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A sample of tourists (N = 780) responded to a survey addressing purchasing

intentions and consumption motives in relation to buying sustainable

groceries at a local food market. These intentions and motives were

contrasted for two consumption contexts: on vacation vs. at home. An

initial analysis of the data indicated that self-reported purchasing intentions

were weaker for a vacation scenario than for a home scenario. Further

analyses suggested that motives associated with purchasing intentions were

not universal between contexts. At home, normative motives (i.e., good

conscience) were positively associated with intentions, whereas other motives

failed to explain significant variance (i.e., value for money, calm and safe,

avoid boredom, pleasure, and good impression). On vacation, associations

with intentions followed a similar pattern, except for the finding that hedonic

motives (i.e., pleasure) added explanatory variance. Despite the increased

importance of hedonic motives on vacation compared to at home, normative

motives showed the strongest association with purchasing intentions in both

consumption contexts. The findings are discussed with reference to the

literature on contextual discrepancies in environmental behavior, while noting

possible implications for promoting sustainable consumption among tourists.

KEYWORDS

home, vacation, consumption motives, purchasing behavior, sustainable tourism

Introduction

The tourism sector is associated with a range of environmental and
sociocultural changes, in addition to having impacts on the economy, especially
in developing countries (Rutty et al., 2015). This becomes evident, for instance, when
considering that the sector stands for a non-neglectable share of global greenhouse
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gas (GHG) emissions. More specifically, the volume of sectorial
emissions has been approximated to 8% of the global GHG
emissions, part of which can be attributed to activities resulting
from and relating to individual consumption (Lenzen et al.,
2018). While this makes these activities a potential target to keep
emission growth within bounds, some scholars have argued that
those who are worn out from mitigative efforts in their everyday
life could be prone to rebound effects once they are on vacation
(Hall et al., 2013). It is because of this that understanding
the reasons for why individual consumers could hesitate to
show the same level of engagement across contexts promises
to yield important insights for policy strategies and behavioral
interventions that seek to promote sustainable forms of tourism.

With respect to consumption decisions that take place after
people have arrived at their destination, the reasons for diverting
from everyday life can be as manifold as the motivations for
which people choose to travel in the first place.1 Some consumers
may choose the cheapest available option because it leaves room
in their remaining travel budget, others may prefer products that
provide a pleasant experience such as through the consumption
of luxurious food, some may end up choosing a product based
on the desire to escape the boredom of their regular shopping
routines back home, and yet others may opt for an option that
adheres to sustainable development goals. This study focuses on
the latter and draws upon psychological literature that delineates
motives that could drive decisions favoring products with
sustainability attributes; see Steg and Nordlund (2019) for an
overview of theories commonly used to explain environmental
behavior.

Literature review

The effort a person may invest to protect the environment
in everyday life rarely accounts for their respective activities as
tourists. Dolnicar and Grün (2009) surveyed a sample of tourists
about their environmentally friendly behaviors across different
contexts. Only a relatively small share of their sample showed
the same behaviors on vacation as at home (e.g., purchases of
refillable or reusable products, recycling of newspapers or cans).
And related to this, the participants provided plenty of reasons
(e.g., that they would spend most time at home). MacInnes et al.
(2022) echoed these findings in the sense that a large share of
their sample diverted from regular environmental engagement
they normally displayed at home. Reasons that were provided
by the participants for not displaying environmentally friendly
behaviors on vacation varied in specific cases; for instance,
experienced time pressure was mentioned as a reason for not
eating leftovers but not in the context of avoiding heating.
This complements some broader scholarly debate addressing

1 For a further discussion on the literature on tourist motivation, see
Heitmann (2011) and Dann (2018).

contextual spill-over of environmentally friendly behaviors,
including various aspects of sustainable consumption (Nash
et al., 2017; Frezza et al., 2019).

Goal-framing theory (Lindenberg and Steg, 2007) asserts
that the manner in which people select, process, and act upon
available information depends on the relative strength of three
overarching goals. These are described as hedonic goals (such
as the perceived pleasantness of the target behavior), gain goals
(such as the efficient use of disposable personal resources),
and normative goals (such as the perceived appropriateness of
the target behavior). While multiple goals may operate at the
same time, it is the one that is most focal in the situation
at hand that will exceed the greatest influence on behavioral
decisions, whilst others may still remain influential in the
background (Lindenberg and Steg, 2007). For instance, the
physical presence of another person who picks sustainable
groceries instead of conventional alternatives may underline
the social acceptability of this behavior, which by extension
would increase the relative impact of normative goals on
individual purchasing decisions. In addition to individual value
endorsements that could lead people to pay increased attention
to certain behavioral alternatives, the focal strength of each goal
can differ based on situational cues (Steg et al., 2014, 2016).

