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This study investigates the effect of brand positioning (luxury vs. mass-market) on the relationship between the
type of green message (demarketing vs. environmental) and brand evaluation. Three studies demonstrate that a
luxury (vs. mass-market) positioning generates more positive brand attitudes and a higher willingness to buy in
the demarketing (vs. environmental) green message condition. However, brands with an essential green mission
statement equally benefit from using demarketing or green environmental messages. The experiments also show
the mediating effect of ad believability. These results contribute to green advertising and brand literature by

extending findings on demarketing as a type of green message and advancing the discussion of the uses of green
messages by luxury and mass-market brands. They are also useful for managers by demonstrating how non-green
brands are able to use a green strategy while maintaining a positive evaluation.

1. Introduction

Green advertising has been largely employed for informing con-
sumers about a product’s environmentally friendly attributes or the
company’s sustainable practices (Leonidou, Leonidou, Palihawadana, &
Hultman, 2011; White, MacDonnell, & Dahl, 2011; Chang, Zhang, &
Xie, 2015; Shin & Ki, 2018). Typically, a green message illustrates how
a product (or brand) reduces its environmental impact by improving its
production or composition. For instance, in its “Go green, wear blue”
campaign, H&M promotes environmental sustainability through the
consumption of its jeans produced with organic cotton (H&M, 2014).
Also, Topshop and Zara have developed sustainable campaigns in the
past few years. Topshop has created an entire capsule collection made
of discarded and leftover materials in collaboration with “Reclaim to
Wear”, an upcycling collaborative initiative (Topshop, 2012). Zara has
a collection made of organic cotton, reused plastic, and recycled wool
that is called “Join Life” (Zara, 2019). These types of green messages,
known as green environmental, are based on the belief that current
environmental issues should be solved by reforming current market
practices (Kilbourne, 1995). Though green environmental is often used
by practitioners to advertise green features and incentive the con-
sumption of environmentally friendly products (Leonidou et al., 2011;
Joshi & Kronrod, 2019), green messages can also be used to reduce
consumption (Kilbourne, 1995; Yakobovitch & Grinstein, 2016). In this

case, demarketing can be used as a strategy whereby “a brand en-
courages consumers to buy less at the category level through the pur-
chase of the company’s brand for the sake of the environment” (Soule &
Reich, 2015, p. 1403). That is, green demarketing states to consume
better in order to consume less and/or to reduce the consumption of
unnecessary products. Brands that have notoriously used this strategy
are Patagonia with its “Don’t buy this jacket” campaign (Hepburn,
2013), Vitsce that created videos against planned obsolescence (Vitsce,
2011) and Jeans (2015), a Swedish denim company, that offers free
denim repair to reduce overconsumption. This strategy is also used by
Crockett and Jones, a luxury shoes and accessories brand based in the
United Kingdom. They make an effort in educating their consumers to
have better consumption choices and, therefore, to buy fewer products
(Crocket & Jones, 2019).

Demarketing is a promising path to sustainable consumption.
However, past research demonstrates that brand and product attitudes
can be more negative if an ad asks for a reduction in consumption than
if it asks to buy environmentally friendly products (Reich & Soule,
2016). At the same time, there is a movement claiming for consumption
reduction (Peattie & Peattie, 2009; Kropfeld, Nepomuceno, & Dantas,
2018; Sekhon & Soule, 2019). This movement is inserted within a
broader and social movement called “sustainable degrowth” (Martinez-
Alier, Pascual, Vivien, & Zaccai, 2010). Generally speaking, sustainable
degrowth is the active downscaling of production capacities for
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consumption reduction enforcement (Sekulova, Kallis, Rodriguez-
Labajos, & Schneider, 2013; Germain, 2017). Therefore, demarketing is
an application of sustainable degrowth in the marketing field. Given the
growing importance of demarketing (Soule & Reich, 2015) and sus-
tainable degrowth (Drews, Savin, & van den Bergh, 2019; Martinez-
Alier et al., 2010) for consumers and society, an overlooked issue is to
identify which brand positionings are more likely to benefit from de-
marketing strategies or from a green environmental approach.

This research investigates two types of brand positioning. The first is
the mass-market, which is formed by brands known for creating more
inclusive market offers. That is, they position their products as an ac-
cessible good, affordable by most consumers. They usually are more
ephemeral and lower-cost products when compared to luxury (Fuchs,
Prandelli, Schreier, & Dahl, 2013). This type of brand positioning might
not benefit from demarketing, given that mass-market suggests constant
consumption and demarketing suggests a decrease of consumption in a
product category. The second type of brand positioning considered is
luxury, which emphasizes the quality, rarity, and uniqueness of its
pieces (Kapferer, 2006). We expect that these characteristics should
favor more positive brand evaluations for demarketing compared to the
green environmental message.

Though past research found that green environmental usually out-
performs green demarketing messages (Reich & Soule, 2016), we de-
monstrate that the brand’s positioning can greatly change this conclu-
sion. We show that for luxury brands, demarketing generates more
positive brand evaluations than green environmental messages. Con-
versely, for mass-market brands, green environmental messages gen-
erate better brand evaluations than demarketing. We demonstrate that
this match (luxury/demarketing and mass-market/green environ-
mental) receives better evaluations because consumers perceive them
as more believable. Thus, an additional contribution of the current re-
search is to show that consumers need to believe that the green argu-
ments are convincing and honest, which is a consequence of the match
perception between the brand’s characteristics and the type of green
message. Furthermore, this research tests demonstrate that for brands
created with a green mission statement, brand evaluations are equally
positive irrespective of the type of green message (green environmental
vs. demarketing).

This research advances current knowledge regarding green adver-
tising by exploring demarketing as a message type. Moreover, it adds to
the brand positioning literature. Past research investigated how the
evaluation of green attributes (e.g. product design, recycled materials)
influences the perception of luxury products (e.g. Achabou & Dekhili,
2013; De Angelis, Adigiizel, & Amatulli, 2017). However, past research
has overlooked how brand positioning characteristics are related to the
claims of consumption reduction compared to consuming green alter-
natives. Also, the present research contributes to an older sustainability
debate of sustainable degrowth by investigating brand and consump-
tion elements instead of political and production environments
(Germain, 2017). Finally, this research provides useful guidelines for
practitioners choosing a suitable green message strategy according to
the brand’s positioning. Since environmental issues are gaining more
attention, the creation of green strategies as well as its communication
are key components to enhance consumer’s brand perceptions
(Hagtvedt & Patrick, 2016).

2. Green messages: Green environmental vs. demarketing

All green messages and actions performed by companies are based
on the assumptions of sustainability. The most common definition of
sustainability is to measure business performance based on the en-
vironmental, financial, and social criteria. That is to maintain a balance
between these three dimensions to guarantee resources for future
generations (Zayyad, Obeidat, Alshurideh, Abuhashesh, & Magableh,
2020; Park & Kim, 2016). Based on this concept, brands outline several
strategies and actions. These sustainability programs are usually called
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Corporate Social Responsibility (CSR). Specifically, the environmental
sustainability refers to both companies and consumers taking actions
with lower environmental impact. That is, it implies in decreasing
waste of non-renewable resources as well as decreasing the overall
amount of pollution (Kang & Atkinson, 2019; Sekhon & Soule, 2019).
For that matter, brands that offer green products, encourage recycling
and consumption reduction (Garcia-de-Frutos, Ortega-Egea, &
Martinez-del-Rio, 2018).

There is a large variety of definitions of green messages (Kilbourne,
1995; McDonagh & Prothero, 2014). Green message is one that meets at
least one of the following criteria: it presents a positive relationship
between a product and the environment; promotes green consumption
or lifestyle; and/or, presents the organization's green image (Banerjee,
Gulas, & Iyer, 1995). Furthermore, green messages are often used to
promote a product’s environmentally friendly feature and/or show how
a particular product or brand being advertised contributes to the pre-
servation of the environment (Matthes, 2019; Leonidou et al., 2011).
Moreover, it is also a reaction to a rise in corporate social responsibility
practices (Nyilasy, Gangadharbatla, & Paladino, 2014).

Despite the increasing use and acceptance of green messages (Segev,
Fernandes, & Hong, 2016), it is still a challenge to create green cam-
paigns that enhance brand evaluations and increase consumers’ en-
vironmentally friendly behaviors (Amatulli, Angelis, Peluso, Soscia, &
Guido, 2017). Numerous studies have suggested that green messages
may negatively impact brand evaluations or purchase intentions if not
properly executed (White et al., 2011; Newman, Gorlin, & Dhar, 2014;
Chang et al., 2015; Amatulli et al., 2017). For instance, Amatulli et al.
(2017) investigated the importance of the valence of the message and
found that negatively framed messages were more effective than posi-
tively framed ones in motivating consumers to engage in pro-environ-
mental behaviors. In another study, White et al. (2011) showed that loss
frames were more efficacious in influencing consumer recycling when
paired with low-level, concrete mind-sets, whereas gain frames were
more effective when paired with high-level, abstract mind-sets.

