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Abstract
The purpose of our empirical investigation, based on the theory of reasoned action and generational theory, is to study
the green DIY retail store choice of socially responsible consumer generations (Baby Boomers, Millennials, Gen X-ers and
Gen Zs). The authors base their quantitative research on structural equation modelling in an emerging market (Romania)
to highlight the socially responsible consumption behavioural factors (education on environmental protection and social
responsibility, rational use of resources and financial sacrifice necessary to protect the environment) which drive the
customers of international DIY store chains operating in Europe in their choice of retail formats. The results reveal that
there is a difference between Romanian and European-based retail chains with respect to the impact of socially
responsible consumption behavioural dimensions on the choice of retail format, due to their respective communication
of environmental governance strategies and different actions implemented. The research contributes to the development
of the literature by establishing a connection between socially responsible consumption behaviour and retail format
choice in green DIY retailing. From the management perspective, the paper provides retailers operating in emerging
markets with possible directions to adapt their strategies when approaching these markets. The value of the paper lies in
the application of socially responsible consumption behaviour scale and generational theory in green DIY retailing to a
fast-growing emerging market, with a view to enhancing consumer retail format choice, depending on their attitudes
towards social responsibility and propensity towards environmental protection.
Keywords: Socially responsible consumption behaviour, Socially responsible consumers, DIY retailing, Green DIY,
Emerging market, Green consumers, Green retail stores
JEL codes: M31, M11, Q55

Introduction
Social responsibility is increasing in importance and relevance for organizations striving to gain competitive strategy
and planning to target consumer segments (Pryshlakivsky
and Searcy, 2015). By adopting precise actions aimed at
protecting the environment, reducing pollution and/or the
consumption of resources and raw materials, designing
green products, services and brands, and showing concern
for employees and customers, as well as for the local communities where production, processing and distribution
units exist (Dabija and Băbuț, 2013; Dabija and Pop, 2013;
Dabija and Bejan, 2017) retailers are striving to improve
their image and attractiveness among consumers of different ages. Social responsibility has increasingly become a key
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plank of retailers’ strategic orientation, being consistently
pursued and put into practice by the management.
By embracing social responsibility, sustainable principles
and environmental governance, retailers have been able to
boost customer trust and acceptance, reaping the benefits
from their satisfaction with products and services, and gaining their loyalty (Dabija et al., 2014; Dabija, 2018). The offer
of green products adjusted to consumers’ new socially responsible consumption behaviour has enabled retailers to
take advantage of the upward trend and adapt accordingly.
Depending on the consumer generations targeted, retailers
have been faced with significant gaps between the individual’s motivations, beliefs, expectations and buying reasons,
and the way in which these aspects can turn into actual
purchases. Retailers need to ensure that customers’ motives
and preferences translate into buying decisions, determining their behaviour. However, little is known about how
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consumers of different generations act, and how they make
purchasing decisions depending on the extent to which
European DIY retail stores implement social responsibility
in emerging markets by implementing specific measures,
such as protecting the environment, reducing pollution, reducing the consumption of resources, etc.
Previous studies have found major influences of green
oriented fashion retailers among consumer generations
(Dabija et al., 2017; Dabija, 2018), however little is known
about DIY retail. We have relied on the socially responsible consumption behaviour scale proposed by Antil and
Bennet (1979) and Antil (1984) in order to investigate
green DIY store choice in an emerging market. We have
chosen to base the investigation on the Romanian market
because it is among those showing the fastest growth of
GDP in recent years (Obucina, 2017).
Our investigation drew on the reasoned action theory
formulated by Ajzen and Fishbein (1980), based on the
premise that an individual’s behaviour may lead to a specific result (Madden et al., 1992). Retailers aim to stir up
in consumers a purchase intention which, in most cases,
translates into the purchases expected. The theory of
reasoned action takes into account consumers’ attitudes,
thereby making reference to their subjectivity (Nadlifatin
et al., 2016). Retailers must consider the impact of the
affective component on the formation of an attitude and
its translation into an actual purchase. There are significant differences across generations. For instance, with
Millennials, retailers have to consider their financial resources, together with the influence of friends (Dabija
and Bejan, 2017). Wishing to be accepted by their reference group, individuals may conceal their behaviour and
choose to purchase items preferred by peers. The paper
also draws on the generational theory according to
which each generation of consumers can be clearly defined as an independent target segment which can be
properly approached by retailers with a strategy specifically tailored to their characteristics, motives, preferences
and attitudes (Codrington, 2008; Meriac et al., 2010).
The paper is structured into five sections. Section One
deals with sustainability and its role in persuading
people to embrace socially responsible behaviour and a
favourable attitude towards environmental protection. It
discusses how this phenomenon is connected to, and influenced by the generations of consumers. The next section concerns DIY retailers and highlights some of the
specific social responsibility actions carried out to attract
consumers of different ages. The third section presents
the research methodology and proposed analysis model,
while Section Four approaches the format choice behaviour of consumer generations and the driving factors for
each individual generation concerned. The paper ends
with the conclusions, research limitations and prospects,
together with managerial and theoretical implications.
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Social responsibility and sustainability
The initial purpose of applying the principles of sustainability within their general business strategy was for organizations to gain a competitive advantage on targeted
markets (Hubbard, 2009). As society progressed, and pollution, along with large-scale exploitation of resources to
the point of depletion became increasingly widespread,
retailers’ managers started to understand the necessity of
embracing the principles of sustainability into their business strategies and to put them into practice by means of
social responsibility. However, these might have led to the
risk of no longer generating competitive advantage, with
markets tending to lose trust in stores that failed to take
concrete steps and measures in this respect. For many
managers, sustainability entailed additional costs that had
to be kept to a minimum. In recent years, managers have
started to recognize the importance of social responsibility
actions within the general business strategy. These “compliance issues” (Hubbard, 2009) usually pertain to environmental protection activities, responsibility towards local
communities, care of “internal customers”, etc.
The concept of sustainability and its related principles
were recently re-analysed and incorporated into the new
phrase “corporate sustainability management” (Schuler et
al., 2017). Corporate sustainability management considers
the demands and expectations of consumers, employees
and partners of organizations, and establishes a correlation
between these stakeholders’ activities and aspects influencing the environment. “Corporate sustainability management” has proven quite difficult to embrace, because of
decision-makers’ reluctance to make changes, and the need
to identify appropriate ways of putting it into practice
(Mulder, 2017). Employees must be trained regarding sustainability and social responsibility and how these principles
can be correlated with the expectations of communities and
society at large where retailers operate. Marketing-oriented
organizations are willing to better satisfy customers’ needs
(Green et al., 2015) because they have the know-how and
the capacity to collect information about target segments;
they also have the resources to identify swiftly and effectively the changes in customer behaviour and make the
needed adjustments accordingly. Acting in line with the
principles of the new “corporate sustainability management”, companies seek to redefine and restructure their offering by including green and environmentally friendly
products and services (Baumgartner and Rauter, 2016).
Social responsible consumption behaviour