This theoretical perspective has been employed in several
empirical studies seeking to understand individual differences
in consumer behavior. Tang et al. (2020) investigated whether
motives derived from the three overarching goals are associated
with behaviors such as the purchasing of eco-labeled products,
water conservation, and paper recycling. Their results showed
that the anticipation of positive emotions (corresponding to the
hedonic goal) and the desire to do what is deemed appropriate
(corresponding to the normative goal) both explained variation
in the propensity to engage in these behaviors. Cost-benefit
calculations (corresponding to the gain goal) were unrelated
to the behaviors. Thøgersen and Alfinito (2020) tested the
effects of a goal framing manipulation on the importance of
product attributes for a choice between organic and non-organic
food. A normative goal frame increased the tendency to choose
organic food, whereas a hedonic goal frame increased the
importance of the physical appearance of the food on people’s
preferences. These findings complement other literature that has
employed a goal framing approach to understand individual
consumption patterns (Chakraborty et al., 2017; Onel and
Mukherjee, 2017; Shin and Kang, 2021; see also Barbopoulos
and Johansson, 2016, for a related discussion).

When it comes to empirical studies that have explored the
role of these motives for understanding tourism activities in
particular, there has been a focus on hotel guests. Miao and
Wei (2013) found that routine behaviors, such as switching
off the lights, were shown less often in hotel rooms compared
to what was regular at home. While normative considerations
showed the strongest association with the investigated behaviors
in a household context, the same behaviors in a hotel context
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were most strongly associated with hedonic considerations.
Miao and Wei (2016) reported evidence to suggest that non-
environmental aspects like time or effort can be linked to
environmental behavior in hotels, again highlighting the role
of hedonism in understanding tourism activities. Rodriguez–
Sanchez et al. (2020) reported that hedonic motives (e.g.,
personal comfort) were negatively associated with water
conservation during a hotel stay, whereas a positive association
was reported for normative motives (e.g., felt obligation). And
again, the association with conservation efforts turned out to be
stronger for hedonic motives than for normative motives.

Research aims

A contextual emphasis on relaxation and enjoyment has
been suggested as an explanation for why people may show
less environmental behavior during their vacation compared
to if they are at home (Dolnicar et al., 2019). The reviewed
literature supports this view insofar that an increased focus
on personal comfort can be associated with reduced efforts to
conserve resources in hotels. One issue that deserves further
attention is whether these observations can be generalized
toward the activities by tourists at large, for instance when
they are shopping for groceries. If the assumption holds that
the fulfillment of personal needs becomes especially salient
on vacation, the situational focus on hedonic motives can
have implications for a wider range of consumption-related
activities.2 In the following, we report an empirical study that
tests this claim, based on scenarios in which participants were
asked to imagine buying groceries at a local food market. Several
studies have pointed to the importance of food in shaping
consumer experiences in tourism, especially when it is locally
produced (Björk and Kauppinen-Räisänen, 2016; Birch and
Memery, 2020).

Materials and methods

Participants

Participants were recruited among tourists who were visiting
the city of Bergen (Norway) during the holiday (summer)
season, N = 780, 18–91 years, Mage = 41.97, SDage = 16.09.
Data was collected at a vantage point near the city center, which
provides a scenic overview of the city and the surrounding
area. This site was chosen since it typically attracts visitors
from a large variety of backgrounds, as well as with different

2 While one can think of several examples in which environmental
engagement may infringe upon personal needs, the focus on pleasure
seeking can make these tensions even more salient when people are on
vacation (Dolnicar et al., 2008).

modes of traveling. Research assistants approached potential
respondents directly at the site, asking if they were currently
on vacation. In the case of an affirmative response, the research
assistants asked whether they would be willing to fill out a
questionnaire addressing different facets of their experiences
as tourists. Participation was voluntary, and without financial
incentive. Female respondents (54.4%) were slightly more
represented in comparison to male respondents (45.6%). For
more details on the socio-demographic characteristics of the
sample, including participants’ last night accommodation, see
Table 1.