In this sense, brands have been communicating green products
mostly through green environmental messages. That is, those messages
focused on advertising the consumption of an environmentally friendly
product, which has a lower environmental impact on the production
process or can be discarded with reduced environmental impact (Reich
& Soule, 2016; Joshi & Kronrod, 2019). Typically, green environmental
messages promote and inform consumers about the benefits of en-
vironmentally friendly consumption (Kilbourne, 1995; McDonagh &
Prothero, 2014; Amatulli et al., 2017).

As an alternative to this type of message, recent research has sug-
gested the use of green demarketing. Kotler and Levy introduced the
concept of demarketing in 1971 in the article published by the Harvard
Business Review. According to the authors, there are three types of
intentional demarketing, as it follows: (a) general demarketing — used
to decrease the overall level of demand; (b) selective demarketing — to
discourage the demand level in some categories or consumer classes;
and, (c) ostensive demarketing — used when the company discourage
the demand as a strategy to increase sales (Kotler & Levy, 1971).

The difference between green demarketing and green environ-
mental refers to the nature of the action taken to preserve the en-
vironment. While green demarketing implies the reduction of the gen-
eral consumption of a category in benefit of the environment (Garcia-
de-Frutos et al., 2018), green environmental message implies con-
sumption of green products as a means of contributing to environ-
mental sustainability. For instance, a green demarketing message would
ask consumers to reduce the purchase of clothing or apparel, while a
green environmental message would motivate consumers to recycle
these products or state that the clothes are made of materials that have
a lower environmental impact.

A demaketing strategy carries several characteristics of an en-
vironmental marketing campaign, such as advertising, public relations,
and the 4P’s management (Grinstein & Nisan, 2009; Soule & Reich,
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2015). Even though green demarketing is a fairly new term, there is a
body of research that corroborates the central idea of decreasing the
overall consumption volume as a means to achieve environmental
sustainability (Peattie & Peattie, 2009; Sekhon & Soule, 2019). There
are studies focusing on consumers’ responses to green demarketing
communication campaigns for natural resources in a more general way.
Early academic research on demarketing was associated with either
demand suppression of products that are harmful to public health, such
as tobacco, drugs, and alcohol (e.g. Pechmann, Zhao, Goldberg, &
Reibling, 2003; Wall, 2005) or resource conservation campaigns such as
water and electricity saving (e.g. Press & Arnould, 2009; Allcott, 2011).
For instance, Yakobovitch and Grinstein (2016) suggest a consumer
boomerang effect depending on their materialist trait when using de-
marketing as a social norm in an energy-saving campaign.

In a slightly different direction, there are other studies exploring
consumer responses to green demarketing as sustainability actions from
specific brands and/or products. That is, they emphasize green de-
marketing as the consumption of a specific branded product in sub-
stitution of other products of the segment; reducing, therefore, the
general consumption of a category (e.g. Miklés-Thal & Zhang, 2013;
Garcia-de-Frutos et al.,, 2018; Kropfeld et al., 2018; Soule & Reich,
2015; Reich & Soule, 2016; Sekhon & Soule, 2019). For instance,
Miklés-Thal and Zhang (2013) have identified the use of demarketing
to build a high-quality perception in consumers’ minds. Soule and Reich
(2015) investigated consumer perceptions about the companies’ moti-
vation for adopting green demarketing strategies. The authors found
that consumers’ attitude toward the product was more positive when
perceived company’s motivation was genuine instead of selfish based.
More recently, Sekhon and Soule (2019) suggested that brands could
help consumers to find symbolic meanings when decreasing their
consumption levels through explicit green demarketing actions.

The effectiveness of each type of green message could vary across
brands. In order to determine which one triggers the best brand eva-
luations, it is necessary to consider some key factors. For instance, it is
known that both product type (Olsen, Slotegraaf, & Chandukala, 2014)
and consumer’s individual characteristics (Tucker, Rifon, Lee, & Reece,
2012) influence consumer’s perceptions of green advertising. Moreover,
brand characteristics, such as positioning strategy, should affect con-
sumer’s judgments.

In the following section, we will discuss whether demarketing and
green environmental types of green message match with mass-market,
luxury, and green brand positioning.

3. Brand positioning (luxury vs. mass-market) and green message
(demarketing vs. environmental)

Mass-market brands are inclusive, affordable, abundant, and more
accessible (Park & Kim, 2016). Mass-market brands assume mass-pro-
duction and more ephemeral strategy with short-term cycles and little
preoccupation with the exclusivity of products. They are easily found
and produced to be replaced quickly (Stillman, 2003; Fuchs et al.,
2013). Contrarily, luxury brands entail uniqueness, excellent quality,
selective distribution, and moderate advertising (Berthon, Pitt, Parent,
& Berthon, 2009). Luxury presupposes social elevation, timelessness,
and pricelessness (Kapferer & Bastien, 2009; Kapferer & Michaut,
2015). It is closely linked with the status signaling and hedonic plea-
sure, as well as strong consumer-brand relationship and a sense of ex-
clusivity (Tynan, McKechnie, & Chhuon, 2010). Luxury brands differ
from other brands by their magical, creative, and extravagant products
that emphasize sophistication (Kapferer, 2006).

Luxury and mass-market brands are on opposite sides of brand po-
sitioning strategies. However, there are many other types of brands
between these two positionings. For instance, Ralph Lauren is a pre-
mium brand with also a mass-market strategy. Premium brands, char-
acterized by higher quality, promote additional benefits, but lower
prices compared to luxury brands. There are also mass-market brands
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that offer special collections at higher prices. For instance, Riachuelo is
a Brazilian department store company positioned as a mass-market and
fast-fashion brand that has been making a partnership with famous
fashion stylists to offer special premium brand clothing in its stores.
Although there are many possible combinations between mass-market
and luxury brand positionings, this research compares only luxury and
mass-market positionings in order to avoid possible confounds coming
from the combination of these two positioning strategies.

The relationship between luxury brand positioning and sustainable
consumption has been extensively explored in the past few years (e.g.
Torelli, Monga, & Kaikati, 2012; Achabou & Dekhili, 2013; Janssen,
Vanhamme, Lindgreen, & Lefebvre, 2014; Kapferer & Michaut, 2015).
On one hand, it is expected luxury products to be concerned with
sustainability because of its inherent characteristics (Achabou &
Dekhili, 2013; De Angelis et al., 2017). On the other hand, several re-
searchers note that there are some compatibility problems between
luxury and sustainability because of supposed conflicting values be-
tween them (Torelli et al., 2012; Kapferer & Michaut, 2015). For in-
stance, Dion and Borraz (2017) argue that luxury consumption is based
on social stratification and, thus, it highlights social differences.
Achabou and Dekhili (2013) explain that a luxury item loses its per-
ceived quality when it has recycled materials in its composition. Ad-
ditionally, Beckham and Voyer (2014) point out that when luxury
products have environmental features they lose their luxurious and
desirable values. These studies advocate that not every green action
matches the luxury brand positioning. That is, environmental green
message conflicts with a luxury brand and potentially generates nega-
tive brand evaluations.

Controversially, other studies have suggested that luxury products
could be aligned with the CSR agenda when emphasizing durability
rather than ephemerality (Janssen et al., 2014; Sun, Belezza, & Paharia,
2018). Particularly, luxury inherent characteristics, such as commit-
ment to higher quality standards and product’s timelessness make
luxury products an important asset in consumption reduction, which in
turn helps to reduce the overall amount of natural resources spent (De
Angelis et al., 2017). Additionally, both luxury and green consumption
could be a means to signal the user’s status (Berthon et al., 2009;
Griskevicius, Tybur, & Van den Bergh, 2010).

Overall, these studies suggest that demarketing may work well with
the luxury brand positioning as long as the reduction in consumption is
justified by the high quality, durability, and exclusivity of luxurious
products. That is, exploring luxury characteristics as arguments to
promote environmental well-being could be a path to conscious con-
sumption (e.g. demarketing) and, therefore, “greening” luxury brands
without changing its features. Yet, adding new green features to luxury
products and, consequently, communicating it with an environmental
green message, could generate negative brand evaluations.

Regarding mass-market positioning, it does not seem to match with
demarketing. The goal of green demarketing is to reduce consumption
of a product category; that is, to consume less quantity and better
quality products in order to save resources (Soule & Reich, 2015).
However, the goal of mass-market is to increase consumption by mas-
sively producing products and making them more accessible (Stillman,
2003). Given these contradictory goals, consumers are likely to distrust
ads using demarketing for mass-market brands.

