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Eco-positioning strategies are becoming increasingly prevalent in promoting sustainable products. 

However, the interaction between these strategies and consumer inertia in adoption is not well understood. 

This research investigates the impact of eco-positioning on consumers with varying levels of inertia, 

particularly in the context of eco-friendly energy plans. Through fourproducts.
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1. Introduction 

This research contributes to the literature on sustainable consumption and green marketing in 

several ways. First, we provide empirical evidence on the differential effects of eco-positioning on 

consumers with varying levels of inertia, extending prior studies on the general impact of eco- 

positioning on consumer behavior (Olsen et al. 2014; Esty and Winston 2009) and the tension 

between the warm glow and sustainability liability effects (Chernev and Blair 2021; Chernev et al. 

2024).

http://dx.doi.org/10.2139/ssrn.4138686
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Figure 2 Willingness to adopt for different scenarios in Study 1 

 

 

2.2. Study 2: Sources of Consumer Inertia 

In Study 2, we recruited 310 participants from the United States via Prolific, segmenting them into 

current users or non-users of eco-friendly energy plans. Participants rated their agreement with 

statements about service concerns, price perceptions, trust, and social norms on a 7-point Likert 

scale. These statements were designed to measure participantsô perceptions of each dimension, as 

detailed in the full paper (Zhong and Li 2024). 

We also collected open-ended responses to understand participantsô reasons for either staying 

with or switching to eco-friendly energy plans. Ordinary Least Squares (OLS) regression was em- 

ployed to analyze the impact of these dimensions on consumersô willingness to choose eco-friendly 

energy plans, using the model specified in Equation 1: 

 
Yi = β0 + β1Pricei + β2
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