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Do human values play a role in pro-environmental
purchasing behaviours of Polish people?

Green consumerism has increased in popularity in Europe over the past
decade due to new political policies and social shifts. The purpose of this
study was to expand the research in understanding the thinking and values
of eco-consumers and how this can assist in marketing efforts. Previous
studies have given little focus on Poland and the role of their values in
purchasing energy efficient appliances. Research shows that certain values
can indicate an increased likelihood in caring for the environment and this
study aims to affirm this further amongst Polish millennials as well as any
differences based on sex. The analysis used the results of the European
Social Survey (ESS) Round 8 from 2016. This study focused on human values
and their role on purchases of energy efficient appliances and whether
climate change attitudes moderate that relationship. A thorough analysis
showed that human values of Polish millennials do not have an influence on
buying energy efficient appliances. Moreover, attitudes towards climate
change do not moderate a relation between these two variables. This study
has highlighted the complexity of the role of human values in energy efficient
preferences and has demonstrated justification for further research in this
area.
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INTRODUCTION

The rise in temperatures, more droughts, heatwaves and hurricanes, rising sea-level, as
well as, ice-free Arctic are only a few of the climate change effects we will see soon (NASA
2019). As such, it is important to educate people about the connection between their
lifestyle choices and their influence on the environment (Cordero et al. 2008). Energy
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efficient appliances were found to be of high significance to reduce energy usage with
regards to climate change (Linares and Labandeira 2010). However, in emerging
economy countries, like Poland, eco-friendly appliances purchases are more associated
with savings rather than the effect they have on the environment (Ptatkowska-
Prokopczyk 2017).

There is a lack of general research on human values, climate change attitudes and
whether they have an influence on the purchasing decisions of energy efficient
appliances. Therefore, this research paper seeks to investigate the relation between
human values and purchasing energy efficient appliances amongst Polish millennials. In
order to understand the role plays in pro-environmental purchasing behaviour of Polish
people, analysis of each individual component is necessary. Schwartz’s theory of basic
human values will be analysed to understand the human values prevalent in Polish
people (1992). Additionally, to explore what role they have in purchasing energy
efficient home appliances, the Fishbein and Ajzen (1980)’s theory of reasoned action will
be discussed. The theory takes into account attitudes and social norms as predictors
influence individuals’ behaviours. Finally, using a moderator will help to create an
additional insight into climate change attitudes. According to Wells et al. (2011) people
that take action to minimise their impact on the environment often are worried about
climate change.

Thorough analysis of the literature available in the field of pro-environmental
behaviours indicated that there is a lack of understanding of human values and their
influence on those behaviours. For academics, this research paper is going to help to
empirically examine the motivations behind purchasing energy efficient appliances and
people’s attitudes towards climate change. From a practitioner point of view, it is
important to understand people’s motivations behind certain behaviours to help them
build effective campaigns and communications that will persuade publics to make a
permanent change in their actions (Broom 2013).

LITERATURE REVIEW
Energy conservation behaviour

Household energy usage has been topical in the last few decades mainly due to its
negative consequences for the environment (Portinga et al. 2003). Many scholars have
studied people’s views and attitudes as the determining factors of energy saving
behaviour (Gardner and Stern 1996, Olson 1981).

A model which suggests that attitudes and norms predict and determine consumer
behaviours is called the theory of reasoned action (TRA) (Madden et al. 1992). However,
Fishbein and Ajzen’s model only explains behaviours that the individual can control and
does not take into consideration their outcome (Sheppard et al. 1998). The theory has
already been applied in various environmental studies and confirmed in the following
examples. Bang et al. (2000) focused on renewable energy sources and found that
individual’s decisions were more emotionally linked rather than information-based.
Goldenhar and Connell (1993) implemented the TRA in the area of recycling behaviour
and found that attitudes, norms and past experiences have a direct effect on their
recycling activities. Finally, Hong-Youl and Janda (2012) utilised the Fishbein and Ajzen’s
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model to predict customer’s intention to purchase energy-efficient products. They found
that overall attitudes had a stronger effect on customer’s intentions rather than norms.