The match between green environmental actions and mass-market
is less clear. While some authors argued that mass-market is inherently
unsustainable because of its disposability (Park & Kim, 2016), others
have pointed out that some mass-market brands have developed pro-
duct lines that have a weaker environmental impact. For instance, H&
M, Zara, and C&A have been producing clothes with organic cotton (H&
M, 2014; C&A, 2016; Zara, 2019). Given that environmental green
messages simply states that a product is produced in a more en-
vironmentally-friendly fashion (Kilbourne, 1995), and considering that
mass-market brands can improve their production or supply manage-
ment to reduce their environmental impact, a match between mass-
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market and green environmental is possible. In support of this rationale,
Catlin and Wang (2013) found that recycling may lead to an increase in
resource consumption. Given that green environmental matches best
with mass-market whereas demarketing matches best with a luxury
brand positioning, we test:

Hla: The green environmental message generates higher brand
evaluation for mass-market brands than for luxury brands.

H1b: The demarketing message generates higher brand evaluation
for a luxury brand than for mass-market brands

4. The mediating role of ad believability

Past research has already demonstrated that communication ele-
ments, such as the green message objectivity, the type and specificity of
arguments in green advertising, have an effect on whether consumers
perceive it as more or less believable (Tucker et al., 2012; Kang &
Atkinson, 2019). For instance, some studies have indicated the im-
portance of clear and detailed information to effective green advertising
(e.g. Leonidou et al., 2011); others emphasize that brand elements are
the starting point to build a green advertising strategy that will result in
favorable brand evaluation (e.g. Torelli et al., 2012).

Following this rationale, brand attitudes are higher when ad be-
lievability and green claim believability are high as well (Chang, 2011).
To illustrate this argument, Kim, Oh, Yoon, and Shin (2016) found that
combining environmental commitment with ad believability
strengthens the relationship between message acceptance and purchase
intention. These positive outcomes from ad believability do not emerge
from a basic congruence or fit between the brand positioning and the
message frame. Even though there might be a fit between the advertised
green message and the brand concept (Becker-Olsen, Cudmore, & Hill,
2006), this fit is not sufficient to drive the proposed effect on brand
attitudes. That is, the fit between the brand and green message plays a
part in consumer evaluation, but ad believability may encompass more
than this congruency effect. For example, one may disbelieve an ad, not
because of a lack of congruency but because the ad makes an unlikely
promise (e.g., green coal).

Consumers believe in the brand because the message shows cred-
ibility and authenticity, communicating convincing arguments and
honesty with the message arguments (Beltramini, 1988; Tucker et al.,
2012). Therefore, the match between the brand positioning and the
message frame is a consequence of how much consumers believe that
this match is convincing rather than only their perception on similarity
between the green advertising and the brand positioning.

As ad believability plays a key role in brand evaluation formation,
we suggest that it explains the higher brand evaluations resulting from
the match between brand positioning and type of green message. The
mismatch between green message and brand positioning could lead to a
perception of lower believability. A mass-market brand that uses de-
marketing should be poorly evaluated because while mass-market en-
courages overconsumption, demarketing encourages consumption re-
duction. Consumers would infer that the brand is not being honest,
convincing and trustworthy. However, when mass-market brands use
green environmental messages, the ad should be perceived as more
authentic and therefore, more believable because the conflict does not
necessarily exist. As previously stated, past studies suggest that green
environmental conflicts with the luxury brand characteristics as con-
sumers perceive green products as inferior and less desirable (Achabou
& Dekhili, 2013; Beckham & Voyer, 2014). Thus, consumers could be-
come skeptical if a luxury brand uses green environmental messages, as
it seems unlikely that quality and exclusivity would be kept while
adding green attributes. However, demarketing and luxury have
common attributes such as status, uniqueness, scarcity, and high-
quality inferences (De Angelis et al., 2017; Miklés-Thal & Zhang, 2013;
Reich & Soule, 2016). Thus, demarketing would be perceived as more
believable when used by luxury brands, leading to more positive brand
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evaluation. Given the rationale presented, we propose that:

H2: Ad believability plays a positive mediating role in brand eva-
luation when demarketing is matched with luxury brands (a) or
when green environmental is matched with mass-market brands (b).

Although we propose that ad believability mediates the relationship
between brand positioning and green message, one could argue that
there might be additional influences in this process. One possibility is
that green demarketing could be more consumer-oriented (the cus-
tomer decides to buy less), and therefore, be more associated with
luxury brands, while green environmental could be more company-
oriented (the company makes the product greener), which would be
more aligned with mass-market brands. In fact, consumers can engage
in anticonsumption practices and brands can also encourage consumers
to reduce consumption. However, green demarketing is not only con-
sumer-oriented. Companies may also perform demarketing practices,
by reducing product production or going against campaigns that mo-
tivate overconsumption practices. For instance, since 2015, REIL, an
outdoor supply retailer, closes all its retail stores and websites and gives
its employees the day off during the Black Friday event (Sekhon &
Soule, 2019). Similarly, green environmental actions are company-or-
iented when the brand makes a product greener. These green actions
can also be consumer-oriented when they encourage consumers to re-
turn empty packaging, or when they provide ways of recycling the
product or motivate consumers to donate the old product.

5. Green brands and green message (demarketing vs.
environmental)

Most of the companies were not born green, but they are constantly
motivated to create green products or perform environmental actions as
a result of market demand. That is, it has become imperative for brands
to create market offers with lower environmental impact (Joshi &
Kronrod, 2019; Cho & Berry, 2019). For instance, H&M, C&A, Prada,
Zara, among many others, besides the original brand positioning
(luxury, premium, or mass-market oriented), perform green actions.
Also in line with this market demand, some brands were created with a
green mission statement. Green brands are those that have all its values,
and consequently, all its products based on environmental sustain-
ability (van Gils & Horton, 2019).

Regardless of being a luxury, premium, or mass-market oriented,
green brands always convey an inherent level of “greenness” in all its
market offers (Cho & Berry, 2019). For instance, Stella McCartney is a
luxury brand with an essential green positioning. Patagonia is a pre-
mium brand that endorses sustainable principles in its production.
Unlike luxury or mass-market brands, which are non-green brands
using a green action or strategy, a green brand already has intrinsic
green values and all its communication could be considered as green
advertising (Banerjee et al., 1995; Yang, Lu, Zhu, & Su, 2015).

Given that green brands promote environmentally friendly products
or a sustainable lifestyle every time they are communicating with their
consumers, their motivations for green advertising should be perceived
as more genuine than other brands (Soule & Reich, 2015; Kang &
Atkinson, 2019). In other words, because green brands have funda-
mentally green actions, they consistently promote environmental sus-
tainability through advertising. Accordingly, they could be perceived as
legitimate to have more embracing choices on the type of green ad-
vertising appeal they want to use (Lee, Yoon, & O'Donnell, 2018;
Zayyad, et al., 2020).

Thus, we propose that they will benefit both from green environ-
mental and demarketing advertising messages because their brand po-
sitioning favors positive brand evaluations either way. Consequently,
brand evaluations will be the same for both green demarketing and
green environmental appeal. Patagonia is evidence of this argument.
Besides using green traditional advertising to promote its products, the
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brand also used green demarketing a few years ago. The famous cam-
paign “Don’t buy this jacket” was printed in The New York Times on
2011’s Black Friday to encourage conscious consumption and resulted
in positive brand evaluations (Lowitt, 2011). Another example is
Adriana Castro, a Colombian luxury handbag brand that carries the
name of its designer. This brand promotes sustainability by encouraging
consumers to buy enduring products, that will be passed on through
generations. Besides the demarketing appeal, the brand also promotes
green environmental messages, advertising the fair trade actions and
the use of organic materials in its production (Adriana Castro, 2019).
Consumers believe in both actions because regardless of being a luxury
brand or a premium brand, they are essential to green brands. Thus, we
suggest that:

H3a: For demarketing message, brand evaluation will be higher for
luxury than for mass-market brand positioning

H3b: For demarketing message, brand evaluation will be higher for
green than for mass market brand positioning

H3c: For environmentalism message, brand evaluation will be
higher for green than for luxury brand positioning

H3d: For environmentalism message, brand evaluation will be
higher for mass-market than for luxury brand positioning

6. Study 1

The main purpose of this study is to investigate whether the match
between the brand positioning and green message affects brand eva-
luation (Hla and H1b). Furthermore, this study tests the mediating
impact of ad believability (H2).

6.1. Participants and design

Undergraduate students (n = 179; Myg: 22.24, SD = 5.12; 58%
male) participated in this experiment in exchange for course credit.
Fourteen participants were excluded from the analyses for failing to
pass an attention check (Oppenheimer, Meyvis, & Davidenko, 2009),
leaving a final sample of 165 responses. We employed a 2 (demarketing
vs. green environmental) X 2 (luxury vs. mass-market), between-sub-
jects design. The respondents were randomly assigned to one of the four
conditions.