Procedures

Each participant filled out a paper-and-pen questionnaire.
To enable us to test whether the motivational underpinning

TABLE 1 Sample profile.

n %

Gender

Female 424 54.4

Male 356 45.6

Age

18–24 120 15.4

25–34 205 26.3

35–44 108 13.8

45–54 139 17.8

55–64 124 15.9

≥ 65 84 10.8

Accommodationa

Camping facility 82 10.5

Private pension 39 5.0

HI hostel 17 2.2

Hotel 255 32.7

Cruise ship 161 20.6

Not specified 222 28.5

Continentb

Europe 546 70.0

North America 134 17.2

South America 18 2.3

Oceania 22 2.8

Asia 54 6.9

Africa 1 0.1

Tourist type

International 743 95.3

Domestic 28 3.6

Percentages of responses within each category (separated by empty rows) do not always
add up to 100 due to missing values (n = 4 for accommodation, n = 5 for continent, n = 9
for tourist type).
aParticipants reported on their last night accommodation.
bParticipants reported on their current place of residence.
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of intentions to buy sustainable groceries differs between
contexts, participants filled out the measures of the target
variables after having been asked to imagine visiting a local
food market in a home scenario vs. a vacation scenario. Using
imagined scenarios compared to standard questions helps to
make the situations more concrete and approximate of real-
life situations (Alexander and Becker, 1978). While the study
assesses cross-sectional associations between consumption
motives and purchasing intentions, a repeated measures design
was employed to examine possible differences in associative
patterns across consumption contexts. The sequence in which
items pertaining to either one of the two scenarios were
presented in the questionnaire was counterbalanced between
participants to account for possible order effects. An overview
of means and standard deviations for each context scenario can
be found in Table 2.

Measures

Consumption motives were measured with seven items
adopted from the Consumer Motivation Scale (CMS;
Barbopoulos and Johansson, 2017a,b). Each item captured
a unique motive and asked respondents how important this
motive was to them personally (answer scale: 1 = Not at all
important, 7 = Extremely important). The seven motives each
related to one of three goals: The gain goal (motives: value
for money, fulfills expectations, calm and safe), the hedonic
goal (motives: avoid boredom, pleasure), and the normative
goal (motives: good conscience, good impression). Items were

introduced as follows: “Imagine that you are visiting a local food
market that offers a wide range of products. These products
differ in many ways including their environmental and social
impacts etc. How important are the following aspects . . . [. . .
when you are at home? . . . when you are on vacation?]”.

Purchasing intentions were assessed with four items,
each concerned with the likelihood to which participants
would purchase grocery products with different sustainability
attributes (answer scale: 1 = Very unlikely, 5 = Very likely).
This selection of attributes (recyclable, fair trade, ecological, and
bought directly from the farmer) was informed by prior research
indicating that environmental and social aspects are common in
consumers’ concept of sustainable groceries (Hanss and Böhm,
2012). Items were introduced as follows: “Imagine the same
situation as described above, namely that you are visiting a
local food market that offers a wide range of products. How
likely is it that you make the following choices . . . [. . . when
you are at home? . . . when you are on vacation?]”. Purchasing
intentions were analyzed with composite scores that reflected
average scores across the four items, computed separately for the
home scenario (α = 0.77, M = 3.72, SD = 0.91) and the vacation
scenario (α = 0.80, M = 3.34, SD = 0.97).

Results

Figure 1 shows mean differences in self-reported purchasing
intentions, plotted separately for each sustainability attribute.
A dependent t-test based on the composite scores of purchasing
intentions yielded significant mean differences. More precisely,

TABLE 2 Means and standard deviations for item measures.

Home Vacation

n M SD n M SD

Purchasing intentions (1 = Very unlikely, 7 = Very likely)

When I buy wrapped food, I will make sure that the wrapping can be recycled. 749 3.77 1.21 754 3.33 1.26

When I buy fruits and vegetables and have the choice between ecological and conventional products, I
will buy ecological products.

746 3.87 1.10 755 3.48 1.19

When I buy food and have the choice, I will buy products that guarantee fair payment to the producers. 748 3.92 1.03 755 3.59 1.15

When I buy fruits and vegetables, I will go to a farmers’ market or a similar place where I can buy directly
from the farmer.