All things considered, studies mentioned in the paragraph above show that attitudes
have a predominant impact on people’s environmental attitudes, views and behaviours.
Whilst attitudes are influenced by multiple different concepts, human values were found
to be related to them (Hitlin and Piliavin 2004 in Templeton and Fleischmann 2011).
Subsequently, no studies were found that focused on human values and their influence
of energy conservation behaviours in the emerging economy countries.

Poland as an emerging economy

From 2003 to 2013, the Gross Domestic Product (GDP) in Poland has seen a gradual but
significant increase of 49% (Central Statistical Office 2015). This, as well as other factors,
such as “economic development potential” and “readiness and ability to accept change”
gave Poland the title of an emerging economy together with other Eastern European
Countries (Ettenson 1993, Kowalewski et al. 2010, Hoskisson et al. 2000). Additionally,
countries with emerging economies are usually characterized by low-income and rapid
pace of economic growth (Hoskisson et al. 2000). All of these traits contribute to a highly
changeable economy.

Energy efficient appliances in Poland

“Total primary energy consumption increased in years 2003-2013 from 91 Mtoe to
almost 98 Mtoe (0.7%/year)” and this also brought a significant increase in household
electricity prices in Poland (Central Statistical Office 2015, p.10). The country mainly
relies on coal and lignite as the primary energy sources (Central Statistical Office 2015).
The Central Statistical Office (GUS) and the Polish National Energy Conservation Agency
(KAPE) released a report stating the household energy consumption has decreased by
1.5% in 2016 since 2006 (2018). This is perhaps due to the National Energy Efficiency
Action Plan (NEEAP) released in 2011 with the key input of ‘white certificates’ that allow
consumers to understand savings from their energy efficient appliances (Enerdata.net
2012). However, a report from Energy Efficiency Watch indicated that the new plan set
out little economic incentives for those that choose energy efficiency appliances and
limited information was provided on the training of retail staff (Energy Efficiency Watch
2013).

Energy efficient appliances in Poland

Climate change views, perceptions, beliefs and their role in behaviour intentions is often
complex (O’Connor et al 1999). Generally, consumers that regularly take action to
minimise their impact on the environment show concern for the effects of climate change
(Wells et al 2011). However, Downing and Ballantyne (2007) suggest that consumers
only engage in low commitment behaviours (such as recycling) suggesting consumers
feel they discharge their impact on the environment with ‘token behaviours’'.

O’Connor etal. (1999) surmised that increased knowledge and risk perception of climate
change lead to higher engagement in actions that minimise and protect the environment.
This is supported by previous literature that suggests consumers simply favour some
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pro-environmental actions and reject others (Downing and Ballantyne 2007; Dickinson
et al. 2013). This is also congruent with the Polish population who engage with ‘low
commitment actions such as carbon offsetting’ (Dickinson et al 2013, p.516).

For Poland, Btoniski’s research has shown an increase in Poles’ belief of caring for nature
and the environment, a universalism value (2015). However, opinion polls from the
Public Opinion Research Centre (CBOS) (2013) show that Poles are strongly driven by
economic and health motives when it comes to their consumer behaviour, as opposed to
the environmental footprints of products.

Previous research has looked into the role of age and gender on the accountability and
concerns towards climate change. According to Alber and Roehr (2006), women are
more likely than men to adopt a more eco-friendly lifestyle. A study looking into climate
change beliefs and behaviours discovered 31% of 18-34 years and only 19% of over 65s
were worried about climate change (Phillips et al 2018). For that reason, our study
focuses on millennials and Weinbaum et al. (2016) defines them as people who were 12-
36 years old in 2016, born from 1980 to 2004.