6.2. Procedure

Participants were invited to answer the survey in the computer lab.
They were presented with a fictitious situation where they were
searching for online stores to buy new clothes and found the Saltwater
Collective’s website (a real brand unknown by participants). They saw a
fictitious website page (see Appendix A). Those in the luxury brand
condition read the following text: “Saltwater Collective is recognized by
its exclusive and sophisticated clothes. The uniqueness of its collections
is a result of the work from the world’s most renowned designers”.
Participants in the mass-market brand condition read the following
text: “Saltwater Collective is recognized by fashion democratization.
The swift production and distribution guarantee a variety of clothes and
easy access to the brand’s products”. After, participants were presented
with green messages. In the demarketing condition, they read: “Salt-
water’s commitment to the environment is in the manufacturing pro-
cess. By producing clothes with resistant materials, that last much more
than one season, Saltwater Collective helps you to consume less. The
environment is your duty too; use your clothes consciously”. In the
green environmental message condition, participants read: “Saltwater’s
commitment to the environment is in the manufacturing process. By
producing clothes that are not washed on the factory floor, Saltwater
Collective saves up to 1.5L of water in each outfit. The environment is
your duty too; use products with lower environmental impact”.

It is important to note that for the green environmental condition
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we avoided green actions involving recycled materials to prevent
quality perception biases (Achabou & Dekhili, 2013).

6.3. Measures

After reading the information on the website, as in Reich and Soule
(2016), participants evaluated the brand using three items on a seven-
point semantic differential scale ranging from 1 - (bad/unfavorable/
negative) to 7 — (good/favorable/positive). Afterwards, as in Beltramini
(1988), participants evaluated the ad believability answering seven
items in a seven-point semantic differential scale (1-unbelievable/un-
trustworthy/not convincing/not credible/dishonest/not authentic/un-
likely; 7-believable/trustworthy/convincing/credible/honest/au-
thentic/likely).

In order to rule out alternative explanations for H2 and to test
whether fit plays a mediating role, we included a four-item measure-
ment of brand-cause fit between (Becker-Olsen et al., 2006). This was a
semantic differential scale ranging from 1 - (incongruent with the
brand/different to the brand//inconsistent with the brand/not com-
plementary to the brand) to 7 — (congruent with the brand /similar to
the brand/consistent with the brand/complementary to the brand).

For the brand positioning manipulation check, respondents an-
swered a two-item question based on Fuchs et al. (2013): “Regarding
the brand positioning, Saltwater Collective is...” 1 - It’s a popular
brand/it’s an inclusive brand (mass-market) to 7 — It’s an elitist brand/
It’'s an exclusive brand (luxury). Lower scores denote mass-market
whereas higher scores denote luxury. For the green message manip-
ulation check, respondents answered two items, based on Reich and
Soule (2016): “In their website page, Saltwater Collective incentives
consumers to preserve the environment by...” (a) consuming fewer
unnecessary products; (b) consuming environmentally friendly pro-
ducts. Responses ranged from 1-totally disagree to 7-totally agree.

To check for possible confounds from the type of green action on
each type of green message, participants rated their perception about
the relevance of the company’s green action in one item question “How
relevant is the green action presented by Salt Water Collective?”
Answers ranged from 1-Not at all relevant and 7-Very relevant. Finally,
as a control measure, they were asked if they knew Saltwater Collective
before the study. Finally, they answered demographic questions, were
thanked and debriefed.

6.4. Results

6.4.1. Manipulation checks

Individual ANOVAs were conducted. For type of green message,
participants in the demarketing condition perceived that Saltwater
Collective encouraged them to buy less unnecessary items than parti-
cipants in the green environmental condition (Mgemarketing = 4.86;
SD = 1.57; Mgreen environmental = 3.06; SD = 1.22; (F (1, 161) = 19.89,
p < .000, np2 = 0.110). In addition, participants in the green en-
vironmental condition perceived that Saltwater Collective encouraged
them to buy more environmentally friendly products than in the de-
marketing condition (Mgreen environmentat = 6.26; SD = 1.34;
Mgemarketing = 3.04; SD = 1.51; F (1, 161) = 37.42, p < .000,
np> = 0.203). As expected, for both types of green message we did not
observe neither a main effect of brand positioning nor an interaction
effect (Fs < 1).

When testing brand positioning manipulation we found only a sig-
nificant main effect for brand positioning F (1, 161) = 13.40,
p < .000, n,? = 0.077). Participants in the luxury condition perceive
the brand as more exclusive (Myxury = 5.36; SD = 1.43) than parti-
cipants in the mass-market condition (M ass-market = 4-55; SD = 1.41).
We did not observe a significant main effect for the type of green
message or an interaction effect (Fs < 1).

Finally, we also tested for the perceived relevance of the company’s
green action. As expected, the green environmental (M = 5.42,
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Fig. 1. Brand attitude as a function of brand positioning and type of green
message (Study 1).

SD = 1.58) and demarketing (M = 5.44 SD = 1.45) conditions are
similarly relevant (F (1, 161) = 1.36, p = .244). No main effect of
brand positioning or interaction effects emerged (Fs < 1).

Attitudes Towards the Brand. A two-way ANOVA was conducted to
test Hla and H1b. The results showed no main effect of brand posi-
tioning (F (1, 161) = 2.32, p = .129) or green message (F (1,
161) = 0.04, p = .837) on brand attitudes (a = 0.88). However, the
expected interaction between brand positioning and green message was
observed (F (1, 161) = 20.575, p = .000; npz = 0.113, see Fig. 1).

Within luxury condition, brand attitudes were higher in the de-
marketing condition (Mgemarketing = 5.84, SD = 0.86) than in the green
environmental condition (Mgreen environmentat = 5.21, SD = 0.93; F (1,
161) = 10.768, p = .001; np2 = 0.063). Within mass-market, brand
attitudes were higher in the green environmental condition (Mgreen en-
vironmental = 6.01, SD = 0.78) than in the demarketing condition
(Mgemarketing = 5.44, SD = 0.93; F (1, 161) = 9.80, p = .002;
npz = 0.057). Within demarketing, participants in the luxury condition
had higher brand attitudes than in the mass-market condition (F (1,
161) = 4.63, p = .033, npz = 0.028). Within green environmental,
brand attitudes were higher in the mass-market than in the luxury
condition (F (1, 161) = 17.97, p = .000, npz = 0.100). As expected,
brand attitudes were not significantly different when demarketing was
matched with luxury and when green environmental message was
matched with mass-market (F (1, 84) = 0.95, p = .331). Overall, these
findings support Hla and H1b. Additionally, since consuming less
would benefit consumers from an economical point of view, we per-
formed the same analysis with income as a covariate and the results
showed no main effect of income (p > .30).

6.4.2. Mediation analysis

The mediation of ad believability (a = 0.91) was tested using the
PROCESS macro on SPSS (model 8; 10,000 samples; Hayes, 2018).
Green message was coded as 1 = demarketing and 0 = green en-
vironmental. For brand positioning, the codes were 1 = luxury and
0 = mass-market. See Fig. 2 for the visual representation of the model
tested.

We found that the interaction between green message and brand
positioning significantly influences ad believability ( = 1.08,
CI = 0.38-1.77), and that ad believability is significantly associated
with brand attitudes (B = 0.37, CI = 0.27-0.47). Additionally, this
interaction influences brand attitude (f = 0.79, CI = 0.32-1.25). The
expected indirect effect of the moderated mediation of ad believability
was positive (B = 0.40, CI = 0.15-0.71). For the conditional indirect
effect, when the mass-market brand was combined with demarketing,
there was a negative conditional indirect effect of ad believability on
brand attitudes ( = —0.19, CI = —0.40 to —0.02). In support of H2a,
when luxury was combined with demarketing we found a positive
conditional indirect effect of ad believability on brand attitudes
(B = 0.20, CI = 0.02-0.41).
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To test H2b, we repeated the mediation analysis using the PROCESS
macro on SPSS, (model 8; 10,000 samples; Hayes, 2018) with reverse
codes. Thus, green environmental = 1 and demarketing = 0. For brand
positioning, the codes were 1 = mass-market and 0 = luxury. The
expected indirect effect of the moderated mediation of ad believability
was significant (3 = 0.40, CI = 0.14-0.71). In support of H2b, when
mass-market was combined with a green environmental message, we
found a positive conditional indirect effect of ad believability on brand
attitude (f = 0.36, CI = 0.04-0.68). Also, when luxury was combined
with green environmental there was a negative conditional indirect
effect of ad believability on brand attitude (3 = —0.42, CI = —0.75 to
—0.09).

6.4.3. Alternative model

To recall, we measured the fit between the green message and brand
positioning (o = 0.83). This scale measures to what degree participants
perceive the green message and brand positioning used in the experi-
ments to be congruent. We then tested an alternative model to verify if
this fit mediates the association between green message and brand at-
titudes. Therefore, instead of having ad believability as a mediator, we
included fit as a mediator. We found that the indirect effect of fit was
non-significant (CI = —0.61 to 0.40). Thus, there is no evidence that fit
could be an alternative explanation for an effect on brand attitude.