A half-century ago, the annual consumption of commodities was lower than nature’s capacity to regenerate them in
365 days. The recent population explosion has fostered an
exponential growth in the worldwide consumption of commodities, so that it now takes the Earth one year and six
months to regenerate the resources mankind consumes in
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a single year (Lakshmi and Kennedy, 2017; Resurse Terra,
2017). In order to hold back this phenomenon, reduce carbon dioxide emissions and prevent the exploitation of natural resources (water, plants, animals, etc.) governments
and organizations must come up with viable solutions, and
people must change their behaviour by adopting a new type
of consumption oriented towards green products and services made from renewable resources and with an impact
on nature as minimal as possible (Dabija, 2018).
Sustainable consumption behaviour becomes an essential
goal for companies, and should be included in a holistic approach to their general business strategies (Dermody et al.,
2015; Singh and Sharma, 2016). The penchant for sustainable consumption behaviour depends on an individual’s
orientation and his or her values, as well as on a country’s
level of development. Orientation towards materialism and
behavioural antecedents are reflected in the individual’s
values and subsequent behaviour. Care for the environment
and the motivation to adopt responsible consumption together lead to sustainable consumption behaviour (Dermody
et al., 2015). Socially responsible consumption is based on
the idea that consumers prioritize their purchasing decisions
and tend to buy products from producers and retailers that
adopt sustainability principles, and implement strategies and
policies that pay increased attention to social responsibility
and environmental protection (Ulusoy, 2016). Among such
actions implemented by retailers we may note: the use of
certified raw materials, launching social responsibility campaigns, prioritizing the establishment of partnerships with
companies that comply with sustainability principles, replacing packaging and training consumers on how to recycle
it, etc. (Bekele et al., 2012). This is how sustainability strategy
and actions designed to support socially responsible consumption helps to attract as many customers as possible.
Consumption may be related to the waste or destruction
of resources, sometimes leading environmental devastation (Singh and Sharma, 2016). Managers are faced with
new challenges, having to adopt strategies able to discourage the measures that might have negative and irreversible
effects on the environment and on the society. Proactive
behaviour can be supported by carrying out social responsibility actions (Romani et al., 2016), regardless of the
company’s field(s) of activity. As the negative effects of
pollution have become more and more widespread, organizations have conducted social responsibility campaigns
aimed at customers, business partners (suppliers, distributors etc.) and their own employees, and have taken measures to make people more responsible towards the
consumption of resources, materials as well as products
and services (Bekele et al., 2012; Tuten, 2013; Bear, 2017).
Sustainable consumption is often associated with the
purchase of green and/or organic products (Biswas and
Roy, 2015). Consumers adopting sustainable purchasing
behaviour prefer such products and are willing to pay a
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price-premium for them (Tuten, 2013). What accounts
for the higher price is the higher cost of production so as
not pose a danger to the environment (Shobeiri et al.,
2016). 61% of consumers are willing to pay a 5% higher
price to purchase green products (Lim, 2017). Retailers
also promote green products within their communication
strategies aimed at educating and informing consumers
about the characteristics and advantages of such products,
as well as the recycling and of eco-friendly, reusable packages or packages made of reused materials (Tuten, 2013;
Tariq, 2014). As soon as customers become aware of these
aspects, they focus their attention on retailers that promote such behaviour. Green marketing has a more profound significance based on the premise that retailers
have to develop and maintain sustainable relationships
with all stakeholders, particularly with customers, always
protect the environment and act responsible. When retailers comply with these norms, they help target groups
develop sustainable behaviour (Rettie et al., 2012).
The purchase of sustainable products is based on trust
in retailers and on their ability to “convince” consumers
of their characteristics and benefits. As customers are
unable to check the potential chemical substances in the
composition of goods, the label “organic product” simply
reflects their quality (Nuttavuthisit and Thøgersen,
2015). Retailers have to make good on their promises at the time of consumption or usage their products
should even exceed what was promised - so that customers’ expectations may be properly satisfied. Retailer
reputation plays a special role in building customer
trust, together with the opinions of peers and the individual’s previous experiences (Laroche and Bergeron,
2001). If existing collaboration between a consumer and
a retailer over its brands has yielded a positive experience to the effect that the purchased products meet or
even exceed his/her expectations, the consumer will buy
green products with confidence, even if this is a new experience for them (Silva Braga et al., 2015).
Consumers’ attitudes towards social responsibility and
environmental protection