Human Values

Human values are important in understanding attitudes and behaviour (Schwartz 1992).
Basic human values are also considered to have ‘predictive and explanatory potential’ in
society and on an individual level (Davidov et al 2008, p5). Building on Rokeach’s
approach (1973), Schwartz’s theory of basic human values includes four overarching
values including ten motivationally distinct values considered to be recognised across
cultures (Schwartz 1992). Self-transcendence includes values based on universalism and
benevolence and conservation involves conformity, tradition and security. The self-
enhancement value consists of achievement and power values with openness to change
including stimulation and self-direction. Hedonism is considered to share features of
both openness to change and self-enhancement (Davidov et al. 2008).

However, Schwartz’s development and research of the configuration of the value domain
is considered conflicting (Gouveia et al. 2014) and has been criticised for the level of
freedom it gives to researchers when deciding boundaries amongst the basic values.
There is also argument that the theory could limit scientific advancement when research
needs to be meta-analysed as it ‘lacks parsimony’ (Gouveia et al 2014, p.41).
Despite criticisms, the basic values theory has been used across multiple disciplines and
its suitability for cross-cultural application has been thoroughly examined (Davidov et al
2008).

Human Values and Pro-Environmental Behaviour

Schultz and Zelezny (1999) further develop the concept that human values can be used
to predict attitudes, in this case, when it comes to environment. Their research suggests
that self-enhancement values, such as power, indicate an individual can still show
concern for the ‘harmful consequences’ of neglecting the environment as it could have
negative effects on themselves (p.263). Conservatism could also be used to predict
environmental views and showed more anthropocentric concerns as opposed to acting
for the sake of the environment.
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Poland and Pro-Environmental Behaviour

Literature around the influence of values on pro-environmental behaviour of Poles is
limited and often focuses on attitudes and education (Van Hiel and Kossowska 2007;
Kobierska et al. 2007). However, pro-environmental attitudes have been found to be
positively related to self-transcendence (Schultz and Zelezny 1999; Stern and Dietz,
1994) which is a prevalent human value of Polish society (Btonski 2015).

Ptatkowska-Prokopczyk’s research (2017) showed that eco-friendly appliance
purchases in Poland are connected with savings or lowering costs, not it’s direct positive
effect on the environment. As found in Btoniski’s study (2015), Poles hold high value in
self-transcendence which indicates they are more likely to make pro-environmental
actions (Steg et al. 2014).

Conceptual Framework

Figure 1: Conceptual Framework

Personal
How worried responsibility
about climate  towards climate
change change
How likely to buy
Human Values | > energy efficient
appliance

METHODOLOGY
Data and Sample

The analysis in this research paper was based on existing subjective data. The data used
was from the results of international comparative research from the European Social
Survey (ESS), round 8 conducted in 2016. This was deemed a suitable basis as the
objective of the ESS is to understand the shifts in attitudes, behaviours and social changes
across Europe. The survey is representative of a country’s population through the use of
cross-sectional simple random probability sampling methods of all persons over the age
of 15 who live in private households in each European country, irrespective of their
citizenship status or native language (Europeansocialsurvey.org 2019). The biennial
cross-national survey collects data through the use of computer-assisted personal
interviewing (CAPI) where the respondents engage in face-to-face interviewing
(Europeansocialsurvey.org 2019).

Measurement of Variables



JOURNAL OF PROMOTIONAL COMMUNICATIONS The role of human Values in pro-environmental purchasing 150

Our independent variable included human values, dependent variable measured
likelihood to purchase energy efficient home appliances with our moderating variable
looking at climate change concern and responsibility. Control variables age and gender
were also used.

The ESS uses a constructed scale of 21 statements to measure human values and answers
were designed using a six-stage scale with 1 equating to ‘very much like me’ and then
ranging to 6 meaning ‘not like me at all’. For the purposes of this study, self-enhancement
has been titled ‘Fun and Adventures’ and conservatism has been labelled ‘Rules and
Traditions’. Variables were created following the guidelines of Davidov et al. (2008).

