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Abstract

Purpose: Viable business opportunities may be lost when customers revert to
unsuitable brands owing to the misreading of brand label information or a lack
of understanding of the quality and value of the focal business’s green product
offering. Accordingly, this research seeks to advance understanding of selected
psychological factors influencing customer citizenship advocacy and personal
initiative behaviours in an environmentally friendly context that may aid fellow
customers in making more informed and responsible purchase decisions.
Design/Methodology/Approach: A research model was examined, assessing
the influence of green attitude, consumer self-confidence, and self-control
against criticism on customer citizenship advocacy and personal initiative
behaviours in an environmentally friendly context. Survey research was
conducted among customers in South Africa who had previously advised others
to avoid products that may be harmful to society. Structural equation modelling
was applied in the assessment of the research data and to conclude on the
hypotheses formulated.

Findings: All hypothesised relationships were supported, except for the
relationship between self-control against criticism and personal initiative
behaviours.
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Van Tonder, Petzer, and Fullerton

Originality: Novel insight is provided into the extent to which green attitude,
as well as psychological factors relating to how customers perceive and regulate
themselves during their interactions with other customers, may influence
customer citizenship advocacy and personal initiative behaviours in an
environmentally friendly context. Accordingly, the model offers a starting point
for green manufacturing businesses and policymakers to develop programmes
that may facilitate the desired customer citizenship behaviours, which could
contribute to fellow customers purchasing quality green products.

Keywords: customer citizenship; green; product quality; self-control; sustainability

Introduction

Manufacturing businesses are increasingly expected to reflect on their business
activities and how they may affect nature. Greater customer awareness, as well as
country-specific and international policies promoting environmental sustainability,
have forced businesses to concentrate on sustainable business practices (Abbas 2020,
1). There is a need for businesses to implement diverse eco-friendly activities to address
matters, including global warming, energy reserves, and product quality (Huma,
Ahmed, and Zaman 2023). Businesses need to produce high-quality products and ensure
the preservation of the earth’s natural resources through their processes (Abbas 2020,
1).

Of further importance are the strategies customers employ in acquiring information
about green products. Previous research has shown that some customers mainly rely on
individual communication messages from brands to gain insight into product
compliance with sustainable standards (Gouda et al. 2019, 53). Accordingly, several
studies have been conducted to gain further insight into green brand communication and
the extent to which it may influence customers’ green awareness (Alamsyah, Othman,
and Mohammed 2020), advertising effect (Kao and Du 2020), perceived green quality
and green brand associations (Effah and Hinson 2022), as well as purchase intentions
(Alamsyah et al. 2020). Scholars similarly have addressed eco-label credibility and its
influence on green brand credibility (Kumar et al. 2021), as well as green product
purchasing intentions (Cai, Xie, and Aguilar 2017). Unfortunately, however, research
has also shown that customers do not always interpret green brand communications
correctly (lovino, Testa, and Iraldo 2024; Struwig and Adendorff 2018). This is of great
concern, since viable business opportunities may be lost when less proactive customers
revert to unsuitable brands owing to the misreading of product information or a lack of
understanding of the quality and value of a business’s green product offering. Further
exploration of measures that can be employed to ensure customers have better green
product knowledge and avoid purchasing harmful products, is therefore much needed.

Customer citizenship behaviour theory provides valuable guidance on this matter.
Customer citizenship behaviours refer to “the voluntary behaviors outside of the
customer’s required role for service delivery, which aim to provide help and assistance,
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and are conducive to effective organizational functioning” (Bove et al. 2009, 699).
Customer citizenship behaviours may include activities such as advocacy and personal
initiative (Mpinganjira 2016; Yi and Gong 2013). Advocacy involves guiding other
customers and making recommendations about product purchases (Hwang and Lyu
2020, 442). Personal initiative is proactive in nature and focuses on taking advantage of
opportunities, swiftly solving problems, taking action in advance, and going out of one’s
way when performing a given behaviour (Solesvik 2017). Accordingly, customers
engaging in advocacy or personal initiative behaviours are seen as important, as they
could be helpful to manufacturing businesses. The help customers provide to others in
making responsible product choices (through advocacy or proactive personal initiative
behaviours) could aid in ensuring that more informed purchase decisions are made and
customers avoid purchasing products that may be harmful to society.