Consumers prove their concern for social responsibility and
the environment by the products they purchase and the retail chains they prefer, in particular those that apply the
principles of sustainability (Schmidt et al., 2012; Joshi and
Rahman, 2015). Despite customers’ increasingly strong
preference for green, and sustainable products made in
compliance with environmental protection and social responsibility principles (Li et al., 2016), recent studies show
an interesting paradox: these products attract custom, but
the revenue that retailers gain from this segment is not significant (Lim, 2017). From an attitudinal viewpoint, consumers lack the conative component which prompts them
to actually buy green products. Aschemann-Witzel and
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Zielke (2017) believe that price is the main obstacle to the
completion of the purchasing process for such consumers.
Although they are conscious of the added value of green
products, they refrain from actually purchasing them due
to the financial sacrifice they would have to make. The
higher price of green products is also the result of the
higher costs producers have to bear. Although the global
number of organic agricultural products has tripled in the
last decade, the area planted with such products accounts
for less than 1% of all agricultural land (Aschemann-Witzel
and Zielke, 2017), which favours keeping final selling prices
at high levels.
It often happens that products of DIY retail go for a
high price. Two factors account for this: (1) some retail
chains have collaboration with local producers and the
added value of the sold goods goes to the communities
at a local level, and (2) various specific norms and standards must be complied with during their production regarding pollution, reduction of PM emissions in the air,
making goods that do not harm the environment or the
communities, etc. (Ayadi and Lapeyre, 2016). Since DIY
products are mostly made from natural components
such as wood or wood derivatives, retailers will have initiated or been actively involved in social responsibility
campaigns (Gurtoo et al., 2010). Actions undertaken include the afforestation of cleared lands, cleaning up
green and other areas, supporting communities through
specific social and/or environmental protection programmes, etc. (Elg and Hultman, 2011).
Individuals’ exhibiting sustainable behaviour depends on
how much they are interested in complying with social responsibility and on the extent to which they are aware of
the impact they have on the environment (Galbreth and
Ghosh, 2012). Care for the environment varies across individuals according to their education, the generation to
which they belong and the lifestyle they adopt. The information customers get about the characteristics of eco-friendly
products helps them develop the cognitive component of
attitudes, while the responsibility towards the environment
is fostered by the affective component (Silva Braga et al.,
2015). Both components help the development of sustainable behaviour that translates into the actual purchase of
products that meet social responsible criteria.
From an attitudinal perspective, individuals are swifter to
form an opinion about companies that pay attention to the
environment and integrate social responsibility issues
within their general business strategy. Their increased purchasing frequency and the number of goods purchased
from such companies are a reflection of their loyal
behaviour (Lin et al., 2017). Seeing this opportunity, many
companies have integrated social responsibility and environmental protection campaigns within their general business strategy, and adopted proactive behaviour towards the
communities in which they operate (French and Showers,
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2008) by providing brands, products and services made in
compliance with these principles. In a similar vein, retailers
have shown an increasing tendency to promote social issues
and values in their relationships with customers, seeking to
gain their trust through green offers adjusted to the expectations of these target segments.
Consumer generations’ orientation towards social
responsibility