The moderating variables were measured using two different scales. Respondents were
asked ‘To what extent do you feel a personal responsibility to try to reduce climate
change? and given a scale where 0 equalled ‘not at all’ and 10 meant ‘a great deal’.
Answers to ‘How worried are you about climate change? was measured on a scale of 1
to 6 ranging from mnot at all worried’ and ‘extremely worried’. For the dependent
variable, respondents were asked ‘If you were to buy a large electrical appliance for your
home, how likely is it that you would buy one of the most energy efficient ones? and to
provide their answer on a given scale of 1 to 10.

Data Screening

[t is important to assess the data prior to conducting any statistical analysis. As such, the
survey results were tested for usability, reliability and validity. Non-engaged and missing
responses were removed from the data set. As the missing data for Poland did not exceed
10%, imputation methods were not considered necessary. The final screened sample
included 1174 responses.

Descriptive

The sample shows gender is split fairly evenly with females taking a slightlead at 51.4%
and males 48.6%. All respondents were Polish and born in Poland. This study focused in
particular on millennials which made up 36.5% of the sample. Most respondents said
that they were likely to purchase energy efficient home appliances. For attitudes towards
climate change the most common answer was “Somewhat worried” with 53%.
Additionally, Polish people mostly value self-transcendence and self-enhancement when
it comes to human values.

Reliability and Validity

Exploratory factor analysis is highly subjective, and the interpretation of results chiefly
relies on researcher judgment (Henson and Roberts 2006). Additionally, where
researchers face an already established data, Cronbach’s alpha is more acceptable to test
the reliability and validity rather than the EFA (Statistics Solutions 2019). For this
reason, the Cronbach Alpha was used for the purposes of this study (please see table 1
for the outcome). A total of 17 statements of ESS’s 21 statements to measure human
values were used as these were found to be reliable. Nunnally (1978) has indicated 0.7
to be an acceptable reliability coefficient. Whilst this shows high reliability of the data,
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result over 0.5 is considered satisfactory as it indicates a moderately reliable scale
(Hinton et al. 2004).

Table 1: A table showing the results of the reliability and validity analysis using
Cronbach’s alpha.

Variable Cronbach’s Alpha
Fun and Adventure  0.783
Rules and Traditions 0.668
Self-transcendence  0.734

Openness to change 0.642

ANALYSIS AND FINDINGS

The purpose of this study is to look for an association between variables, more
specifically, to predict values of an outcome variable from the dependent variables,
therefore, the method chosen for testing the hypotheses was ordinary least square (OLS)
regression (Hayes 2013). As this paper focuses on four categories of human values, 5
models were developed whilst running the regression in order to see what effect each
one of the categories has on the outcome. Models 1-4 include one independent variable
each and model 5 incorporates them all.

Additionally, for hypothesis two, Hayes (2013) process plug in was used in order to run
a moderation test with two separate moderators concerning attitudes towards climate
change (models 6-13).

N.1174 Mean S.D. 1 2 3 4 5 6
Gender 1.51 0.5

How likely to 8.16 2.009 .095**

buy most

energy efficient
home appliance

Millennials 037 0.482 -0.017 -.166**

Self 207 0.611 -127** -219* | 126**

transcendence

Openness to 286 0.857 .088** -0.006 -.248** .295**

change

Fun and 348 1.034 .182** 0.049  -312**  140** .700**
Adventure

Rules and 2.29 0.758 -.103** -213**  286**  470** -0.042 -.091**
Traditions

** Correlation is significant at the 0.01 level (2-tailed). p> .001 * ; p> .01
**.p>.05*;p>.10
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Correlations

Self-transcendence, as well as, rules and traditions have a significant negative correlation
with buying energy efficient home appliances. On the contrary, openness to change and
fun and adventure had no correlation with the dependent variable.



