
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The impact of corporate environmentalism 

on consumer perceived value within food 

retail. 

Kim (2017) highlights that, as a result of a consumer’s cognitive evaluation 

regarding an organisation’s positive environmental CSR efforts, corporate 

environmentalism (CE) could significantly impact the development of perceived 

value which Hsu et al. (2019) argues could therefore influence behaviour, attitudes 

and purchase intent alongside influencing future ethical purchase decisions and 

socio-cultural values (Rana and Paul, 2017). Consequently, Green and Peloza (2011) 

highlight the significance of environmental sustainability efforts on the 

development of utilitarian, hedonic and social value amongst consumers. 

Newman et al. (2014) highlight that organisations increasingly promote products with 

eco-friendly benefits orthogonal to performance with Haws et al. (2014) therefore 

suggesting that CE could alter consumer perceptions of a product’s functional 

attributes, creating utilitarian value through the ascription of more positive health 

perceptions regarding product-related environmental CSR (Minton and Cornwell, 

2016) alongside functional perceptions including enhanced taste and lower perceived 

calorie intake (Wei et al., 2018); key functional values and inferences made by many 

consumers (Hidalgo-Baz et al., 2017). 

Perez and Rodríguez del Bosque (2015) highlight that CE could significantly impact 

consumer emotions towards an organisation or brand which Wang and Wu (2016) 

suggest encourages sustainable product preference, highlighting the impact that CE 

could have upon influencing ego-focused moral emotions and development of 

hedonism upon purchasing intentions (Xie et al., 2015); thus, supporting Byrne et al.’s 

‘Attraction Theory’ (1971) suggesting CE may therefore impact a consumer’s 

emotional value of a brand such as organisational admiration. Consequently, Baker 

(2019) highlights how many UK food and drink retailers utilise exhortation-based 

environmental sustainability campaigns to generate hedonic value. 

Sen et al. (2016) highlight that CE may increase consumer perceived social value 

towards an organisation featuring egoistic and altruistic appeals (Kareklas et al., 

2014), particularly amongst individuals with interest to be defined as socially aware 

and distinguish themselves through self-identification with a company deemed as 

socially and environmentally responsible (Cho, 2015). Thus, Zasuwa (2017)suggest 

environmentalism could significantly enhance consumer purchasing behaviour and 

brand preference through the development of social value; with consumers 

arguably more likely to support an organisation which communicates strong 

altruistic (Schwartz, 1997), positive egoistic and biospheric values (Baker, 2019). 
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