Earlier research further indicates that green attitude, as a psychological factor, is a likely
antecedent of customer citizenship behaviours in an environmentally friendly context
(Van Tonder, Fullerton, and De Beer 2020). However, since customer citizenship
behaviours manifest within social settings (Van Tonder et al. 2023), further
understanding is also needed of the potential influencing role of psychological factors
relating to how customers perceive and regulate themselves during their interactions
with other customers. Previous research suggests a significant link between consumer
self-confidence and information-sharing intentions (Utkarsh and Agarwal 2019).
Consumer self-confidence addresses perceived capability in relation to own decisions
and behaviours (Bearden, Hardesty, and Rose 2001, 122). Moreover, self-control
against criticism is a key dimension of emotional intelligence (Rego et al. 2010).
Emotionally intelligent individuals are characterised by a sense of self-awareness, an
ability to grasp social rules where the display of emotions is concerned and,
consequently, the ability to adjust their own behaviour aligned with these rules (Prati et
al. 2003). Earlier research established a connection between emotional intelligence and
social support and caring behaviours (Nightingale et al. 2018). Self-control allows
societal fit and to navigate one’s path through the opportunities that one is exposed to
(Baumeister and Alquist 2009, 117).

In view of the above, the objective of the current study is, therefore, to develop a
customer citizenship behaviour model, advancing understanding of the influence of a
selected set of psychological factors (green attitudes, consumer self-confidence, and
self-control against criticism) on customer citizenship advocacy and personal initiative
behaviours, as applied in an environmentally friendly context. Survey research was
conducted among customers in South Africa who had previously advised others about
avoiding products that may be harmful to society. Structural equation modelling was
applied in the assessment of the research data and to conclude on the hypotheses
formulated for the study.

Overall, the proposed model provides novel insight into the role and importance of
selected psychological factors influencing customer citizenship behaviours in an
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environmentally friendly context. The model further offers a starting point for green
manufacturing businesses in developing programmes that could facilitate the desired
customer citizenship behaviours that may contribute to customers purchasing quality
green products.

Theoretical Framework
The Role of Customer Citizenship Behaviours

Customer citizenship behaviour refers to voluntary extra-role behaviours customers
engage in, such as advocacy and personal initiative (Groth 2005; Mpinganjira 2016;
Natarajan, Ramanan, and Jayapal 2023; Yi and Gong 2013). Customers are not expected
to perform these behaviours when conducting business with the organisation, although
organisations may benefit from these events (Bove et al. 2009; Groth 2005). Customers
voluntarily engaging in advocacy and personal initiative citizenship (extra-role)
behaviours contribute to the value creation of the business in a number of ways, as
further explained below.

Advocacy

Advocacy has been denoted as an important tool for value co-creation in the firm (Yi
and Gong 2013). However, given earlier contributions, it seems that the value that can
be derived from advocacy behaviours is largely dependent on the message being
advocated by the customer. Specifically, extant research addresses two different types
of advocacy behaviours. Yi and Gong (2013) operationalised advocacy from a positive
perspective as the extent to which a customer says something positive about the
business, recommends the business, and persuades others to patronise the business. This
approach has also been supported by other scholars who measured advocacy as
customers’ willingness to endorse a given business offering (Le et al. 2022). From a
positive perspective, value is co-created when customers assist a business by promoting
its products to other customers. Alternatively, some scholars perceive advocacy as “a
generalised tendency to share market information to warn consumers so they can avoid
negative marketplace experiences” (Chelminski and Coulter 2011, 362). From this point
of view, advocacy might entail expressing criticisms or negative opinions about a
particular product or brand (Jayasimha and Billore 2016, 362), and hence value is
created for the competing brand.