Table 2: The correlations of independent and dependent variable

Model 1 Model 2 Model 3 Model 4 Model 5

DV: Energy DV: Energy DV: Energy DV: Energy DV: Energy

Efficient Efficient Efficient Efficient Efficient

Appliances Appliances Appliances Appliances Appliances
Variable B S.E. B S.E. B S.E. B S.E. B S.E.
Constant 8.231***  (0.272 7.979**  0.268 9.265**  (.281 8.917**  0.263 9.528**  (0.339
Gender 0.392***  0.116 0.387***  0.117 0.275**  0.114 0.304**  0.114 0.245*  0.116
Millennials -0.748**  0.123  -0.715***  0.126  -0.588***  0.118 -0.484*** 0.123 -0.474**  0.129
Openness to change -0.137* 0.07 -0.046  0.097
Fun and Adventure -0.042 0.06 0.079
Self Transcendence -0.632**  0.094 -0.481**  0.113
Rules and -0.455%** 0.079 -0.274**  0.088
traditions
R Squared 0.039 0.037 0.072 0.063 0.08
Adjusted R-Squared 0.037 0.034 0.07 0.061 0.076
F-test (3)16.033 p<.001 (3)14.854 p<.001 (3)30.336 p<.001 (3)26.273 p<.001 (6)16.979 p<.001

N=1174.p>.001 *; p>.01**; p>.05*;p>.10F




Table 3: The regression of independent and dependent variables.

Model 6 Model 7 Model 8 Model 9
DV: Energy Efficient DV: Energy Efficient DV: Energy Efficient DV: Energy Efficient
Appliances Appliances Appliances Appliances

Variable B S.E. B S.E. B S.E. B S.E.
Constant 7.8940*** 0.1862 7.8928*** 0.1871 7.9737%** 0.1863 7.9395%** 0.1846
Gender 0.3429** 0.1137 0.3316* 0.1153 0.2624* 0.113 0.2643* 0.1127
Millennials -0.7037** 0.1213 -0.6621*** 0.1237 -0.5896*** 0.1169 -0.4768** 0.1211
Personal responsibility 0.1610%** 0.0238 0.1650%** 0.0238 0.1346*** 0.0241 0.1529%** 0.0235
towards climate change
Openness to change -0.0864 0.0687
Openness to change x -0.0112 0.0266
Personal Responsibility
(Interaction)
Fun and Adventure -0.0032 0.0588
Fun and Anventure x -0.0328 0.0217
Personal Responsibility
(Interaction)
Self-Transcendence -0.5097*** 0.0966
Self-Transcendence x 0.0361
Personal Responsibility
(Interaction)
Rules and Traditions - 4064*** 0.0777
Rules and Traditions x 0.0287 0.0284
Personal Responsibility
(Interaction)
R Squared 0.076 0.0765 0.0964 0.97
F-test (5)19.258 p<.001 (5)19.3406 p<.001 (5)24.9355 p<.001 (5)25.0848 p<.001

N=1174 p>.00l *; p>.01**;p>.05*;p>.10t



Test of Hypotheses

H1: Human values will impact the purchasing preferences of energy efficient home
appliances.

Hypothesis 1 assumed that human values will have a direct impact on purchasing energy
efficient job appliances. Rules and traditions (B=-0.4550, p<.001) as well as self-
transcendence (B=-0.2740, p<.01) were found to be significant but negatively related to
purchasing energy efficient appliances. Openness to change (B=-0.0460, p=.632)
together with fun and adventure (B=-0.0540, p=.493) are not significantly related to the
same dependent variable. The findings for H1 are applicable only to 7.6% of model 5.
Due to lack of significance and negative relation of the human values, hypothesis 1 is not
supported.

H2: Attitudes towards climate change moderates the relationship between human values
and purchasing energy efficient appliances.

Hypothesis two predicted that attitudes towards climate change will moderate the
relationship between human values and purchasing energy efficient appliances. The
study included two moderators: feeling personal responsibility towards climate change
(models 6-9, table 4) and worrying about climate change (models 10-13, table 5).

Moderator: “To what extent do you feel a personal responsibility to try to reduce
climate change?”

