowledge and
emotions) is influenced directly (through own experience) or indirectly
(from WOM or media). The weak positioning in consumers’ minds, accom-
panied by their scepticism without support from communication, is an inhib-
itor during the three stages from pre-contemplation to preparation. In
advanced stages of change, the image barrier evolves and intensifies, partic-
ularly regarding the lack of trust in corporate green product manufacturers,
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their perceived lack of transparency, and their real contribution to sustaina-
ble production. Consumer suspicion increases with greater knowledge and
experience. Hence, there is a need to develop communication strategies tar-
geting this group of consumers based on alternative arguments. Examples of
such arguments include providing evidence of environmentally friendly
actions, transparency regarding product composition, and the credibility of
certifications and independent evaluations.

Therefore, the image barrier is multi-faceted, variable for almost every
stage of change towards green consumption, and requires separate consider-
ation depending on the consumer’s progress. Identifying and describing
these facets requires additional effort from the scientific community and
poses an intriguing challenge for future research.
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Functional values, such as value barriers, strongly refer to benefits deliv-
ered by GPCPs. According to Chen and Deng (2016), environmental aware-
ness as well as price sensitivity are intertwined and have a significant impact
on the level of green purchases. Among other types of values described by
consumers is trust in green cosmetics’ effectiveness. In their research,
Amberg and Fogarassy (2019) noticed that consumers will not use natural
cosmetics if they are not as effective as their chemical complements. How-
ever, the quality of GPCPs is perceived as a barrier that can be weakened by
price due to there being a correlation assumed between product price and
quality (Wang et al., 2019).

The knowledge barrier is significantly evolving throughout SOC phases.
Being aware can be defined as a process of change that progresses as knowl-
edge increases through information and learning (Fiske, 2008). Naturally,
environmental knowledge increases as the awareness increases (Safari et al.,
2020) and vice versa. Some researchers use knowledge and awareness inter-
changeably in certain contexts (Kwatra et al., 2014). Knowledge is a modera-
tor of the relationship found between practices of green innovation and con-
sumer resistance to such innovation (Khan et al., 2022). According to Kao
and Du (2020), providing information with high-quality features in advertis-
ing messages influences consumers’ positive perception of a green brand.
Based on that research, we argue that information should include a real reli-
able proof. Creating effective green marketing messages for first SOC seg-
ments may therefore require a completely different strategic approach
focused on education and providing quality evidence of product sustainabil-
ity (e.g., comparative advertising, content backed by factual sources, and
expert support). Marketing is seen as the basic channel in promoting green
consumption, but selective marketing is suggested to increase the share of
the population subscribing to green consumption (Nelson et al., 2009). The
selection of appropriate marketing triggers should reflect the specifics of
these consumers from initial phases, inexperienced with change, clinging to
their habits, but also not open to dynamic and categorical change. It is also
very important at this stage to stimulate social change towards green con-
sumption. Social influence at these early stages has the potential for the
strongest stimulation of the green consumption effects. “Motived by a warm
glow, which can be understood as a good feeling after engaging in a pro-so-
cial behaviour” (Tezer & Bodur, 2019) is a social creation that could prove
effective in stimulating change through appropriate marketing efforts. Thus,
a huge role in social marketing remains to be played in properly promoting
green consumption to this audience.

Consumers who are in the third SOC group (pre-contemplation) can be
described as ‘lost’ and in need of a ‘helping hand’ type of intervention. These
individuals are already entirely open to change, trying to implement green
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habits but get ‘lost’ in the process. Green marketing communications could
be primarily focused on creating ‘traffic signs’ and ‘green signalisation to
help identify both the environmental and health benefits for the consumer in
the pre-contemplation phase, as well as generate cues to aid in identity estab-
lishment of green products.

Finally, at the final SOC stage (maintenance, action), corporations take on
a huge role. These precisely targeted and aware of consumer trust smaller
manufacturers of green alternatives are incredibly sensitive to the issue of
transparency as well as product composition. This consumer greatly appreci-
ates sustainable packaging but is equally sensitive to the aesthetic issues of
green packaging. GPCPs designed for conscious consumers should be based
on a simplified natural and fresh aesthetic. The consumer also has noticeably
higher expectations in terms of packaging innovation (e.g., reusable refill
options). This segment expects to be taken seriously, as for it, GPCPs are often
a category in which the consumer is very committed to buying. Therefore, in
their actions, global companies should convince buyers that they have made
areal, sustainable change at all stages of production. Genuine change should
also be visible on the packaging by offering GPCPs, the composition and pack-
aging of which ought to be both consistent with the idea of green change and
appealing to the consumers’ high expectations.

What should be strongly emphasised are certain consumer expectations
directed at green product manufacturers, namely: the expectation of eco-per-
formance proof, a real change towards 360-degree green manufacturing, and
a definite increase in transparency efforts. All respondents, regardless of the
SOC, declared openness to change and increased efforts to be more commit-
ted to environmental protection. However, they were not fully convinced by
market agents. They were not even provided with evidence in the form of
articulating the prevalence of green alternatives for health and the environ-
ment. Consumers expect a real change in the behaviour of manufacturers,
including transforming the entire production process toward those sustain-
able and offering exclusively green innovations, completely abandoning tra-
ditional ones. Only such action has the potential to definitely increase credi-
bility, but also positively affect transparency. Sustainability might be a signif-
icant purchase criterion if and only if consumers feel they have been
convinced by authentic, mission-driven green companies.