Our study supported the latter approach, considering the interest being in customers
advising other customers about making responsible product choices. We operationalised
advocacy to relate to customers saying negative things about a brand that may be
harmful to society, and discouraging other customers from purchasing the brand. These
types of advocacy behaviours could aid in ensuring that greater informed green purchase
decisions are made and value is co-created for the brand selling quality green products.
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Personal Initiative

Personal initiative can be defined as the behaviour an individual engages in that involves
taking the initiative, and that is self-starting in nature in order to surmount obstacles to
achieve an objective (Frese and Fay 2001). Stroppa and Spiefl3 (2011) state that the
efforts of those who exhibit personal initiative go beyond what is considered the norm.
In other words, the individual is doing more than what is expected (Wollny, Fay, and
Urbach 2016). Subsequently, it can be argued that personal initiative is also an activity
that can create value for a firm. In relation to value co-creation, extant literature denotes
that the objective of taking personal initiative is to better oneself or the situation at hand
(Wollny et al. 2016). Personal initiative may involve suggesting solutions to solve
problems upsetting stakeholders in the community (Mpinganjira 2016, 6).

In this study, personal initiative is based on the items developed by Solesvik (2017).
The construct was measured from the perspective of assisting other customers to avoid
brands that may be harmful to society. Therefore, similar to the advocacy construct,
customers engaging in personal initiatives to help other customers avoid brands that
could be harmful to society may further aid in co-creating value for brands selling
quality green products, since the latter may receive greater support.

Green Attitude

According to Weigel (1983), an attitude is best described as a set of persistent beliefs
individuals hold towards an object, which influences them to act in a specific manner in
relation to the object concerned. Moreover, an attitude can be expressed as a positive or
a negative assertion or “inner feeling” towards the object (Beck and Ajzen 1991;
Zaremohzzabieh et al. 2021).

In an environmental context, contrasting perspectives exist regarding the measurement
of attitude. Attitudes have been labelled as general or specific. A general environmental
attitude concerns the judgement of individuals performing a given action. A specific
environmental attitude concerns the judgement of specific products or behaviours, such
as the purchasing of organic food (Cavusoglu et al. 2020, 1514). Priyashantha and
Priyangaa (2022) describe a green attitude as “an individual’s specific principles,
insights, and goals related to eco-friendly procedures.” In their study on green attitude,
Sohaib et al. (2022) operationalised green attitude as the belief that supporting an
environmentally friendly establishment is good, desirable, pleasant, and wise, based
upon the work of Huang, Yang, and Wang (2014) and Teng, Wu, and Liu (2015). Van
Tonder et al. (2020) suggest that green attitudes are influenced by green consumption
values and emotional affinity towards nature. They operationalise green attitudes as
customers’ perceptions that the consumption of green products is worthwhile,
delightful, and sensible.

Considering this study’s interest in customers assisting other customers with harmful
products they should avoid, we focused on green attitudes relating to the consumption
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of green products. Customers may assist other customers with responsible product
decisions if they have a favourable attitude towards green consumption themselves.
Consequently, for the purpose of this study, a green attitude was operationalised as the
belief that the consumption of green or environmentally friendly products is “valuable,
wise, and rewarding” (Van Tonder et al. 2020).

Consumer Self-confidence

Consumer self-confidence refers to the degree to which individuals experience feelings
of self-assurance and competence with their behaviour and decision-making when
purchasing goods and services (Adelmann 1987). There are several self-confidence
factors, including the confidence one has in acquiring information, confidence in the
knowledge one has about the marketing strategies of marketers, confidence to identify
possible alternatives in the marketplace, confidence to be able to express oneself when
interacting in the marketplace, and confidence to meet goals related to purchasing goods
or services in the marketplace (Bearden et al. 2001; Blair, Gala, and Lunde 2022;
Campos, Costa, and Costa 2023). Accordingly, given these perspectives, at a broader
level, it can be argued that those with consumer self-confidence exhibit a degree of
security in their judgement and ability to make decisions and behave in a secure way in
the marketplace (Campos et al. 2023; Jamil et al. 2022). Therefore, overall, consumer
self-confidence addresses “the extent to which an individual feels capable and assured
with respect to his or her marketplace decisions and behaviours” (Bearden et al. 2001,
122).