749 3.35 1.31 758 2.99 1.30

Consumption motives (1 = Not at all important, 7 = Extremely important)

Value for money: I should get a lot for the price I paya 744 5.34 1.23 755 4.70 1.29

Fulfills expectations: the product should fulfill even my highest requirements and expectationsa 741 5.53 1.07 749 5.21 1.10

Calm and safe: the product should make me feel calm and safea 732 5.24 1.46 744 5.18 1.50

Avoid boredom: It is important that the product is not too boring or routinea 732 4.60 1.54 739 5.20 1.54

Pleasure: the product should be pleasant and agreeablea 727 5.49 1.14 738 5.65 1.10

Good conscience: the product should give me a good consciencea 732 5.51 1.25 743 5.29 1.31

Good impression: the product should make a good impression on people who are important to mea 736 4.55 1.82 745 4.57 1.86

This table summarizes means and standard deviations for items measuring purchasing intentions and consumption motives. Note that for consumption motives, the questionnaire
displayed the first words of each item (e.g., “Value for money”) in boldface. The sequence in which items regarding each consumption context were presented in the questionnaire was
counterbalanced; for more details, see “Materials and methods” section. aAdopted from Barbopoulos and Johansson, 2017a,b.
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participants were on average more likely to intend purchasing
sustainable groceries at a food market when being at home
than when being on vacation [t(746) = 16.21, p < 0.001,
d = 0.41].

Figure 2 depicts mean differences in self-reported
consumption motives, shown separately for each motive
category. A series of dependent t-tests (Bonferroni corrected)
indicated that perceived importance of specific consumption
motives differed between the imagined scenarios. In connection
with the vacation scenario, participants were less likely to
emphasize gain motives such as value for money [t(735) = –
12.89, p < 0.001, d = –0.52] and that the purchase would fulfill
expectations [t(730) = –7.61, p < 0.001, d = –0.29]. They also
put less emphasis on normative motives in the form of having
a good conscience [t(724) = –7.14, p < 0.001, d = –0.17].
Participants were in the meantime more likely to consider
hedonic motives such as avoiding boredom [t(720) = 10.44,
p < 0.001, d = 0.39] and seeking pleasure [t(717) = 4.84,
p < 0.001, d = 0.15], when they considered consumption at
a local food market on vacation compared to at home. Two
additional motives that were labeled as calm and safe [t(722) = –
1.80, p = 0.073, d = –0.04] and good impression [t(725) = 0.04,
p = 0.970, d = 0.00] did not differ in their perceived importance
between the context scenarios.

Table 3 juxtaposes results from two multiple regression
analyses to investigate the predictive value of different
consumption motives for choosing sustainable groceries on
vacation vs. at home.3 Results indicate that having a good
conscience (as a normative motive) was significantly and
positively associated with intentions to make sustainable
purchases, both at home and on vacation. However, pleasure
(as a hedonic motive) showed differential associations. It
was significantly and negatively associated with intentions to
buy sustainable groceries on vacation, but not significantly
associated with purchasing intentions in the home scenario. The
remaining consumption motives failed to show any significant
associations with purchasing intentions, irrespective of whether
consumption decisions were imagined as taking place at home
or on vacation.

Discussion

Tourism comprises the “activities of persons traveling to
and staying in places outside their usual environment for not
more than one consecutive year for leisure, business and other

3 To further scrutinize the identified patterns of associations, we reran
the statistical analyses with participants’ last night accommodation as a
covariate, using contrast coding with hotels as the baseline. Results were
remarkably similar to those reported here. For reasons of parsimony,
this paper only reports on the analyses that exclusively incorporated
measures addressing different consumption motives to explain individual
differences in purchasing intentions.

purposes” (UNWTO, 1995, p. 1). Many images in popular
culture portray these activities in connection with beach resorts,
yet these descriptions fall short in capturing the complexity of
tourism as a socio-cultural phenomenon. Some individuals may
decide to go on vacation primarily because they look for comfort
and relaxation, others could book a weekend trip to a foreign
city in the anticipation of experiencing cultures that are different
from their own, and yet others may be driven by the desire
to reunite with family and friends during the holiday season.
These examples illustrate that the motives that drive people to
travel away from home, and by extension the type of experiences
that they seek from related consumption decisions, can be quite
heterogenous (see Heitmann, 2011; Dann, 2018).