Theoretical implications

The integration of the two concepts: IRT and SOC, brings about new ideas
for consumers attitudes toward green personal care products and participa-
tion in the process of both inhibitors and stimulants that lead consumers
from the stage of pre-contemplation to maintenance. Firstly, as far as psycho-
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logical and functional barriers are concerned, they take part in the SOC pro-
cess until preparation. At the action and maintenance stages, some inhibitors
are still present; however, functional barriers disappear.

The interviews revealed several variables demonstrating potential in
moderating relationships between barriers and intention to purchase GPCPs,
namely general category involvement, parenting, current diet: vegetarian-
ism/veganism, and openness to experience. The study also revealed that con-
sumers prioritize the health aspect over the environmental aspect when
considering alternatives to GPCPs.

In the marketing literature, there is a constant search for answers to the
question of how to make a shift in consumer behaviour toward that more
sustainable (Kemper & Ballantine, 2019). Knowledge of the perceived barri-
ers in the consumption of green products is of rising significance, as trade
organisations are placing more and more emphasis on environmental con-
cerns when assessing performance in line with the triple-bottom line method.

Particularly important for proposing fruitful marketing of innovation dis-
semination and product failure reduction (Ram, 1987) is the analysis of bar-
riers accompanying individuals at the early stages of change: non-adopters
with no intention to change. Stimulation toward sustainable consumption,
however, should run parallel throughout the behavioural change process
since, at each stage of change, there is a risk that relapse will occur, a phe-
nomenon already known in psychology (Segan et al., 2006). The creators of
the TTM model pointed out that the process of change is cyclical rather than
linear for most people and that relapse triggers a renewed passage through
earlier and later stages of change (Prochaska et al., 1992).

In this study, it has been revealed that the dominant barrier for any con-
sumer (regardless of the stage of change) is a lack of knowledge about green
alternatives. However, the intentional acquisition of this knowledge requires
certain skills and commitment. Gleim et al. (2013) reported a lack of exper-
tise as being a barrier to green consumption, as well as that the change in the
number and form of product information cues can break these barriers. The
standardisation and popularisation of knowledge about the certificate marks
would have the potential to significantly reduce the dilemmas that consumers
currently face on the ‘thorny’ road towards sustainable consumption. Certi-
fication systems provide guarantees of ,green quality” by verifying the pro-
duction process, composition and sourcing of ingredients, packaging, stor-
age, the authenticity of labels, energy and waste management (Vila Franca &
Ueno, 2020). Certificates provide evidence of sustainability - a need that
remains unmet and generates strong barriers in the transition to green pur-
chasing decisions. Above all, however, certification in the personal care mar-
ket must be the subject of intense debate and promotion, just as in the food
market.
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Nonetheless, a lack of systemic governmental support and that of policy-
makers inhibits these changes and stifles the evolution of green consumer-
ism. While great hopes are being pinned on green consumerism as the path
to agreen,low-carbon economy and poverty alleviation leading to an increase
in resource efficiency (Goal 12: Ensure sustainable consumption and produc-
tion patterns, 2015) , there are still no concrete regulations or government
definitions for GPCPs in the European Union, United States or Brazil (Vila
Franca & Ueno, 2020).

Managerial implications

The intention-behavioural gap on the part of manufacturers is the strong-
est inhibitor of green consumption concerning this product category. By
offering genuinely green alternatives, implementing innovations related to
greener packaging, and promoting knowledge as well as evidence of how
green offerings differ from conventional ones, manufacturers are among the
strongest market agents with the potential to reduce inconsistency between
consumer declarations and their purchasing behaviour at every stage of
change towards green consumption. Lack of quality knowledge and evidence,
consumer uncertainty and mistrust stunt green consumption - especially
among those at lower stages of change (pre-contemplation, contemplation),
who are often characterised by lower overall engagement in the personal
care category. This, in turn, reinforces the barrier of tradition, that is, attach-
ment to tried-and-true purchases. This conclusion is in line with that obtained
in the research by Sadiq et al. (2021), according to which consumers with
deep environmental and health concerns are more expected to use eco-
friendly cosmetics, irrespective of existing barriers.