For all four human values: openness to change (B=-0.0112, p=.6479), fun and
adventure (B=-0.0328, p=.1322), self-transcendence (B=-0.0080, p=.8247), as well
as, rules and tradition (B=0.0287, p=.3119), no significance was found therefore,
personal responsibility to reduce climate change does not moderate the
relationship between human values and purchasing of energy efficient appliances.
Even though self-transcendence (B=-0.5097, p<.001) together with rules and
tradition (B=-.0.4064, p<.001) are significantly related to purchase decisions, the
negative coefficient suggests that people who do not exhibit these values as
important can be more inclined to buy energy efficient home appliances. The
highest model variance (amongst models 6-9) accounts for 9.7% of the dataset.
This moderator shows no support for hypothesis 2.

Moderator: “How worried about climate change”

Similarly, for all four human values: openness to change (B=-0.0207, p=.7832), fun
and adventure (B=0.0023, p=.9714), self-transcendence (B=-0.0978, p=.3622), as
well as, rules and tradition (B=0.0719, p=.3933) there was no significance found
therefore, worrying about climate change does not moderate the relation between
human values and purchasing energy efficient appliances. Once again, two human
values turned out to be of high significance to purchasing energy efficient
appliances, however, the negative coefficient implies they are not relevant - self-
transcendence (B=-0.5457, p<.001), rules and traditions (B=-0.4424, p<.001).
People who do not consider them important can be more likely to reach the
outcome of dependent variable. The highest model variance (amongst models 10-
14) accounts for 8.4%. This moderator shows no support for hypothesis 2. Overall,
none of the moderators showed any support for H2 therefore the whole hypothesis
is not supported.



Table 4: The moderation of personal responsibility to climate change

Model 6 Model 7 Model 8 Model 9
DV: Energy DV: Energy Efficient ~ DV: Energy Efficient DV: Energy Efficient
Efficient Appliances Appliances Appliances
Appliances

Variable B S.E. B S.E. B S.E. B S.E.
Constant 7.8940***  0.1862 7.8928*** 0.1871 7.9737%** 0.1863  7.9395*** 0.1846
Gender 0.3429**  0.1137 0.3316* 0.1153 0.2624* 0.113 0.2643* 0.1127
Millennials -0.7037**  0.1213  -0.6621***  0.1237  -0.5896***  0.1169 -0.4768** 0.1211
Personal responsibility towards 0.1610***  0.0238 0.1650*** 0.0238 0.1346*** 0.0241  0.1529*** 0.0235
climate change

Openness to change -0.0864 0.0687

Openness to change x Personal -0.0112 0.0266

Responsibility (Interaction)

Fun and Adventure -0.0032 0.0588

Fun and Anventure x Personal -0.0328 0.0217

Responsibility (Interaction)

Self-Transcendence -0.5097***  0.0966

Self-Transcendence x Personal 0.0361

Responsibility (Interaction)

Rules and Traditions -.4064*** 0.0777
Rules and Traditions x Personal 0.0287 0.0284
Responsibility (Interaction)

R Squared 0.076 0.0765 0.0964 0.97
N=1174, p>.001 *; p>.01 **; p>.05 *; p>.10 t 001 (5)19.3406 p<.001 (5)24.9355 p<.001 (5)25.0848 p<.001
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Table 5: The moderation of worriedness towards climate change

Model 10 Model 11 Model 12 Model 13
DV: Energy Efficient DV: Energy Efficient DV: Energy Efficient DV: Energy Efficient

Appliances Appliances Appliances Appliances
Variables B S.E. B S.E. B S.E. B S.E.
Constant 7.8807*** 0.1877 7.8813*** 0.1887 7.9524*** 0.1867 7.9195%** 0.1845
Gender 0.3578** 0.1146 0.3530** 0.1162 0.2739* 0.1135 0.2784* 0.1132
Millennials -0.7284*** 0.1221 -0.7044*** 0.1247 -0.6070*** 0.1178 -0.4941** 0.1219
How worried about climate 0.3594*** 0.0703 0.3712%** 0.0697 0.2685** 0.0712 0.3495*** 0.0689
change
Openness to change -0.0856 0.0696
Openness to change x -0.0207 0.0752
Worried about climate
(Interaction)
Fun and Adventure -0.0196 0.0592
Fun and Adventure x 0.0023 0.0634
Worried about climate
(Interaction)
Self-Transcendence -0.5457*** 0.0976
Self-Transcendence x -0.0978 0.1072
Worried about climate
(Interaction)
Rules and Traditions -0.4424*** 0.0783
Rules and Traditions x 0.0719 0.0842