Aligned with these perspectives, this study measured consumer self-confidence as the
degree to which consumers feel capable and assured of their behaviours. The scale
provided by Wien and Olsen (2017) was adapted to the context of giving advice to
others.

Self-control against Criticism

As addressed earlier, self-control against criticism is a dimension of emotional
intelligence. Individuals with high emotional intelligence understand their own
emotions as well as those of others and use this ability to shape the decision-making
process (Camplisson and Cormican 2023). These individuals manage their emotions
and understand emotions as well as how they interrelate with reasoning, not only for
themselves but also for others (Zhou and George 2003). Furthermore, older individuals
seem to have advanced levels of emotional intelligence, which may be attributed to
lifelong learning and accumulated knowledge (Chaouali, Souiden, and Ringle 2021,
66).

At a deeper level, self-control is focal to individuals’ actions, whether they are ethical
and desirable or not (Baumeister and Exline 1999). This is affirmed by Arli and Leo
(2017), who found that the extent of self-control individuals exhibit explains their
unethical behaviours (benefitting from unlawful undertakings) to a significant extent.
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In addition, self-control was found to mediate the relationships between certain
dispositional characteristics of consumers and their tendencies to engage in impulse
buying (Kakkar, Dugar, and Gupta 2022). Accordingly, it can be argued that self-control
asserts as individuals® competence to adjust and monitor their emotions and impulses
(Koman and Wolff 2008). These perspectives are shared by other scholars, such as
Melbye and Helland (2018, 1736), who denote that from a consumer behaviour
perspective, self-control is “the ability to resist temptations and impulses.”

Aligned with the above views, Rego and Fernandes (2005) and Rego et al. (2007; 2010)
operationalise self-control against criticism as the extent to which individuals possess
the ability not to lose control when defeated, when individuals find it easy to interact
with others holding divergent views, when individuals avoid anger when being
criticised, and when individuals are able to accept criticism from others. For this study,
self-control against criticism was operationalised in the same way as Rego et al. (2010),
but again, we contextualised the construct in a setting where advice is given to others.

Hypotheses Development

Cavusoglu et al. (2020) denote that the attitude phenomenon has constantly been
stressed as a required antecedent of actual behaviour. The influence of a green attitude
on behavioural response has also been confirmed in other investigations (Wang et al.
2022). Opposing views signify that customers’ attitudes may not always translate into
behaviours. Consumers may exhibit upbeat attitudes towards a product or service, but
contrary to this, they steadily buy other options (Antonetti and Maklan 2015).

Nonetheless, within the customer citizenship behaviour domain, previous research
established positive and significant relationships between green attitudes and customer
citizenship behaviours, such as advocacy and feedback to providers (Van Tonder et al.
2020). Positive and significant relationships have also been found between consumer
attitudes towards environmentally friendly airlines and various customer citizenship
behaviours, including advocacy, helping other customers, being tolerant of mistakes,
and giving feedback to the provider (Hwang and Lyu 2020). It seems that customers’
favourable environmental attitudes serve as motivation for them to engage in customer
citizenship activities and provide assistance to others in an environmentally friendly
context. Accordingly, it was expected that within the context of the current
investigation, customers having favourable green attitudes about green consumption
would engage in customer citizenship advocacy and personal initiative behaviours that
would aid other customers in making greater informed purchase decisions and avoiding
brands that may be harmful to society. Therefore, it was hypothesised that:

e HI1. Green attitude positively and significantly influences (a) advocacy and (b)
personal initiative behaviours.