Despite the heterogeneous characteristics of each generation of consumers, they have specific needs and desires on
which they place great importance and seek to satisfy by
purchasing particular goods and services (Chu et al., 2013).
Retailers are compelled to identify those aspects that influence the buying decision and the stimuli that shape individuals’ perception of a particular product or brand so as to
integrate them within their business strategies. It is difficult
to provide green products and services made of components complying with environmental and social responsibility norms and regulations and meeting the established
sustainability objectives, because each generation of consumers has a different approach to these values. In fact, the
gaps between the generations of consumers in terms of
green behaviour and green consumption patterns are more
and more obvious. Studies show that, from a social responsibility perspective, Baby Boomers and Millennials exhibit
similar behaviour, that of concern for environmental protection, albeit for different reasons. Baby Boomers want to
live in a clean environment, as a “reward” for their lifelong
work for the benefit of society, and because they want to
bequeath a clean environment to future generations, their
grandchildren (Millennials) and great-grandchildren (Generation Z) (Boschini, 2015). Millennials believe they can use
natural resources to earn their desired lifestyle without
jeopardizing the lifestyle of future generations (Boschini,
2015). Although there is some commonality between both
generations, Baby Boomers are more reluctant to buy green
products because of the higher prices charged, as they do
not always have the necessary money. Millennials face a
similar situation. Being at an early stage of their careers,
they may also have modest incomes, but express great care
for nature, the environment and for others (Zahari and Esa,
2016). Millennials may exhibit polyvalent behaviour, failing
to put into practice their “statements” about green behaviour and green consumption. They often change their opinions and buy other products, depending on the stimuli to
which they are exposed and the influence of social media
(Dabija et al., 2018).
By contrast, Gen Xers are more pragmatic and realistic,
being eager to obtain tangible results, a fact which influences their personal beliefs (Honeywell and Pease, 2014).
Gen Xers form their opinions on the basis of expected results and on how likely it is for these to be achieved.
Therefore, their ideals are a lot less lofty, focusing mostly
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on the tangible facets of life. Numerically, there are fewer
Gen Xers than Millennials, with only 41 million people
worldwide (Taken Smith, 2014).
According to population size, Millennials represent a target segment consisting of over 80 million people (Taken
Smith, 2014). Companies often conduct specific research to
better understand Millennials’ characteristics, values, preferences, motives, attitudes and behaviour, hoping to identify
appropriate levers to draw their attention, provide them
with information and have them buy their products (Hill
Hyun-Hwa Lee, 2012). Millennials have a preference for social responsible products and brands which have a positive
impact on the environment, the production of which does
not have harmful effects or a negative influence on nature
(Chu et al., 2013). Being aware of the potential represented
by this customer segment, retailers try to please them by
means of green communication advertising and messages
(Taken Smith, 2014). By following this strategy, retailers
have been able to activate the conative component of consumers’ attitudes, making them purchase green products.
Millennials are attracted by catchwords such as “ecofriendly”, “green”, “social responsible” or “recycled” accompanying the promotion of sustainable products (Smith,
2010). The use of these catchwords on packaging, as part of
communication strategies and actions, have boosted product marketing and sales, leading to greater revenues for
companies (Taken Smith, 2014). Unlike Millennials, Gen
Xers are easier to “target” by means of advertisements, as
they allow themselves to be more easily influenced by other
people (Acar, 2014). Being pragmatic in character, they
make decisions with full knowledge of the facts and information about products, services, brands, etc., often coming
from members of the reference groups to which they belong or identify themselves with.

Social responsibility in DIY retail
DIY retailers are paying increased attention, at both a national and international level, to principles related to social
responsibility and local community involvement, environmental protection, pollution reduction, and adjusting their
business strategies accordingly. A European- based DIY
retailer, IKEA is offering its customers bags made from recyclable materials for carrying small products. All of its
stores use LED bulbs, 40% of them having solar panels
which absorb sunlight as a source of energy. Over 70 wind
turbines produce its electrical energy, while geothermal
energy is used in nine countries. In partnership with the
Forest Stewardship Council, Jysk, another European DIY
retailer, advocates the protection of forests, because wood
represents the most important raw material for producing
its marketed furniture. Jysk is taking part in forest restoration actions by providing foresters with special equipment and helping to improve their working conditions.
The retailer is also concerned with reducing carbon
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dioxide emissions, the heating systems of Jysk stores being
so designed as to heat smaller areas than the systems of
other retailers (Dabija et al., 2017).
A third European retailer, Praktiker encourages its customers to recycle WEEE. The retailer has created in-store
“green corners” where the electric, electronic and household
appliances are collected. There are two partners, Rorec and
Recolamp, with which the retailer cooperates (Praktiker.ro,
2015). Wishing to provide future generations with a clean
environment and to minimize the negative impact of its expansion, Dedeman, a Romanian-based DIY retailer, sponsored the campaign “We plant good deeds in Romania” by
means of which over 300,000 trees were planted (Dedeman,
2016; Dabija et al., 2017). In 2016, the Romanian Ambient
DIY retail chain took the first measures aimed at the reforestation of illegally cleared areas. Similarly, during the
winter holidays customers were encouraged to purchase
potted Christmas trees so that they may later be replanted.
The European DIY retail chain, Leroy Merlin stores aim to
reduce pollution, by working towards reducing the consumption of water, energy and paper. Some of these stores
already have the Haute Qualité Environnementale certificate (Dabija et al., 2017).