Worried about climate

(Interaction)

R Squared 0.0607 0.0595 0.084 0.0845
F-test (5)15.0996 p<.001 (5)14.7842 p<.001 (5)21.4206 p<.001 (5)21.5697 p<.001




DISCUSSION

Schultz and Zelezny (1999) have shown that human values can be used to predict
attitudes and these attitudes have often been considered to play a role in energy saving
behaviour. This research project emphasised the complexity around human values and
their roles in purchasing behaviour. After the data was analysed, it was determined that
human values do not play a role in the purchasing behaviour of energy efficient
appliances in Polish millennials.

The data shows that all four overarching human values (self-transcendence, self-
enhancement, conservatism and openness to change) are significant but they have a
negative impact on the purchasing of energy efficient appliances. As such, respondents
who did not relate themselves to these four values can be more inclined to purchase
energy efficient appliances. However, this does not disprove that human values have
absolutely no role in pro-environmental behaviour as purchasing home appliances is not
an everyday action such as recycling. As Ptatkowska-Prokopczyk’s (2017) research has
outlined, the motives behind the purchasing of eco-friendly appliances is often to do with
cost cutting and not the impact on the environment. Although self-transcendence
showed significance in the analysed data, it is not congruent with past literature on pro-
environmental behaviour. However, human values and their relationship with energy-
efficient purchasing behaviours has not been studied as much as their effect on pro-
environmental behaviours such as recycling or walking to work. As Steg et al. (2014)
detail in their research, the increased improvement of education of the benefits of energy
efficient purchasing could help to increase consumer’s interest in these products.

As Hong-Youl and Janda (2012) demonstrated, attitudes can have a stronger effect on
consumers’ intentions to purchase energy-efficient products. However, the results of this
research paper indicate that human values do not play a role in the purchasing of energy-
efficient products but could initiate a need to explore the attitudes of Polish society and
if attitudes have a stronger link than human values.

This research paper has drawn attention to the complexity in understanding the societies
of emerging economies. The misalignment in research may be due to previous research
focusing primarily on attitudes, emotions and norms, not the direct impact of values. As
discussed earlier, Fishbein and Ajzen’s TRA model is useful in understanding the effect
of attitudes and norms on behaviour. Although human values have shown no direct
impact on purchasing energy efficient appliances in our study, looking into attitudes and
norms and hence encompassing the full TRA model, may show that there is an impact on
purchasing of energy efficient appliances.

The control variables were not included in our objectives or hypotheses as these areas
have received plenty of research in the past (Alber and Roehr; Phillips et al 2018).
However, our data shows females are more likely to purchase energy efficient appliances
in comparison to males which is congruent with past research (Alber and Roehr 2006).
According to Wells et al. (2011) people who show concern for climate change regularly
take an action to minimise their impact on the environment. Attitudes towards climate
change were used as a moderator in this study. Polish millennials were asked whether
they are worried about the climate change and whether they feel personal responsibility
towards it. Even though most of the surveyed participants feel ‘somehow worried” about
its effects, most of them feel that they are moderately responsible for helping the
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environment.

The results of this research project imply that attitudes towards climate change do not
moderate or have impact on purchasing preferences of energy efficient home appliances
in Poland. Other researchers showed that attitudes and norms can have a direct impact
on other pro-environmental behaviours such as recycling (Goldenhar and Connell 1993).
This was also later confirmed by Downing and Ballantyne (2007). According to their
study, people tend to mostly engage in low commitment behaviours such as recycling
and this is especially prominent amongst Polish population (Dickinson et al. 2013). Low
commitment can also be often associated with low financial cost. Previous research from
Public Opinion Research Centre (2013) found that Poles are more driven by economic
and health motives rather than reducing their environmental footprint which can further
explain their participation in low commitment behaviours.