Furthermore, it is likely that consumer self-confidence may influence customer
citizenship behaviours and the assistance customers provide to other customers in
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purchasing products. Consumer self-confidence optimises consumers’ confidence
levels and shapes their attitudes with respect to their buying intentions (Tiep et al. 2021).
Wien and Olsen (2017) highlight that consumer self-confidence is dependent on the
object involved. When consumers exhibit self-confidence, the results of consumer
behaviour will be promising and desirable (Ha and Lee 2011). In instances where
consumers exhibit reduced levels of self-confidence, a deprivation of self-belief may be
present, resulting in consumers allowing themselves to be influenced by stout opinions
of others or impactful external cues, even if these are against their better judgement
(Veale 2008).

Additionally, previous research established a significant link between consumer self-
confidence and information-sharing intentions (Utkarsh and Agarwal 2019). It is also
believed that confidence may contribute to individuals proactively challenging the
status quo (Peariasamy et al. 2020, 450).

In relation to self-control against criticism (an emotional intelligence factor), previous
research established that emotional intelligence can assist in managing “feelings of
disappointment” and in recovering one’s confidence to deal with these feelings
(Rodrigues et al. 2019, 876). Emotional intelligence allows individuals to keep their
emotions intact, with highly productive activities and meaningful relations as a possible
outcome (Kumari et al. 2022, 3).

Guided by the above perspectives, it was also hypothesised in this study that:

e H2. Consumer self-confidence positively and significantly influences (a) advocacy
and (b) personal initiative.

e H3. Self-control against criticism positively and significantly influences (a)
advocacy and (b) personal initiative.

The research model is summarised in figure 1 below.
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Figure 1: Research model

Methodology
Measurement

All research constructs examined in this study were informed by previous research, as
addressed in the literature review. The construct scale items employed were adapted to
the context of the study and are presented in Annexure A. The seven-item personal
initiative scale by Solesvik (2017) was shortened to increase internal consistency within
the scale (Merle et al. 2010, 507). A pre-test was conducted, including 175 respondents.
Subsequently, only items 3 to 6 of the original scale were maintained. These items
presented consistently higher correct item-total correlations (0.79-0.85) than the three
scale items that were deleted (Merle et al. 2010, 508; Stanton et al. 2002). The construct
items were all measured by a six-point Likert scale that ranged from “strong
disagreement” at the lowest point to “strong agreement” at the highest scale end.

Sampling, Data Collection Procedure, and Analysis

The study was executed in South Africa. Access to the respondents was gained through
survey research and purposive sampling. Purposive sampling is formally described as a
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“technique where the researcher selects only those subjects that satisfy the objectives of
the study based on the researcher’s conviction” (Obilor 2023, 4). The study was
specifically interested in surveying respondents who adhered to the criteria as set out in
the definition of the target population. The study targeted a population of (1) adult
customers in South Africa who had (2) previously advised others about avoiding
products that could be harmful to society. It was expected that these respondents would
likely engage in customer citizenship advocacy and personal initiative behaviours that
were of interest to this study, and would be in a position to contribute to the survey in a
meaningful way. Accordingly, given the purposive sampling approach, the survey
included two screening questions that were phrased according to the criteria as set out
in the study population, and only respondents who passed the screening questions were
able to complete the rest of the online survey. The survey was managed by a research
agency in South Africa. Respondents on the agency’s consumer panel were approached
via email. The study’s purpose and benefit to industry were explained in the cover letter
that accompanied the email. Overall, 256 respondents completed the self-administered
questionnaire online. The agency ensured that the respondent data file did not include
any personal information.

A slightly higher percentage of male (53.3%) than female (45.9%) respondents
participated in the survey, while two respondents did not select a gender option. Most
respondents who participated in the study were aged 26-75 years (94.2%) and worked
full time (64.6%). The respondents who participated in the study were also fairly well
educated, with a majority having completed high school and achieved some
postgraduate qualification (84.9%).