Research methodology
In order to assess the preference for green European
DIY stores of four consumer generations (Baby Boomers,
Gen Xers, Millennials and Gen Zers) depending on the
penchant for social responsibility and environmental
protection, the authors have conducted a quantitative research on an emerging market. In that regard, they
propose to study the relationships presented in Fig. 1.
Respondents of various ages were asked to fill in a
questionnaire administered by volunteers at their homes,
work/study places and in public areas (parks, promenades, streets, etc.). The volunteers were students of the
authors, aged between 20 and 24 years. They could
choose any respondent, so long as the sampling plan
was respected. The sampling was based on quotas set
for gender and age, benchmarked against Romania’s latest Statistical Yearbook (2014). After the data collection,
respondents were divided by the authors according to
the generational theory (Williams and Page, 2011) and
their year of birth in the proper generation: Baby
Boomers if they were born between 1946 and 1964
(Katz, 2017), Gen Xers (born between 1965 and 1979)
(Katz, 2017), Millennials (born between 1980 and 1994)

Fig. 1 The investigated model. Source: own research
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(Cordeiro and de Albuquerque, 2017) and Generation Z
(born after 1995) (Desai and Lele, 2017).
The concepts from Fig. 1 were operationalized in accordance with the literature (see Table 1). In this respect,
we made use of the socially responsible consumption behaviour scale (SCRB) proposed by Antil and Bennet
(1979) and Antil (1984). Respondents’ level of agreement
in relation to their favourite European-based DIY retailers was expressed on a five-point Likert scale. Data
validity, reliability and internal consistency were tested
for all dimensions concerned (education on environmental protection and social responsibility, penchant for rational use of resources, financial sacrifice needed to
protect nature, social responsibility measures, green
European-based DIY stores choice) with the help of
Cronbach Alpha, Item-to-total Correlation, Exploratory
Factor Analysis. Each value exceeded the minimum acceptable levels laid down (Churchill, 1991).
Combining all items into a single exploratory factor
analysis allowed a clear delineation of the four dimensions presented in Table 2 in the order of their extraction. As the dimensions were found to be individually
stable, they were subsequently included in a confirmatory factor analysis with AMOS (Table 4).

Results
Sample description

The 744 valid questionnaires contained Romanian respondents’ assessment of various DIY retail stores belonging to
national chains, such as Ambient, Casa Rusu, Dedeman,
Denver, Elvila, King Art, Lems, Mobexpert, Nobila Casa,
and international chains such as Leroy Merlin, Bricostore,
Hornbach, IKEA, Jysk, Metro, Praktiker. These
European-based DIY retail chains had operated in the
Romanian market for more than 15 years, and were
well-known to the respondents (Dabija and Abrudan, 2015).
The breakdown of respondents by gender was approximately uniform, in accordance with the latest data used for
sampling, taken from Romania’s Statistical Yearbook (2014)
(Table 3). There were 104 Baby Boomers (14% of the sample), 195 Gen Xers (15.9% of the sample), 291 Millennials
(39.1%) and 154 members of Generation Z (20.7%). There
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was a relatively even distribution among generations, with
Millennials being slightly over-represented because it was
easier for the interviewers to contact people of similar age,
while some questionnaires were discarded because they had
too many missing data (Churchill, 1991; Marsh, 1998)
(Table 3). Literature suggests that for structural equations
modelling, each category should consist of at least 50
cases/responses (Homburg and Krohmer, 2006, p.225);
however having more items in each category should ease
data analysis (Aaker, et al., 2000, p.24).
Respondents’ behaviour varied when it came to the frequency with which they visited the assessed DIY stores.
Millennials visited DIY stores most often (7.9%), followed
by Gen Xers (5.4%), while many Baby Boomers (6.9%) and
Zers (10.4%) visited them once a year or less. DIY stores
were visited several times a year by Millennials (16.8%)
and Gen Xers (10.6%), which leads to the conclusion that
members of these two generations either build their own
houses or decorate them and, consequently, purchase
more frequently from DIY retailers. These findings are
similar to previous studies (Gurtoo et al., 2010).
Results on generations