These activities—despite their heterogeneity—can provide a
means by which people can break out from the boundaries that
are imposed on them in everyday life. This becomes reflected
in the desire for an interim escape from regular routines
and responsibilities, along with the wish to encounter positive
experiences whilst being at the destination, both of which are
traditionally viewed as core motivations for why people travel
away from home (Dann, 1977; Iso-Ahola, 1982). The reported
analyses support this view by showing that motives for boredom
avoidance and pleasure seeking were more pronounced in the
vacation scenario than in the home scenario, accompanied
with a reduced emphasis on motives like having a good
conscience when imagining a local food market visit as tourists.
Taken together, these results support the notion that tourism
constitutes a context where the subjective importance assigned
to specific motives tends to differ from everyday life.

It is a core premise in goal-framing theory that cues
supporting hedonic and/or gain goals can push normative
goals into the cognitive background, which for the latter
implies less influence on behavioral decisions (Lindenberg
and Steg, 2007). Drawing upon this theoretical insight, the
current study explored if an assumed situational focus on
hedonism can account for some of the contextual variation
in consumption-related activities. The specific assumption was
that when a person operates within their regular context
(at home) and the pursuit of pleasure gets relatively less
emphasized, features associated with shopping in public, like the
physical presence of other consumers, can resonate well with
normative considerations regarding the need to preserve the
environment. If the same person acts outside this context (on
vacation) and the seeking of aggregable experiences becomes
increasingly important, however, the relevance of normative
considerations might be lessened. Despite evidence that the
individual motivation for (not) behaving environmentally
friendly may indeed differ from context to context (Miao and
Wei, 2013), it is only recently that scholars have employed this
perspective to understand food consumption during vacation
(Liu et al., 2022).

There was one consumption motive that showed a
negative significant association with product purchases when
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FIGURE 1

Purchasing intentions when visiting a local food market, compared between contexts (answer scale: 1 = Very unlikely, 5 = Very likely). Mean
differences (diamonds) are shown with 95% confidence intervals (bars). A positive value indicates that the likelihood to purchase sustainable
products was rated higher in the vacation scenario than in the home scenario, a negative value indicates that it was rated lower.

FIGURE 2

Consumption motives when visiting a local food market, compared between contexts (answer scale: 1 = Not at all important, 7 = Extremely
important). Mean differences (diamonds) are shown with 95% confidence intervals (bars). A positive value indicates that the importance of the
motive was rated stronger in the vacation scenario than in the home scenario, a negative value indicates that it was rated weaker.

participants were asked to imagine visiting a local food market
on vacation: the more participants regarded the pleasantness
and agreeableness of a product as important, the less likely were
they to choose sustainable groceries in this scenario. However,

and contrary to our initial assumption, the predictive value of
this hedonic motive continued to be comparatively lower than
that for the normative motive of having a good conscience.
The latter was also the only consumption motive showing a
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TABLE 3 Multiple regressions predicting purchasing intentions from consumption motives.

Home Vacation

B 95% CI β B 95% CI β

Constant 2.61 [2.17, 3.05] 2.09 [1.65, 2.54]

Gain motives

Value for money –0.04 [–0.10, 0.02] –0.05 0.02 [–0.03, 0.08] 0.03

Fulfills expectations 0.05 [–0.02, 0.13] 0.06 0.04 [–0.04, 0.11] 0.04

Calm and safe 0.02 [–0.03, 0.07] 0.03 0.03 [–0.02, 0.08] 0.04

Hedonic motives

Avoid boredom 0.01 [–0.04, 0.06] 0.01 –0.01 [–0.06, 0.04] –0.01

Pleasure –0.05 [–0.12, 0.02] –0.06 –0.09 [–0.17, –0.02] –0.11*

Normative motives

Good conscience 0.21 [0.15, 0.27] 0.29*** 0.22 [0.16, 0.28] 0.30***

Good impression 0.00 [–0.04, 0.04] –0.01 0.04 [0.00, 0.08] 0.07

R2 0.09 0.11

R2
Adjusted 0.08 0.11

F (7, 686) = 9.46*** (7, 702) = 12.94***

Listwise deletion. N = 694 for home scenario, N = 710 for vacation scenario. CI, confidence interval for unstandardized regression coefficients (B). *p < 0.05 and ***p < 0.001.

consistent significant association with purchasing intentions,
regardless of where these decisions were imagined taking place.
While the results support the view that a situational focus
on personal comfort may constrain environmentally friendly
behavior, they do not corroborate prior studies in which this
particular motive outperformed normative considerations as a
predictor for conservation efforts among hotel guests (Miao and
Wei, 2016; Rodriguez–Sanchez et al., 2020).