The survey data were analysed using Mplus version 8.5. Measurement model factor
reliability and validity were established through confirmatory factor analysis and the
assessment of composite reliability (CR) scores. The research model was examined
using structural equation modelling and the maximum likelihood procedure. All
regression relationships assessed were deemed significant at p <0.001, p<0.01 or
p < 0.05 levels (Byrne 2001; Hair et al. 2019).

Results
Reliability and Validity Assessment

The statistical analysis commenced with confirmatory factor analysis and assessment of
the measurement model that included all five constructs under investigation, namely
green attitude, consumer self-confidence, self-control against criticism, advocacy, and
personal initiative. After accounting for covariance between the second and third items
of the scale that measured self-control against criticism, acceptable fit statistics were
obtained: (Hair et al. 2019): y*(141) = 330.62; (¥*/df = 2.34); comparative fit index
(CFI) =0.93; Tucker-Lewis index (TLI)=0.91; and root mean square error of
approximation (RMSEA) = 0.072.
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The internal reliability of the measurement model was examined using CR measures.
Table 1 denotes that the CR scores for each latent variable exceed the recommended
threshold level of 0.7. Subsequently, the data set did not present any reliability concerns
(Hair et al. 2019). Acceptable factor loadings exceeded 0.5 and loaded significantly onto
their respective constructs. Table 1 indicates that the minimum criteria for acceptable
factor loadings were met (Hair et al. 2019).

Table 1: Assessment of latent variables

Yarlable Std. factor loading Std. error of loading CR
items

Personal initiative (Personl)

Personl_1  0.63 0.04 0.88
Personl_2  0.82 0.03

Personl_3  0.90 0.02

Personl_4  0.83 0.03

Consumer self-confidence (ConS)

ConS_1 0.62 0.04 0.88
ConS_2 0.76 0.03

ConS_3 0.56 0.05

ConS_4 0.96 0.01

ConS_5 0.93 0.01

Self-control against criticism (SelfC)

SelfC_1 0.69 0.05 0.78
SelfC_2 0.59 0.05

SelfC_3 0.72 0.05

SelfC_4 0.73 0.05

Green attitude (GreenA)

GreenA_ 1 0.59 0.05 0.79
GreenA 2 0.77 0.04

GreenA 3 0.87 0.04

Advocacy (Advoc)

Advoc_1 0.65 0.04 0.80
Advoc_2 0.90 0.03

Advoc_3 0.69 0.04

Notes: All factors loaded significantly at p < 0.001.

Table 2 reflects the average variance extracted (AVE) values obtained. The values for
the first two and last two constructs exceeded the recommended threshold of 0.5,
subsequently confirming that the items of these constructs accurately represented the
individual constructs measured (Fornell and Larcker 1981). The slightly lower value
that was obtained for self-control against criticism (0.47) was tolerated, given that it was
close to 0.5 and the CR value exceeded 0.7. A construct may still be regarded as having
convergent validity if the AVE value is lower than 0.5, but the CR value exceeds 0.6
(Fornell and Larcker 1981; Shrestha 2021, 6). Discriminant validity is established when
the average amount of variance in any latent variable’s associated indicator variables
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(AVE) is greater than the given latent variable’s shared variance with any other
construct in the model. Consequently, table 2 provides evidence that discriminant
validity was established for all constructs examined (Fornell and Larcker 1981).

Table 2: Latent factor correlation matrix with AVE on the diagonal in brackets

Variable 1 2 3 4 5

1. Personal initiative (0.64)

2. Consumer self-confidence 0.46 (0.61)

3. Self-control against criticism 0.34 0.52 (0.47)

4. Green attitude 0.39 0.19 0.16 (0.57)

5. Advocacy 0.62 0.34 0.32 0.33 (0.57)

Notes: All correlations are statistically significant at p < 0.001.