The analysis of generations shows that the general model
on 744 cases, as well as the multi-group analysis for each
generation was stable, their fit indices falling within the
imposed limits (Forza and Filippini, 1998; Ju et al., 2006).
European-based DIY store choice of environmental and
social responsible oriented retailers was directly and significantly influenced by the penchant for rational use of
resources (0.180**), the (financial) sacrifice necessary to
protect the environment (0.262****) and by social responsibility measures (0.210***). Education on environmental
protection and social responsibility (0.153n.s.) did not have
a significant impact for the 744 cases of respondents’
green DIY retail format choice (Table 4).
For the 744 cases, the financial sacrifice respondents were
willing to make (0.262****) contributed most to their choice
of green DIY stores. Respondents were aware that they
could not purchase products which contribute to environmental protection and which are socially responsible without financial implications (in the form of a sacrifice). A less

Table 1 Results of testing validity and reliability of collected data
Dimension

Items

αa > 0,7

KMOb > 0,7

χ2; df; pc

Eigenvalue

% variance

Education on environmental protection and social responsibility

6

0.899

0.874

2168.58; 10; ****

3.564

71.28

Penchant for rational use of resources

5

0.852

0.884

1818.007; 21; ****

3.717

53.10

Sacrifice for the sake of environmental protection

3

0.758

0.763

692.194; 6; ****

2.316

57.91

Social responsibility measures

3

0.849

0.879

1874.200; 21; ****

3.708

52.97

Green DIY store choice

5

0.921

0.821

1981.211; 32; ****

3.324

61.43

Cronbach’s α coefficient (checking data reliability)
b
Kaiser-Meyer-Ohlin criterion (exploratory factor analysis) for each dimension
c
Bartlett’s test of sphericity (χ2 – hi square, df – degrees of freedom, p – probability; ****p < 0,001; *** p < 0,01; ** p < 0,05; * p < 0,1)
Source: own research
a
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Table 2 Factor analysis of the investigated dimensions
Construct (References)

Items

Loa-dings FIT

Education on environmental protection and social
I get angry when I think about the ways in which industry pollutes
responsibility (EEP) (Antil and Bennett, 1979; Antil, 1984) the environment.

Penchant for rational use of resources (PRUR)
(Antil and Bennett, 1979; Antil, 1984)

Sacrifice for the sake of environmental protection
(SPE) (Antil and Bennett, 1979)

Social responsibility measures (SRM) (Antil, 1984)

Store Choice (SC) (Nasir and Karakaya, 2014)

0.817

Schools should require that all students attend a course on social
responsibility, environmental and nature conservation issues.

0.654

I am willing not to buy any more products from retailers that are
guilty of environmental pollution and are not social responsible.

0.601

I become angry when thinking about the negative impact of
pollution on plants and animals.

0.589

I am willing to make sacrifices to reduce environmental pollution
even if the immediate results do not appear significant.

0.511

People should limit the use of products obtained from scarce
resources.

0.403

Our efforts to save the limited, exhausted resources are not enough.

0.828

Producers are not sufficiently encouraged to use recyclable
packaging.

0.687

Pollution is now one of the most sensitive issues of our nation.

0.557

Natural resources must be preserved even at the cost of giving up
some goods or services.

0.459

People should be concerned about the impact of their articles on
the environment.

0.406

I agree to have my taxes increased by 5% if this enables a more
rigorous control of pollution by the government.

0.769

I am willing to increase my total family expenses by 100 EURO next
year in order to support the rational use of natural resources.

0.606

I would be willing to donate my salary for a full day to a foundation
in order to help improve the environment.

0.521

Producers should be compelled to use recycled materials during
production and/or processing.

−0.612

I would accept my stuff being less white or elegant to make sure I
have used a non-polluting detergent.

−0.556

People should persuade their friends not to use products that
pollute or are not socially responsible.

−0.467

I intend to buy “green” DIY articles in the next three months.

0.743

I will recommend “green” DIY stores to my friends and relatives.

0.721

I will buy more “green” DIY articles in the future.

0.702

In the near future I will try out other types of “green” DIY articles
which I have not bought before.

0.689

If the needed “green” DIY articles are not available in the store, I will
look for them in other stores even if these are far away.