6.5. Discussion

Study 1 confirms Hla, H1b, and H2. Consumers have a more posi-
tive attitude toward a luxury brand when it uses a green demarketing
compared to the green environmental message. Besides, consumers
have a more positive attitude toward a mass-market brand when it uses
green environmental rather than the demarketing message.
Furthermore, this study shows the role of ad believability as a mediator,
explaining the predicted interaction. That is, ad believability has a
positive effect on brand attitudes when a luxury brand uses de-
marketing or when a mass-market brand uses green environmental
message. However, brand attitudes are lower when a brand has a mass-
market positioning and uses demarketing or when the brand has a
luxury positioning and uses green environmental because the message
is less believable. Finally, this study rules out the alternative explana-
tion that the simple presence of a fit between brand positioning and
green initiative leads to higher brand attitudes. Consumers need to
believe that the message is trustworthy, convincing, honest, and au-
thentic for the positive brand evaluation to emerge.

The next study seeks to replicate these findings and to address the
impact of green brand positioning on brand evaluations about green
messages.

7. Study 2

Study 2 has two goals. First, it attempts to replicate Hla, H1b, and
H2 in a real brand scenario. This is an important objective because it
assesses the replicability of our findings in a setting with greater ex-
ternal validity. Second, this study tests H3a, H3b, H3c, and H3d by
showing whether demarketing or green environmental message has a
different impact on evaluations for brands with an essential green po-
sitioning, which were created with a green mission statement. Unlike
luxury or mass-market, which are non-green brands that may or may
not use a green strategy, original green brands have intrinsic green
values. For this reason, we propose that green brands benefit from ei-
ther type of green message. Green brands using green environmental
messages should be believable as reducing the environmental costs of a
product is a core value for them. Similarly, demarketing is also in line
with green positioning, as the reduction of consumption contributes to
achieving sustainable societies. Given that both types of green messages
match with a green positioning, we expect that brand evaluations will
be equally high for green brands using demarketing or green
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environmental messages.
7.1. Participants and design

A total of 249 undergraduate student (Mg 22.35, SD = 6.24; 54%
male) participated in exchange for course credit. Sixteen participants
failed the attention check and were eliminated from further analysis,
leaving a final sample of 233 respondents. The experiment employed a
2 (demarketing vs. green environmental) X 3 (luxury vs. mass-market
vs. green), between-subjects design. Respondents were randomly as-
signed to one of the six conditions.

7.2. Procedure

Similar to study 1, participants were told they were searching for
online stores to buy new clothes and entered a brand’s website (see
Appendix B). Real brands were used for greater external validity. The
first part was the brand’s logo and a brief description (either luxury —
Prada; or mass-market — Riachuelo; or green — Patagonia) and the
second described the green message (either demarketing or green en-
vironmental).

Prada was chosen because it is a well-known brand and recognized
worldwide as a luxury brand. Several studies in the luxury literature
mention Prada as an example of luxury and others that had already pre-
tested and used Prada in experimental studies (e.g. Kapferer & Bastien,
2009; Fuchs et al., 2013). Also, Patagonia was elected because it was
created with a green mission statement and all its products are based on
environmental sustainability. Riachuelo was chosen for being a popular
mass-market and fast-fashion brand.

7.3. Measures

After reading the manipulations, participants in all conditions in-
dicated their attitudes toward the brand and ad believability, measured
as in study 1. For the brand positioning manipulation check, re-
spondents answered a three-item question based on Fuchs et al. (2013):
“Regarding the brand positioning of the brand that you saw...” (a) it’s
an inclusive brand (mass-market); (b) it’s an exclusive brand (luxury);
(c) it’s an essentially green brand. Responses ranged from 1-totally
disagree to 7-totally agree. For the green message manipulation check,
respondents answered the same two-items used in study 1.

As an attention check, they were asked to write the name of the
brand they saw. Due to the use of real and well-known brands, we
added brand familiarity (Maldr, Krohmer, Hoyer, & Nyffenegger, 2011)
as a control measure. We used a seven-point scale ranging from 1-to-
tally disagree to 7-totally agree, (I feel very familiar with the brand; I

31

feel very experienced with the brand, and I know the products of this
brand). Finally, they answered demographic questions, were thanked
and debriefed.

7.4. Results

7.4.1. Manipulation checks

Individual ANOVAs were conducted. For type of green message,
participants in the demarketing condition perceived that the brand
encouraged them to buy less unnecessary items than participants in the
green environmental condition (Mgemarketing = 5-17; SD = 1.60; Mgreen
environmental = 3.52; SD = 1.85; F (1, 227) = 56.19, p < .000,
npz = 0.198). In addition, participants in the green environmental
condition perceived that the brand motivated them to buy more en-
vironmentally friendly products than in the demarketing condition
(Mgreen environmental — 512, SD = 182; Mdemarketing = 326; SD = 181;
F (1, 227) = 31.87,p < .000, np2 = 0.140). As expected, no other
effects emerged (F < 1).

For brand positioning, we conducted separated ANOVAs for each
item. For green message, we did not observe any type of main effect nor
interaction effects; only the brand positioning main effects were sig-
nificant. Participants in the luxury (Prada) condition perceive the brand
as more exclusive (Miyxury = 6.27; SD = 1.15) than those in the mass-
market (Riachuelo) (Mpass-market = 2.18; SD = 1.21) and in the green
(Patagonia) conditions (Mgreen = 3.21; SD = 1.17; F (2,
227) = 198.35, p < .000, npz = 0.636). Participants in the mass-
market condition perceived the brand as more inclusive (Mpass.
market = 4.98, SD = 1.36) than those in the luxury (Mjyxury = 2.85;
SD = 1.78) and green conditions (Mgreen = 3.65; SD = 1.64; F (2,
227) = 36.82, p < .000, np2 = 0.245). Participants in the green
condition perceived the brand as more essentially green (Mgreen = 5.57;
SD = 1.32) than those in the luxury (Miyxury = 3.70; SD = 1.45) and
green conditions (Mpass-market = 3.82; SD = 1.54; F (2, 227) = 37.67,
p < .000, n,> = 0.249).

7.4.2. Attitudes towards the brand

We conducted a two-way ANOVA with the two green message
conditions (demarketing vs. green environmental) and all three brand
positioning conditions (luxury vs. mass-market vs. green) for brand
attitude (o = 0.86) as the dependent variable.

The results showed a significant main effect of brand positioning (F
(2, 227) = 6.60, p = .002; 1,> = 0.055) and a non-significant effect for
green message (F (1, 227) = 0.31, p = .577). Additionally, the ex-
pected interaction was observed (F (2, 227) = 7.42, p = .001;
np> = 0.061). For luxury positioning, participants in the demarketing
condition showed more positive attitudes toward the brand
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Fig. 3. Brand attitude as a function of brand positioning and type of green
message (Study 2).

(Mpemarketing = 5.57, SD = 0.87), than participants in the green en-
vironmental condition (Mgreen environmental = 4.98, SD = 1.25; F (1,
227) = 6.23, p = .013; np2 = 0.027). For mass-market positioning,
participants in the green environmental condition had more positive
attitudes toward the brand (Mg een environmental = 5.66, SD = 0.83) than
participants in the demarketing condition (Mpemarketing = 4.97,
SD = 1.36; F (1, 227) = 8.64, p = .004; ﬂpz = 0.037). As expected, for
green brand positioning, there were no significant attitude differences
between the types of green message (Mgreen environmentat = 5.91;
SD = 0.84; Mpemarketing = 5.78; SD = 1.14; F (1, 227) = 0.271,
p = .603; see Fig. 3).

An analysis within each green message condition shows a similar
reversal. For participants exposed to demarketing, brand attitudes were
higher in luxury condition when compared to the mass-market condi-
tion (p = .037) and that the brand attitudes were higher in green
condition also when compared to the mass-market condition (p = .005;
F (2, 227) = 5.69, p = .004, npz = 0.048). These results show support
for our H3a and H3b. Additionally, among the participants exposed to
the green environmentalism message, brand attitudes were higher for
mass-market condition than for when compared to the luxury condition
(p = .012). Furthermore, brand attitudes and the attitudes were also
higher for in the green conditions than in the when compared to luxury
condition (p = .001; F (2, 227) = 7.78, p = .001, npz = 0.064). These
results support our H3c and H3d. Finally, there was no significant
difference in brand attitudes between mass-market and green posi-
tioning within the green environmental condition (p = .88), and be-
tween luxury and green positioning within the demarketing condition
(p = .98).