The respondent’s level of knowledge about how the consumption of
GPCPs alternatives can affect environmental protection was limited at all
levels of change. The aspect of green packaging innovation and aesthetics
appeared in almost every conversation at the higher stages of change levels,
but mainly the intention to purchase GPCPs was shaped by the natural com-
position of the products and their beneficial effects on personal health. Thus,
health consciousness proved to be a much stronger stimulant for more sus-
tainable choices within the given context. What should be strongly empha-
sised are certain consumer expectations directed at green product manufac-
turers, namely: the expectation of evidence, real change and a definite
increase in transparency efforts. All respondents, regardless of the stage of
change, declared openness to change and increased efforts to be more com-
mitted with environmental protection. However, they were mostly not con-
vinced by market agents. They were not provided with evidence in the form
of even articulating the prevalence of green alternatives for health and the
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environment. Consumers expect a real change in the behaviour of manufac-
turers, including transforming the entire production line towards sustaina-
ble processes and offering exclusively green products, not a mixed variety.
Only such transformation has the potential to increase credibility, but will
also affect perceived transparency. Sustainability might be a significant pur-
chase criterion if and only if consumers feel they have been convinced by
authentic mission-driven green companies.

Conclusions

In this study, preliminary evidence is provided, stating that there is con-
siderable stage-specificity across multiple green consumption behaviours.
Sustainable consumer purchasing behaviour generates strong incentives to
stimulate manufacturers to make a change towards sustainable industrial
development (Liu et al, 2012), which, in turn, benefits environmental
well-being. Companies around the world are facing the need to provide
improvements in the environmental performance of offered products, often
forced by other parties such as the government, customers, suppliers, con-
sumer groups, environmental organisations and even banks together with
insurance companies (Klostermann & Tukker, 1998). In order to cover sus-
tainability demands and enhance eco-efficiency, manufacturers are imple-
menting product innovations and offering new alternatives to conventional
green solutions for customers. Green consumption patterns are also strength-
ened by social change, defined by sociologists as a type of social innovation.
Social innovation is perceived as a “novel solution to social issues, being more
effective, efficient and sustainable compared to already existing solutions,
and for which the created value primarily accrues to society as a whole rather
than only to private individuals“ (Phills et al.,, 2008, p. 38).

Researchers often portray the lack of intention execution as an unthink-
ing behaviour (Jacobs et al,, 2018), but the one-on-one interviews conducted
as part of this research allow to suggest that consumers of personal care
products are often very thorough in their analysis of green offerings and
make their final choices in a very rational and thoughtful manner. The funda-
mental problem is not a lack of consistency between intention and purchas-
ing behaviour on the part of the consumer. Often, the key problem is a lack of
proper attitude and behaviour among manufacturers in terms of green dec-
larations, not translating into the final product offered to consumers. This, in
turn, generates a series of image barriers that strongly influence final pur-
chasing behaviours. In particular, the strongly functioning image barrier at
all stages of change suggests that the process of change towards green con-
sumption is strongly hampered by the actions of green-washing manufactur-
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ers, generating bad consumer experiences, but also by intuitive consumer
mistrust in corporations and their intentions. Thus, there is a noticeable
green ethnocentrism in GPCPs consumption which remains consistent with
other studies. Hsu et al. (2017) proved that the country of origin moderates
links between purchase intention and antecedences in the case of students
from Taiwan. The origin of green alternatives can therefore be one of the
leading factors in decision-making and product evaluation, as opposed to
conventional products. Thus, in addition to cultural differences, immeasur-
ably shaping purchasing behaviour around the world, in analyses, it is
important to distinguish the impact of ethnocentrism with regard to the
product’s nature (green vs. conventional). The future of the ecosystem largely
depends on the proper and rapid diffusion of sustainable product and service
innovations (Dearing, 2000). Approaches to formulating attitude change
strategies, and addressing these societal challenges, require appropriately
targeted interventions considering the knowledge of the boundary condi-
tions for the intervention (Gwozdz et al., 2020; Verplanken & Orbell, 2022).
There have been a great number of emerging studies in which the effective-
ness of stage-specific interventions has been demonstrated within the con-
text of different behaviours, i.e. physical activity or healthy eating (Klockner
& Ofstad, 2017; Teng et al.,, 2021). Stage-targeted interventions are especially
useful in addressing lifestyle modification (Md Yusop et al.,, 2018).

Limitations and further research

While this study makes a significant contribution to sustainable market-
ing, the design of this study has its limitations. Generalising the survey to
other markets outside of Poland can be problematic when market specifics
are considered (both in terms of marketing communications and GPCPs
labelling), in particular, the different socioeconomic characteristics of the
population and the green consumer consciousness more broadly built place.
The sample selected for this study includes residents of one province in one
country. In future research, potential similarities among other cultures and
nations could be explored.

Despite the aforementioned limitations, this study improves knowledge
on the inhibitors and stimulants of the overall green consumption process,
thereby, it will help programming interventions more effectively, for both
social and commercial green marketing strategies.

In further research, quantitative verification should be carried out with
regard to the impact of individual barriers at each stage of change, optimally
compared to several categories of green products in different cultural con-
texts in order to compare possible differences.
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More attention should be paid to the knowledge barrier and its different
framings related to green consumption. Also, attitudes toward acquiring
green knowledge could be examined. And when it is acquired, does having
green knowledge equate to and ability to use it?

Consumers may also hide behind the knowledge barrier, and in fact, the
actual barrier may be a negative attitude towards acquiring knowledge or
unsatisfactory quality of the information provided. These aspects should be
explored in the future through further research.
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