In-line with the existing literature, this research suggests that even though individuals
care about climate change, they may want to fulfil their personal responsibility in
different ways than purchasing energy efficient appliances because they simply favour
some pro-environmental actions over others (Downing and Ballantyne 2007; Dickinson
et al. 2013). Education about the risks and effects of climate change can be beneficial as
it may help to increase the overall knowledge of personal contribution towards this
global phenomenon (O’Connor et al. 1999, Cordero et al. 2008).

CONCLUSION

The aim of this research paper was to discover whether human values play a role in pro-
environmental purchasing behaviours amongst Polish millennials. After a thorough
analysis, it was found that there is no connection between human values and purchasing
energy efficient appliances. Additionally, climate change attitudes do not moderate the
previously mentioned relation.

This research shows that attitudes, linked to human values, do not have much influence
over high commitment environmental behaviours (in this case purchasing energy
efficient appliances). In the future, additional research in this area can be beneficial to
help in creating effective sales or marketing campaigns for energy efficient appliances or
pro-environmental behaviours in Poland. This comparative study answered the research
questions and showed that human values have an impact on climate change beliefs, but
news readership does not modify this relation significantly. It was revealed that Self-
Transcendence is the common human value in both countries that has a positive
correlation with climate change beliefs. The chosen group, Millennials, is significant but
has a different relation in the two countries.

Furthermore, this study investigated the impact of human values on climate change
beliefs. Further, the research examined the influence of news readership on this
relationship. The data on two countries of a different level of engagement in
environmental issues allowed for a comparative analysis.

MANAGERIAL IMPLICATIONS

According to the findings of this current study, human values do not play a role in pro-
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environmental behaviours of Polish millennials. Further education about the climate
change effects that can be beneficial in order to change their perception (O’Connor et al.
1999, Cordero et al. 2008). Therefore, marketing and sales professionals should focus on
educating Polish millennials about their personal responsibility to help the environment
and how their purchase choices can make a big impact on the planet. Rather than
appealing to their shared human values or attitudes, an understanding of the impact of
climate change is needed.

Our dataset shows that millennials are less likely to purchase energy efficient appliances
which is an area that needs to be explored further, particularly for the interests of
marketing professionals as research has shown millennials tend to show more concern
towards climate change (Phillips et al. 2018). Hence, marketers need to focus on
delivering environmental marketing messages in order to encourage millennials to
purchase energy efficient appliances. Our findings also can be used by policy makers in
order to motivate and educate millennials to gain pro-environmental purchasing
behaviours of Polish people. As strong policy actions can provide more effective
environmental messages in order to push consumers to take an action towards this type
of purchase (Testa, Iraldo, Vaccari & Ferrari, 2015).

LIMITATIONS

As the data was collected by the European Social Survey team (2016) and not the
researchers of this study, it creates a limitation around using only one source of data,
especially as all of the analysed results were collected in 2016. A further longitudinal
study over several different years can help to further understand the role of in human
values and attitudes towards climate change. Moreover, the sample included only Polish
millennials and extending this research to other countries or group ages could be
beneficial. As the study looked at purchasing behaviours, future research should also
consider income as a control or independent variable.

As previously discussed, there is very little in depth research into the role of human
values amongst Polish society. Schultz and Zelezny’s research (1999) may only be
specific to the sample (USA, Canada and South America) used in their study. This may
indicate why hypothesis one has not been supported by the research. For Poland, the
data from ESS shows that interview times varied from 38 to 220 minutes, with 77.4% of
interviews taking longer than 60 minutes in total. As the whole interview was not
focused on energy efficient purchases and human values, perhaps a deeper
understanding of objective one could be achieved through specialised interviews. This
would allow respondents to give genuine focus on their current pro-environmental
activities as well as any future purchases they intend to make.

Even though the analysed data showed no significance, additional research can help to
discover whether human values actually have no influence over pro-environmental
behaviours in Poland.
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