Overall, these results show that green brand positioning elicits po-
sitive brand attitude using both green environmental and green de-
marketing messages. That is, when using green demarketing messages,
brand attitudes rates for green brand positioning are similar to attitude
rates for luxury brands. Moreover, when using green environmental
messages, brand attitude rates for green brand positioning are similar to
attitude rates for mass-market positioning. Please see these results in
Fig. 3. These results also replicate Study 1, providing additional support
for Hla and H1b.

In order to test for possible effects originated from the use of real
brands, we conducted an ANCOVA with brand familiarity as a covariate
and the results were unchanged by it. Thus, we ruled out this alter-
native explanation. Also, there was no main effect of income as a
covariate (p > .30).

7.4.3. Mediation analysis

The mediation of ad believability (a = 0.90) was tested through the
PROCESS macro on SPSS (model 8; 10,000 samples; Hayes, 2018). In
order to test our hypotheses, the green message was coded as 1 = de-
marketing and 0 = green environmental. For brand positioning, the
codes were 1 = luxury and 0 = mass-market.

32

Journal of Business Research 119 (2020) 25-40

When the dependent variable was the attitude toward the brand, the
interaction between green message and brand positioning influences ad
believability (3 = 1.40, CI = 0.60-2.19). Furthermore, brand posi-
tioning (3 = —-0.65, CI = —1.20 to —0.09) and appeal type
(B = —0.77,CI = —1.33 to —0.21) present negative direct effects on
ad believability. Also, Ad believability significantly impacts brand at-
titude (3 = 0.46, CI = 0.34-0.57). Additionally, the interaction be-
tween green message and brand positioning significantly impacts brand
attitude (f = 0.63, CI = 0.04-1.23). Finally, the direct effects of appeal
type (CI = —0.74 to 0.07) and brand positioning (—0.79 to 0.02) on
brand attitude are non-significant.

The expected indirect effect of the moderated mediation of ad be-
lievability was significant (3 = 0.64, CI = 0.25 to 1.21). For mass-
market brand, there was a negative conditional indirect effect of de-
marketing on consumers’ attitude toward the brand (B = —0.35,
CI = —0.70 to —0.11). In support of H2a, for luxury brands, there was
a positive conditional indirect effect of demarketing on brand attitude
(B = 0.28, CI = 0.01-0.65).

Reverse codes were used to test H2b (i.e. for green message
1 = green environmental and 0 = demarketing; for brand positioning
1 = mass-market and 0 = luxury) and run a similar analysis. Again, we
ran our model with attitude towards the brand as a dependent variable
and ad believability as the mediating variable. Results show that the
interaction effect of brand positioning and appeal type on ad believ-
ability was significant (3 = 1.40, CI = 0.60-2.19). Furthermore, ad
believability had a significant effect on brand attitude (B = 0.46,
CI = 0.34-0.57). Finally, the interaction between brand positioning
and appeal type on brand attitude was also significant (f = 0.63,
CI = 0.04-1.23).

The expected indirect effect of the moderated mediation of ad be-
lievability was significant (3 = 0.64, CI = 0.25-1.21). For luxury
brands, there was a negative conditional indirect effect of green en-
vironmental on brand attitudes (§ = —0.28, CI = —0.65 to —0.01). In
support of H2b, for mass-market brands, a positive conditional indirect
effect of green environmental on brand attitudes was observed
(B = 0.35, CI = 0.11-0.70).

7.5. Discussion

Study 2 uses real brands known by participants and replicates the
key findings of Study 1, corroborating Hla, H1b, and H2. Moreover, the
study demonstrates that brands with an essential green positioning
benefit from using either type of green message as brand attitudes are
equally and positively influenced by demarketing messages used by
luxury and green brands (H3a) and green environmental used by mass-
market and green brands (H3b). Finally, the current study also included
brand familiarity as a control variable, and the results were unchanged
by it. This again speaks in favor of the consistency of the findings.

8. Study 3

Study 3 has three objectives. First, it attempts to replicate the hy-
potheses with a different product category, showing that the proposed
interaction effect is also true in a non-fashion related scenario. Second,
it uses a green message manipulation that is different from the first and
second studies to extend the validity of our findings. Third, we test our
model with a new dependent variable (i.e. willingness to buy), to verify
whether our findings are generalizable for correlated variables.

8.1. Participants and design

A total of 199 respondents were recruited on Amazon Mechanical
Turk (Mgg: 37, SD = 11.12; 55% male). The experiment was available
only to participants with IP addresses from the United States or Canada.
Three participants that already knew the brand and sixteen participants
that failed the attention check were eliminated from further analysis,
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leaving a final sample of 180 respondents. The experiment employed a
2 (demarketing vs. green environmental) X 2 (luxury vs. mass-market),
between-subjects design. Respondents were randomly assigned to one
of the four conditions.

8.2. Procedure

Participants were told that while searching for home appliances
online they found out that ARNO had a new environmental campaign
on its website. ARNO is a real home appliances brand, but it is unknown
to the participants (see Appendix C).

First, participants were exposed to the brand’s logo and the de-
scription of the campaign (either demarketing or green environmental)
and a brief brand description (either luxury or mass-market).
Participants in the demarketing condition read “Arno is passionate
about improving consumers’ quality of life while minimizing environ-
mental impact. Arno’s products are designed for durability, which helps
the consumer to buy fewer unnecessary items. Arno invites you to
preserve the Earth every day by consuming less”. Whereas, participants
in the green environmental condition read: “Arno's production process
is focused on saving water, energy and reducing carbon emissions at the
factory. Its products are the most energy-efficient in the market. Arno
invites you to preserve the Earth every day by consuming green”. For
luxury brand positioning manipulation, they read: “Arno is a high-end
home appliances brand. Arno gives you the opportunity to enjoy
cooking using the most unique and sophisticated products”. Finally, for
mass-market brand positioning manipulation, they read: “Arno is a
popular home appliances brand. Arno gives you the opportunity to
enjoy cooking using products that are simple and available for ev-
eryone”.

8.3. Measures

After reading the manipulations, participants in all conditions in-
dicated their attitudes toward the brand (measured as in study 1 and 2)
and willingness to buy, measured with one-item, ranging from 1-
(Would certainly not buy) to 7-(Would certainly buy). They also rated
ad believability, in the same fashion as studies 1 and 2.

For brand positioning manipulation check, respondents answered a
two-item question based on Fuchs et al. (2013): “Considering ARNO’s
description, what would you say about this brand’s positioning...” (a)
it’s an inclusive brand (popular/mass market); (b) it’s an exclusive
brand (high-end). Responses ranged from 1-totally disagree to 7-totally
agree. For the green message manipulation check, respondents an-
swered the same two-items used in studies 1 and 2.

We included Google’s reCAPTCHA system which was designed to
establish that a computer user is human (and not a bot). Thus, parti-
cipants were required to click on “I’'m not a robot” before completing
the study. Additionally, they were asked to describe what kind of
products ARNO sells by the end of the survey. As a control measure,
they were asked if they knew ARNO before the study. Finally, they
answered demographic questions, were thanked and debriefed.

8.4. Results

8.4.1. Manipulation checks

Individual ANOVAs were conducted. For type of green message,
participants in the demarketing condition perceived that ARNO’s en-
couraged them to buy less unnecessary items than participants in the
green environmental condition (Mgemarketing = 5.76; SD = 1.79; Mgreen
environmental = 3.66; SD 2.06; F (1, 176) = 50.36, p < .000,
npz 0.222). In addition, participants in the green environmental
condition perceived that ARNO’s encouraged them to buy more en-
vironmentally friendly products than in the demarketing condition
(Mgreen environmental = 6.34; SD = 0.98; Mdemarketing = 5.09; SD = 1.91;
F (1, 176) = 29.30, p < .000, np2 = 0.143). As expected, for both
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Fig. 4. Brand attitude as a function of brand positioning and type of green
message (Study 3).

types of green message we did not observe neither a brand positioning
main effect, nor an interaction effect (Fs < 1).

For brand positioning, participants in the luxury condition per-
ceived the brand as more exclusive/high-end than participants in the
mass-market condition (Miuxury 5.05; SD 1.72; Mpass.
market = 3.81;SD = 1.74; F (1,176) = 61.16,p < .000, 1,2 = 0.112).
In addition, participants in the luxury condition perceived the brand as
more inclusive/mass-market than participants in the luxury condition
(Mmassmarket = 5.21; SD = 1.38; Miyeury = 4.14; SD = 1.52; F (1,
176) = 23.28, p < .000, n,> = 0.117). No other significant effects
emerged (Fs < 1).

8.4.2. Attitudes towards the brand

We conducted a two-way ANOVA for brand attitude (a = 0.92) as
the dependent variable. As expected, the results showed a significant
interaction effect (F (1, 176) = 7.99, p = .005; np2 = 0.043). We did
not observe main effects neither for brand positioning (F (1,
176) = 1,23, p = .269) nor for green message (F (1, 176) = 1.62,
p = .205, see Fig. 4).