Hypotheses Testing

As per table 3, all regression relationships are positive and range between 0.11 and 0.35.
The table shows that the effect of a green attitude on personal initiative is larger than a
green attitude’s impact on advocacy. Similarly, the influence of consumer self-
confidence on personal initiative was larger than the effect of consumer self-confidence
on advocacy. Self-control against criticism only seems to significantly influence
advocacy (coefficient = 0.17, p < 0.05). Therefore, Hla, H1b, H2a, H2b, and H3a were
supported. Overall, table 3 indicates that green attitude has the largest impact on
advocacy, followed by consumer self-confidence and self-control against criticism.
Consumer self-confidence has the largest impact on personal initiative, followed by a
green attitude.

Table 3: Regression results

Structural path Std. coefficient S.E. p-value Result

Hla: GreenA — Advoc 0.26 0.07  0.001*** Supported
H1b: GreenA — Personl 0.30 0.06  0.001*** Supported
H2a: ConS — Advoc 0.21 0.08 0.009** Supported
H2b: ConS — Personl 0.35 0.07  0.001*** Supported
H3a: SelfC — Advoc 0.17 0.09 0.044* Supported
H3b: SelfC — Personl 0.11 0.08 0.163 Not supported

Notes: ***Significant at p < 0.001; **Significant at p < 0.01; *Significant at p < 0.05; S.E. =
standard error; GreenA = green attitude; Advoc = advocacy; Personl = personal initiative;
ConS = consumer self-confidence; SelfC = self-control against criticism.

The structural model results are summarised in figure 2 below.

12



Van Tonder, Petzer, and Fullerton

Attitude

Customer citizenship

Green attitude Hia 0264+ behaviour

................................

Self-focus/self-
regulation

Consumer

Hoa: 021+ i

self- : |
onfidence
H3a: 0.17% Personal

5 initiative !

Self-control
against
criticism

Statistically significant at: *p <0.05; **p <0.01; ***p <0.001

Figure 2: Structural model

Theoretical Implications

This study explains that there is a need for businesses to implement diverse eco-friendly
activities to address matters, including global warming, energy reserves, and product
quality (Huma et al. 2023). Accordingly, of concern to the current investigation is that
some customers are less proactive than others and only rely on messages from brands
to verify product compliance with sustainable standards (Gouda et al. 2019, 53). These
behaviours may contribute to customers incorrectly supporting unsuitable brands when
product information is misinterpreted or misunderstood. Customer citizenship
behaviours may be helpful in this regard. Accordingly, the current research identified a
novel set of psychological factors that may contribute to customer citizenship advocacy
and personal initiative behaviours in an environmentally friendly context.

The findings in relation to H1 are important as they offer confirmation that when
customers perceive the practising of environmentally friendly green consumption as
valuable, rewarding, and wise, they are likely to engage in customer citizenship
advocacy and personal initiative behaviours, and assist other customers in avoiding
brands that may be harmful to society. The findings are further of interest since green
attitudes address favourable perceptions about practising green consumption, while
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advocacy and personal initiative in the context of this study address negative views
about harmful brands that should rather be avoided. Accordingly, the findings are
demonstrative that favourable attitudes do lead to behaviour (Wang et al. 2022), but that
it is plausible that value could be created for the competing brand.

Support for H2a and H3a offers confirmation that besides the effect of attitude,
advocacy is influenced by both consumer self-confidence and self-control against
criticism. However, interestingly, in relation to personal initiative when both consumer
self-confidence and self-control against criticism are considered, only consumer self-
confidence seems to have an influencing role (H2b and H3b). Accordingly, these
findings shed further light on psychological factors relating to how customers perceive
and regulate themselves during their interactions with others (Rodrigues et al. 2019,
876; Utkarsh and Agarwal 2019), and that may be of particular relevance in influencing
citizenship behaviours. It is suggested that how customers perceive themselves may be
a greater predictor of customer citizenship behaviours than their emotional intelligence
skills, as measured by self-control against criticism. Also, when they demonstrate a
higher level of involvement (showing personal initiative, as opposed to mere advocacy
behaviours), their emotional thoughts do not seem to be of concern, only the extent to
which they believe in the advice they give to others.