0.642

EV: 3.24;
% of var.:
31.2

EV: 2.12;
% of var.:
26.4

EV: 1.95;
% of var.:
23.7

EV: 1.21;
% of var.:
18.7

EV: 1.18;
% of var.:
15.4

Obs.: EV: Eigenvalues for each factor; % of variance: percent of variance for each factor; Extraction Method: Principal Axis Factoring. Rotation Method: Oblimin with
Kaiser Normalization. Rotation converged in 12 iterations
Source: own research

strong, but highly significant correlation was found with social responsibility measures (0.210***). Among such measures was the need for producers to use recycled materials
that take on a new form in as many marketed goods as possible, the care for local communities, as well as the use of
commodities with a lower impact on the environment. All
consumers seemed to be aware of the responsibility they
have to protect the environment. The need to save
resources and raw materials, in both production and
distribution processes, the use of recycling and

environmentally-friendly packaging, the general reduction
of pollution, and a drop in the consumption of certain
goods and services so as to achieve the general goal of protecting the environment represented an important aspect
for all generations of consumers, but of less strength and
significance (0.180**). The most unusual result for the
whole sample was the lack of significance of “education on
environmental protection and social responsibility”. Although respondents seemed to understand the need to protect the environment, reduce the consumption of goods
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Table 3 Socio-demographic characteristics of the sample
Generations

Baby Boomers

Generation X

Millennials /Y

Generation Z

Total

n

n

n

n

n

%

%

%

%

%

Gen
Male

53

7.1

77

10.3

163

21.9

81

10.9

374

50.3

Female

51

6.9

118

15.9

128

17.2

73

9.8

370

49.7

14.0

195

26.2

291

39.1

154

20.7

744

100.0

Total

104

DIY store frequency visit
Once a year or less

51

6.9

75

10.1

107

14.4

77

10.4

310

41.7

Several times a year

44

5.9

79

10.6

125

16.8

59

7.9

307

41.3

2.3

127

17.1

20.7

744

100.0

Several times a month
Total

9

1.2

104

14.0

41
195

5.4

59

26.2

7.9

291

39.1

18
154

Source: own research
n - number of cases; % - percent of cases

and services, limit pollution and use resources in a rational
manner, education on environmental protection and social
responsibility did not have a positive influence in choosing
European-based DIY oriented retail stores (0.153n.s.). This
may be accounted for by the fact that either retailers did
not educate consumers sufficiently about environmental
governance, or that their measures were perceived by consumers as generally valid good practice – components of
their general business strategies – and not as concrete actions performed to attract the regular consumer to the
store. At the same time, it is possible that respondents just
did not give enough credence to retailers’ actions, associating them with promotion and/or communication campaigns, or viewing them as educational efforts.
The breakdown of results by generations revealed
some characteristics and differences typical of each
target segment, the present study hence contributing
to a better practical understanding of generational
theory. Baby Boomers chose green European-based
DIY stores depending on the extent to which their
strategies were in line with this generation’s own sacrifices to protect the environment (0.265*) and social
responsibility measures (0.437**). The high strength of

this dimension, coupled with the fact that the penchant for the rational use of resources and education
on environmental protection and social responsibility
did not have a significant influence on Baby Boomers’
choice of green DIY stores justifies the belief that
they had not been educated throughout their life to
think about the impact on the environment of consuming various products. Environmental protection
had never been a topic of interest for this generation.
However, they now thought about the need to be in
line with environmental protection and social responsibility measures, and were willing to make sacrifices
to this effect. Thus, Baby Boomers seemed to have
realized the need to protect the environment in the
autumn of their life (Table 4).
Gen Xers exhibits a strong and favourable penchant
for environmental protection (0.370**) which actually
determined their choice of environmentally oriented
European-based DIY stores. The (financial) sacrifice
entailed in the purchase of green products (0.248**) was
also a good enough reason to choose these green DIY
stores. Although their behaviour did not show an active
awareness, Gen Xers had a good education on

Table 4 Influences of DIY Store choice among consumer generations
Effects

All generations

No of cases

744

Baby Boomers

EEP ➔ Green DIY SC

0.153n.s.

−0.131n.s.

0.117n.s.

0.343**

0.171*

PRUR ➔ Green DIY SC

0.180**

0.223n.s.

0.370**

0.087 n.s.

0.191n.s.

SPE ➔ Green DIY SC

0.262****

0.265*

0.248**

0.162*

0.495**

SRM ➔ Green DIY SC

0.210***

0.437**

0.109n.s.

0.194**

0.026n.s.

104

X

Millennials (Y)