The pairwise analysis showed that when the brand was luxury there
was no significant difference in brand attitude between demarketing
and green environmental conditions (Mpemarketing = 6-00, SD = 0.78;
MGgreen environmental = 5.78, SD = 1.14; F (1, 176) = 1.17, p = .280).
When the brand was mass-market, participants in the green environ-
mental condition had more positive attitudes toward the brand (Mgeen
environmental = 6.34, SD = 0.81) than participants in the demarketing
condition (Mpemarketing = 5.76, SD = 1.04; F (1, 176) = 8.66,p = .004;
npz = 0.047). An analysis within each green message condition shows
that among participants exposed to demarketing there was no sig-
nificant difference between luxury and mass-market (F (1, 176) = 1.41;
p = .236). Among those exposed to green environmental message, at-
titudes were more positive for mass-market than for luxury (F (1,
176) = 8.11, p = .005, npz = 0.044). These findings provide partial
support for Hla and H1b.

8.4.3. Willingness to Buy (WTB)

We conducted a two-way ANOVA for WTB as the dependent vari-
able. The results showed a significant interaction effect (F (1,
176) = 11.14, p = .001; npz = 0.060, see Fig. 5) and no main effects
neither for brand positioning nor for green message (Fs < 1).

Within the luxury brand conditions participants had higher WTB
scores in the demarketing condition than in the green environmental
condition (MDemarketing = 5.47, SD = 1.03; Mgreen environmental = 4.97,
SD = 1.18; F (1, 176) = 4.22, p = .041). When the brand was mass-
market participants in the green environmental condition had higher
WTB scores (Mgreen environmental = 5-52, SD = 1.00) than participants in
the demarketing condition (Mpemarketing = 4-89, SD 1.24; F (1,
176) = 7.15, p = .008; n,> = 0.039). An analysis within each green
message condition shows a similar reversal. Participants exposed to
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Fig. 5. WTB as a function of brand positioning and type of green message
(Study 3).

demarketing had higher WTB for luxury than for mass-market (F (1,
176) = 5.62; p = .019; n,> = 0.031). Among the participants exposed
to the green environmental message, WTB was higher for mass-market
than for the luxury brand (F (1, 176) = 5.52, p = .020, np2 = 0.030).
These results are in line with Hla and H1b. Also, no main effect of
income as a covariate was found neither for brand attitude nor for WTB
(» > .40).

8.4.4. Mediation analysis

An ad believability index was created by averaging the seven items
(a = 0.93). The mediation role of ad believability was tested through
the PROCESS macro on SPSS (model 8; 10,000 samples; Hayes, 2018).
In order to test our hypotheses, the green message was coded as
1 = demarketing and 0 = green environmental. For brand positioning,
the codes were 1 = luxury and 0 = mass-market.

When the dependent variable was the attitude toward the brand, the
interaction between green message and brand positioning influences ad
believability (3 = 0.84, CI = 0.31-1.38), whereas ad believability
significantly impacts brand attitude (3 = 0.66, CI 0.54-0.78). The
interaction on brand attitude is not significant (CI = —0.20 to 0.68).
The expected indirect effect of the moderated mediation of ad believ-
ability was significant (3 = 0.56, CI = 0.21-1.00). When the brand was
mass-market there was a negative conditional indirect effect of de-
marketing on consumers’ attitudes toward the brand (B = —0.27,
CI = —0.54 to —0.04). Additionally, in support of H2a when the brand
was luxury there was a positive conditional indirect effect of de-
marketing on brand attitude (f = 0.28, CI = 0.02-0.58).

Similar results were found when the dependent variable was WTB.
The interaction between green message and brand positioning sig-
nificantly impacted ad believability (3 = 0.84, CI = 0.31-1.38),
whereas ad believability positively impacted WTB (B = 0.69,
CI = 0.54-0.84). The indirect effect of the moderated mediation of ad
believability was also significant (B = 0.58, CI = 0.22-1.05). When the
brand was mass-market there was a negative conditional indirect effect
of demarketing on WTB ( = —0.29, CI = —0.58 to —0.04). However,
when the brand was luxury, there was a positive conditional indirect
effect of demarketing on WIB (3 = 0.29, CI = 0.02-0.62).

Reverse codes were used to test H2b (i.e. for green message
1 = green environmental and 0 = demarketing; for brand positioning
1 = mass-market and 0 = luxury). Again, we tested the hypotheses
through the same analysis procedures. The indirect effect of ad be-
lievability was significant for both brand attitudes (B = 0.56,
CI = 0.19-0.99) and WTB (3 = 0.58, CI = 0.19-1.05). When the brand
was luxury there was a negative conditional indirect effect of green
environmental on brand attitudes ( = —0.28, CI = —0.59 to —0.02)
and on WTB as well (§ = —0.29, CI = —0.61 to —0.02). In support of
H2b, when the brand was mass-market a positive conditional indirect
effect of green environmental was observed on brand attitudes
(B = 027, CI = 0.04-0.54) and also on WIB (B = 0.29,
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CI = 0.03-0.59).
8.5. Discussion

Study 3 replicates most of the results in a different product category,
which demonstrates that the proposed interaction generalizes to other
industries. Moreover, it shows the consistency of the results with a
different green environmental action. It also extends the results by
adding another dependent variable (i.e. willingness to buy). That is,
results show that willingness to buy is higher when there is a match
between demarketing and luxury or green environmental and mass-
market. Finally, it provides further evidence of ad believability as a
mediator, demonstrating that the mismatch between brand positioning
and green message leads to negative brand evaluation and lower WTB
because consumers perceive the message as less believable.

9. General discussion

In three studies we tested whether the interaction between green
message and brand positioning influences brand evaluations. We found
that individuals in a demarketing condition have more positive brand
attitudes for luxury rather than for mass-market positioning, whereas
individuals in the green environmental condition have more positive
brand attitudes for mass-market rather than for luxury brand posi-
tioning. Additionally, ad believability explains why brand attitudes are
higher when demarketing is matched with luxury, and when green
environmental is matched with mass-market positioning. In short,
consumers believe more in ads that match the luxury brand positioning
and demarketing and ads that match mass-market brand positioning
with green environmental. In turn, ad believability increases brand
attitudes and WTB.

Past research has investigated the match between advertising ele-
ments as congruency and/or incongruence effects. For instance, past
research shows that the congruency of product category and environ-
mental issues affect green advertising effectiveness (Shin & Ki, 2018).
Others have investigated the effectiveness of message valence (Amatulli
et al., 2017) and message frame (White et al., 2011; Chang et al., 2015)
on pro-environmental behavior. The present study extends past re-
search on green advertising literature by showing that a match between
the message type and the positioning of a non-green brand (i.e. luxury
vs. mass-market) has an impact on brand evaluation and willingness to
buy. These results go beyond a simple congruency or fit effect because it
demonstrates that brand positioning is important to communicate
convincing arguments and show the credibility and authenticity of the
green message. Therefore, the positive outcomes on brand evaluations
are a consequence of the believability in the match between brand
positioning and the appropriate green message.

This study also adds to a crescent body of research suggesting that
reducing consumption is the only conscious path to actual environ-
mental sustainability (Peattie & Peattie, 2009; Kropfeld et al., 2018;
Sekhon & Soule, 2019). Specifically, our results build on green adver-
tising literature by further exploring the applications of demarketing as
a green message type. While most studies have explored demarketing as
a manner of conserving the environment by saving resources, such as
water and energy (Wall, 2005; Yakobovitch & Grinstein, 2016), this
work shows the effects of demarketing used as green advertising on
brand evaluation.

The literature on luxury brands can benefit from this research as
well. Past studies investigated consumers’ evaluations of green features
in luxury products (Achabou & Dekhili, 2013; De Angelis et al., 2017).
Some studies found that luxury positioning does not always match with
green messages because at times these messages may conflict with
luxury claims (Torelli et al., 2012; Kapferer & Michaut, 2015). In sup-
port of past research, we found that brand evaluations are low when
luxury positioning is combined with environmental messages. How-
ever, we showed that brand evaluations are more positive when luxury
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positioning is combined with demarketing. These results build on past
research and demonstrate that a green demarketing message generates
positive evaluations for luxury brands that would like to perform green
actions.

Furthermore, this research also has managerial implications. It
shows how non-green brands (i.e. mass-market and luxury) can address
a green strategy and still maintain a positive evaluation. Specifically,
luxury brand managers should be careful when adding green features to
their products, once our research shows that green environmental ac-
tions may be perceived as less believable when used by luxury brands.
Instead, they can use luxury’s inherent characteristics to promote sus-
tainable consumption through demarketing (consumption reduction).
For instance, luxury brands could perform demarketing campaigns
during events that motivate overconsumption (i.e., Black Friday;
Christmas). When luxury brands support green demarketing appeals,
consumers will perceive positive signaling and have more favorable
evaluations of the brand because demarketing will enhance the brand
luxury characteristics such as durability, quality, scarcity, and ex-
clusivity.