In sum, the current findings would seem to suggest that
signaling the importance of behaving responsibly as a consumer
could be a strategy to motivate purchases of products with
sustainability attributes across contexts. This can be done, for
instance, by means of persuasive messages that express gratitude
toward grocery shoppers for doing their part in supporting
the environment (e.g., reusing their plastic bags; De Groot
et al., 2013). If the context is such that hedonic motives
increase in their importance, as it has been demonstrated in
the scenario that involved making product choices on vacation,
accentuating the personal gains resulting from these choices
may be of additional benefit. Along appeals toward a person’s
sense of responsibility to take action that serves society at large,
campaigners could stress areas where lower environmental
impacts potentially enhance the quality of one’s own tourist
experience. An example could be to market certain qualities
of the product itself, such as for instance the opportunity to
experience the unique taste from locally produced food at the
destination. This interpretation follows the idea that, in addition
to strengthening the salience of normative goals, resolving
conflicts with hedonic or gain goals can provide an alternative
route to promote environmental behavior (Steg et al., 2014,
2016).

Since the identified motives explained only a small fraction
of the variance in each regression model, there is room to
speculate about other factors that may determine individual
differences in dietary habits and food preferences (for an
overview and discussion, see Vermeir et al., 2020). Including a
broader selection of possible determinants would yield a more
robust assessment of the comparative importance of hedonic
and normative motives, both within and across different
consumption contexts. It might be particularly worth looking at
the role of non-psychological aspects, such as the availability or
price of the product itself. This should ideally be supplemented
with measures on perceived barriers, which, in combination to
the intentions assessed in this study, may help to better predict
sustainable purchases. The available literature has identified a
variety of reasons for which consumers may not act on their
intentions to buy local food, for instance, including but not
limited to a lack of trust (Birch and Memery, 2020).

Limitations

The following issues remain to be addressed by future
studies. First, each participant was approached at the same
destination, which may have introduced a sampling bias
as specific destinations may be particularly appealing to a
certain visitor profile. Replications that comprise visitors at
other destinations are warranted to test if the identified
associations remain robust. Second, the questionnaire asked
participants to imagine the scenario of visiting a local food
market at home vs. on vacation. While there are cases in
which mental simulation can substitute for actual experience

Frontiers in Psychology 07 frontiersin.org

https://doi.org/10.3389/fpsyg.2022.854093
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/


fpsyg-13-854093 September 17, 2022 Time: 14:26 # 8

Doran et al. 10.3389/fpsyg.2022.854093

in terms of having similar cognitive and behavioral effects
(Kappes and Morewedge, 2016), the presented scenario may
have less experimental realism than measuring behavior while
participants are physically at each respective location (Morales
et al., 2017). Third, the data was collected prior to the outbreak
of the COVID-19 pandemic, which has disrupted consumption
patterns and tourism activities in many countries. Some research
indicates, for instance, that there has been an increased emphasis
on utilitarian motivations in consumer decisions in response
to the crisis (Vázquez-Martínez et al., 2021). At this point, it
remains unclear how different motives for consumption may
have changed with regards to tourism activities that take place
during the pandemic, and if that should be the case, to what
extent these changes continue to persist.

Conclusion

It is known that people employ various justifications to
explain their reduced environmental engagement when they
are away from home, such as for instance by emphasizing that
holidays are an exception (Juvan and Dolnicar, 2014; Juvan et al.,
2016). Rather than focusing on how people attempt to make
sense of their behavior in retrospect, the present study compared
intentions to purchase sustainable groceries at a local food
market, followed by an empirical analysis of their motivational
underpinning. People were more likely to plan on purchasing
sustainable groceries when they imagined visiting a local food
market at home, than when they imagined making these
choices on vacation. Whereas purchasing intentions were in
general more strongly associated with having a good conscience
than with pleasure seeking, the explanatory value of the latter
remained limited toward the vacation scenario. These findings
suggest that social marketers may want to consider tailoring
the content of their campaigns toward the specific consumption
context at hand, and where applicable, address how choosing
products with low environmental impacts may still result in
pleasant experiences.
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