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Outline

• What motivates green consumers?

– “Warm glow” (Andreoni 1989) or “cold prickle” (Andreoni 1995)

• Why should we care?
– Which motivation it is matters to evaluating

◦ environmental awareness campaigns
◦ green-product introductions
◦ eco-certification standards

• OK, so which is it?

– It depends on the consumption norm in a market (Miller and Monin
2016)

• What determines that norm?

– Market shares—the established consumption mix

• What happens when that mix changes?

– Unexpected things
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Key Findings

What motivates green consumers matters to evaluating

• environmental awareness campaigns

• green-product introductions

• eco-certification standards

Norm effects, from changing motivations,

• plausibly depend on the product mix in markets

• can reinforce, moderate, or flip the sign of welfare
outcomes