Although many luxury brands already promote demarketing prac-
tices, this strategy may seem difficult to implement for many luxury
brands since these brands’ economic growth rests on enticing sys-
tematic repeat purchases at each new season. However, demarketing
can be used as a strategy for bringing more consumers to the company.
Luxury products last longer and have a higher resale value than mass-
market goods, which are quickly used and disposed of Sun et al. (2018).
Therefore, instead of buying many disposable clothes, demarketing can
motivate more consumers to buy one luxury piece and keep it for a
longer time.

Conversely, mass-market brand managers should put effort into
developing environmentally friendly product lines (eg. products made
of recycled or organic materials). In this case, mass-market brands
should motivate consumers to improve consumption behavior, shifting
the claim from “consume more” to “consume green”. This green
strategy will probably increase positive attitudes toward mainstream
brands, and more importantly, it will mitigate the negative aspects of
overconsumption as green features promise less environmental impact.

Standing from a global sustainability point, the match between
brand positioning and green appeal also has public policy implications
because it improves pro-environmental behavior without the sacrifices
often associated with consumption reduction. The anticonsumption
activities are associated with activism and revolutionary changes in
how individuals consume, which makes it more difficult to spread this
pro-environmental movement (Peattie & Peattie, 2009; Kropfeld et al.,
2018; Sekhon & Soule, 2019). If consumers associate positive signaling
from the brand green actions, it may increase pro-environmental
choices and may also increase subsequent pro-environmental behavior.

10. Limitations and future research

Like any research, ours is not void of limitations. First, a potential
confound is a difference in purchasing power between mass-market and
luxury brands. This prevented us to address the study in a behavioral
real choice context (we used subjective measures of brand attitude and
willingness to buy rather than a real choice setting) and it could create
bias in participants’ responses (e.g. certain participants might have
positive brand attitudes towards Prada regardless of the green message
used). However, this limitation does not invalidate our proposed re-
lationship as we confirmed the hypotheses even when this confound is
working against it. Furthermore, real-world brands were used in study 2
to enhance external validity, but it still was a laboratory experiment.

Second, although the respondents of our studies, undergraduate
students and m-turkers, do not seem to be consumers who typically buy
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luxury products, the use of these populations in research about luxury
brands is a common procedure (see, for instance, Torelli et al., 2012;
Fuchs et al., 2013; Choi, Seo, Wagner, & Yoon, 2018). Besides the fact
that real luxury consumers would probably provide more convincing
responses, there is no reason to believe that the perception about the
match between brand positioning and green appeal would be different
for luxury and non-luxury consumers. Also, the brands in studies 1 and
3 were

fictitious. Therefore, consumers did not need to have had a previous
buying experience to provide brand evaluations. However, a possible
difference would emerge for consumers with higher self-brand con-
nections compared to those that are not close to the brand. Future re-
search could further investigate this prediction.

Another concern is the fact that the “long lastingness” advertised by
demarketing campaigns could be overlapping with luxury’s products
inherent quality characteristic. In our study, we find that there is a
match between the demarketing appeal and the luxury positioning, and
we argue that consumers are more likely to believe demarketing mes-
sages when perceived quality is high. However, an alternative ex-
planation would be that quality on itself might be motivating con-
sumers to purchase less and accept demarketing messages. Therefore,
the inherent quality of luxury products would be the driving force be-
hind ad believability. Future research would profit from untangling
these constructs.

Our research suggests that ad believability is a key mediator, but
future research investigating real purchasing behavior may explore
different psychological mechanisms. For instance, one could explore if
there is a reduction in guilt when consuming a mass-market brand that
announces a green environmental campaign or a luxury brand that
employs green demarketing. Another possibility is to explore the feel-
ings of pride associated with a preference for a luxury (vs. mass-market)
brand advocating green demarketing compared to green environmental
actions.

Moreover, this study demonstrates that brands with green posi-
tioning are positively evaluated whether using a green environmental
or green demarketing message. However, there are several levels of
“greenness” in green brand positioning and that could have an effect
when evaluating advertising. Therefore, we suggest future research to
investigate how brand greenness and different types of green messages
impact consumers’ evaluations.

Regarding managerial implications, a limitation of our research
relates to the use of green demarketing appeal by luxury brands. One
could argue that demarketing would necessarily result in smaller rev-
enues as consumers would purchase fewer goods. However, we believe
that green demarketing enhances positive evaluations for luxury brands
that want to have environmentally friendly actions as well as increases
the chance of achieving new consumer markets that are currently
purchasing less durable goods in other brands. Therefore, green de-
marketing might not necessarily result in lower revenues as reduced
purchases per consumer might be compensated by higher prices per
product or by new consumers attracted to the brand. Future research
should investigate these possibilities.

Finally, premium brands are in between a mass-market and a luxury
brand positionings (Kapferer & Bastien, 2009). Future research should
investigate how green message would impact brand evaluations for
premium brand positioning.
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Appendix A

Scenario 1- Luxury and Demarketing (Study 1)

ABOUT SALTWATER COLLECTIVE MAN WOMAN  MYORDERS LOGIN

SALTWATER

COLLECTIVE

Saltwater Collective is recognized by its exclusive and sophisticated clothes. The uniqueness
of its collections is a result of the work from world’s most renowned designers

ENVIRONMENT COMMUNITY

Saltwater’'s commitment to the environment is
in the manufacturing process. By producing ”
clothes with resistant materials, that last much
more than one season, Saltwater Collective
helps you to consume less. The environment is <%
your duty too; use your clothes consciously #

Scenario 2 — Mass-market and Green Environmental (Study 1)

ABOUT SALTWATER COLLECTIVE WOMAN  MYORDERS

SALTWATER

COLLECTIVE

Saltwater Collective is recognized by fashion democratization. The swift production and
distribution guarantee the variety of clothes and easy access to the brand’s products

ENVIRONMENT COMMUNITY

Saltwater’s commitment to the environment is
in the manufacturing process. By producing
clothes that are not washed on the factory
floor, Saltwater Collective saves up to 1.5L of
water in each outfit. The environmentis your
duty too; use products with lower
environmental impact
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Appendix B
Scenario 1- Luxury (Prada) and Demarketing (Study 2)

ABOUT PRADA MAN WOMAN MY ORDERS LOGIN

PRADA

Prada is a luxury brand that was founded by Mario Prada and has about 70 years of history.
The brand produces clothes, shoes and accessories. Prada makes a perfect combination of
cutting edge sophistication with exclusivity of its products.

ENVIRONMENT COMMUNITY

Prada’s commitment to the environmentis in
the manufacturing process. By producing
clothes with resistant materials, that last much
more than one season, Prada helps you to
consume less. The environment is your duty
t00; use your clothes consciously

Scenario 2 — Mass-market (Riachuelo) and green Environmental (Study 2)

ABOUTRIACHUELO MAN WOMAN  MYORDERS LOGIN

RCHLO

RIACHUELO

Riachuelo is a fast fashion brand - agility in the creation, production and distribution of new
trends - that has 70 years of history. Riachuelo has become great because it serves a
greater purpose: to make fashion an instrument of democratization.

ENVIRONMENT COMMUNITY

Riachuelo’s commitment to the environmentis
in the manufacturing process. By producing
clothes that are not washed on the factory
floor, Riachuelo saves up to 1.5L of water in
each outfit. The environmentis your duty too;
use products with lower environmental impact
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Scenario 3 — Green (Patagonia) and green Environmental (Study 2)

ABOUT PATAGONIA MAN WOMAN MY ORDERS LOGIN

patagonia

Patagonia is a green brand with around 70 years of history. The brand has the purpose of
promoting environmental preservation through the production of sustainable clothing. All
Patagonia clothing pieces are composed of materials that have low environmental impact.

ENVIRONMENT COMMUNITY

Patagonia’s commitment to the environmentis
in the manufacturing process. By producing
clothes that are not washed on the factory
floor, Patagonia saves up to 1.5L of water in
each outfit. The environmentis your duty too;
use products with lower environmental impact

Appendix C

Scenario 1- Luxury and Demarketing (Study 3)

OUR PRODUCTS

2_ COOKW
@ e
6 o Earth day is every day! =
= N .;{f: By
_ Arno is passionate about improving consumers’ quality

of life while minimizing environmental impact. Arno’s 4
products are designed for durability, which helps the f
CONSUMER SERVICES - consumer to buy fewer unnecessary items. Arno
@ o invites you to preserve the Earth every day by
@ consuming less.
© wene ABOUT ARNO
£ rom Arno is a high-end home appliances brand. Arno gives
ST you the opportunity to enjoy cooking using the most

. unique and sophisticated products.

"

EARTH DAY IS EVERYDAY

]

38



V. Vilasanti da Luz, et al.
Scenario 2- Mass-Market and green Environmental (Study 3)
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