Managerial Implications

Overall, it seems that manufacturing businesses could benefit from strengthening
customers’ green attitude perceptions and self-confidence in relation to advice-giving
behaviours. To a lesser extent, self-control against criticism may also be of relevance.

Attitudes that practising environmentally friendly green consumption is valuable,
rewarding, and wise could be reinforced and strengthened through green advertising,
social norms, and newsletters, as well as the creation of greater awareness, such as
through green incentive programmes. Information and statistics about natural disasters
that are attributed to unsustainable manufacturing practices could be communicated and
support should be given for social causes, inviting others to follow similar practices.

Informational websites, discussion forums, and editorial videos could assist in building
consumer self-confidence in relation to advice-giving behaviours in an environmentally
friendly context. Finally, self-control against criticism, when advice is being provided,
could prevail when customers have a sound understanding of the true effect of
supporting products that may be harmful to society. Customers should be aware of how
their past actions have contributed to current climate change problems and the extent to
which these problems could worsen if action is not immediately taken. Again, marketing
communication practices, such as newsletters, green advertising, social media and other
appropriate websites, may assist in this regard.
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Limitations and Suggestions for Further Research

Customer citizenship behaviours manifest within social settings. Accordingly, this
research provides novel insight into the extent to which green attitudes, as well as
psychological factors relating to how customers perceive and regulate themselves
during their interactions with other customers, may influence customer citizenship
advocacy and personal initiative behaviours.

Future research may want to extend this model by obtaining further insight into factors
influencing customers’ self-confidence in relation to advice-giving in an
environmentally friendly context. While self-control against criticism did not have a
large effect on customer citizenship behaviours, it may be interesting to assess if other
dimensions of emotional intelligence, including “use of emotions,” “emotional self-
control,” “understanding of other people’s emotions,” “empathy and emotional
contagion,” and “understanding of one’s emotions” (Rego et al. 2010), could have an
effect. These relationships could have some relevance in view of previous research
denoting that emotional intelligence allows individuals to keep their emotions intact,
with highly productive activities and meaningful relations as a possible outcome
(Kumari et al. 2022, 3). The proposed model also needs further testing and validation
among diverse samples. The model could be extended by examining other
psychological factors that may be relevant and influence customer citizenship advocacy
and personal initiative behaviours in an environmentally friendly context.
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Annexure A

Green attitude (Van Tonder, Fullerton, and De Beer 2020)

I think practicing environmentally-friendly green consumption is valuable.
I think practicing environmentally-friendly green consumption is rewarding.
I think it is wise to practice environmentally-friendly green consumption.

Consumer self-confidence (Wien and Olsen 2017)

I never second-guess the advice | give to others.

I am always sure about the advice | give to others.

I never wonder if | gave others the right advice.

I always feel I manage to give the right advice to others.
I am always content with the advice | give to others.

Self-control against criticism (Rego et al. 2010)

I do not lose control when others criticise the advice | give.

It is not difficult for me to talk with others who have viewpoints that differ from my
own.

I do not become angry when others criticise my advice.

It is not difficult for me to accept a critique from others about my advice.

Advocacy (Yiand Gong 2013)

Considering a brand that may be harmful to society, | have said negative things
about the brand to others.

I have advised others against brands that may be harmful to society.

Considering a brand that may be harmful to society, | have discouraged friends and
relatives to buy products from that brand.

Personal initiative (Solesvik 2017)

Whenever there is a chance to get actively involved in helping others avoid brands
that may be harmful to society, | take it.

| take initiative immediately in helping others avoid brands that may be harmful to
society, even when other people don’t.

I make rapid use of opportunities to help others avoid brands that may be harmful
to society.

Usually I do more than | am asked to do to help others avoid brands that may be
harmful to society.
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