Z

195

391

154

Obs.: *p < 0.1; **p < 0.05; ***p < 0.01; ****p < 0.001;
– insignificant
Fit indices General Model: χ2/df: 3.647; GFI (> 0.8): 0.925; AGFI (> 0.8): 0.902; NFI (> 0.8): 0.916; CFI (> 0.8): 0.940; TLI (> 0.8): 0.928; SRMR (≤ 0.08): 0.0448; RMSEA (≤
0.08): 0.038;
Fit indices for Multigroup on generations: χ2/df: 1.912; GFI (> 0.8): 0.887; AGFI (> 0.8): 0.856; NFI (> 0.8): 0.861; CFI (> 0.8): 0.949; TLI (> 0.8): 0.940; SRMR (≤ 0.08):
0.0737; RMSEA (≤ 0.08): 0.0350;
Source: own research
n.s.
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environmental protection and social responsibility, being
aware of the need to protect it and wishing to use green
products only to the extent that their consumption did
not have adverse effects on nature (Table 4).
For Millennials (Gen Y) the education on environmental
protection and social responsibility (0.343**) has a significant influence in making them choose green DIY stores,
with an impact of high relationship strength and significance. Millennials also purchased from these stores because they were willing to make a financial sacrifice to
protect the environment (0.162*), and because the DIY
stores implemented social responsibility measures
(0.194**). Education on environmental protection and social responsibility prompted them to take action, while
their green orientation made them believe that, through
their competencies, they had a share in protecting nature
and reducing the consumption of resources (Table 4).
Generation Z is the target group for which the (financial) sacrifice needed to make a contribution to environmental protection was the most important dimension in
their choice of green DIY retail stores (0.495**). Zers
seemed to be the most sensitive to “financial” issues, probably because they had modest incomes from seasonal employment and were financially dependent on their parents.
As green European-based DIY stores (Table 3) were least
visited by members of Generation Z, the results in Table 4
seem to confirm that, despite their education about the
need to protect the environment (0.171*), they made limited use of it, as they were unlikely to frequently purchase
products from DIY stores (Table 4).

Conclusions
From a theoretical perspective, this paper contributes to the
literature on socially responsible consumption behaviour
applied in retailing in an emerging market and the theory of
reasoned action and generational theory. Consumers’ orientation towards socially responsible consumption behaviour
in a retail context, measured with the scale proposed by
Antil and Bennett (1979) and Antil (1984) in reference to
education on environmental protection and social responsibility, consumers’ penchant for the rational use of resources,
(financial) sacrifice to protect the environment underlies
their preference for green European-based DIY stores by
visiting them, purchasing from them and recommending
them to peers. Thus, the paper combines socially responsible consumption behaviour with the theory of reasoned
action, leading to a better understanding of the dimensions
whereby these retailers may act on consumers, attract them
into stores and influence their purchasing decisions.
The empirical research shows that each segment of consumers corresponding to a generation can be clearly delineated with respect to the values and elements influencing
their behaviour towards the green DIY stores. Generational
theory has a practical application in this case: Baby Boomers
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represent the generation that has realized, in the autumn of
life, the need to protect the environment and be more socially responsible, and chooses green DIY stores depending
on the extent to which personal sacrifice to protect the environment, as well as social responsibility measures, is in
harmony with retailers’ market strategy. Gen Xers prefer
green DIY stores because they sell commodities enabling
them to use resources in a rational way, and to bequeath a
clean environment to future generations (their children).
Millennials represent the generation educated in accordance
with social responsibility and environmental protection
principles and norms who choose green DIY stores according to which strategies for pollution reduction overlap with
their own aspirations and perceptions. Generation Z is the
one for which the choice of green DIY stores depends most
on the financial sacrifice they have to make to this effect.
From a managerial perspective, this paper enables
retailers operating in an emerging market to better
understand the various consumer segments, herein
represented by each generation, and to define a specific positioning strategy, together with a strategy for
targeting and attracting these segments and gaining
their loyalty. Moreover, retailers may consider the
relevant dimensions typical of each generation in
order to customize their offers, for example, offers at
more attractive prices for Gen Z, or offers focused on
saving resources and raw materials for Gen Xers.
One of the research limitations is the fact that consumer perception was examined only in an emerging
market. Future research should make a comparison
between saturated and emerging markets (Swoboda et
al., 2017), while focusing on how the retail format is
transferred from the home market to emerging markets (Swoboda et al., 2014). Consumer habits vary,
and comparative analysis thereof could help establish
an overall picture of the evolution of consumer preferences across generations.
Another limitation is the fact that the research did
not make a comparison between respondents’ domicile
(urban versus rural), nor did it take into account the influence of income in the choice of retail format. More
often than not, the money an individual has, and is willing to spend on shopping may influence the choice of
the store about to be visited. Undoubtedly, another
limitation of the research is the relatively small sample
covered, so that the research findings cannot be generalized to the entire population. Moreover, the research
did not consider the differences between the members
of a group. For example, Gen Z members have many
heterogeneous characteristics, so that the findings for
the sample considered cannot be extended to all persons in the same category.
Future studies should also focus on investigating
consumer perceptions towards green issues in other
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retail formats, such as fashion, grocery, etc., and
should highlight, for example, whether consumer preference and involvement therein is stronger than in
DIY retail. Likewise, any future research should consistently track retailers’ communication of social responsibility measures, as well as the extent to which
the prices of products vary according to their contribution to pollution reduction. Future analyses should
pursue the extent to which retailers constantly keep
an eye on environmental governance through the actions they carry out throughout the value chain.
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