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A study on the impact of consumers' psychological discomfort
regarding eco-friendly products on their willingness to pay additional
prices and the moderating effect of category involvement
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Abstract From the consumer's perspective, eco-friendly consumption is still a topic that can cause various
psychological discomforts, and psychological discomfort can lower the intention to consume eco-friendly products
through negative consumer psychological mechanisms. This study analyzed the influence of psychological
discomfort regarding eco-friendly consumption on people's willingness to pay additional prices for eco-friendly
products. In addition, we examined the moderating effect of consumers' involvement in the product family in
this relationship. As a result of a statistical analysis based on consumer response data obtained from an online
survey conducted with 407 American consumers, the level of people's psychological discomfort with eco-friendly
consumption is directly related to their willingness to pay additional prices for eco-friendly products. Although it
did not have a significant effect, it was confirmed that the influence of psychological discomfort on willingness

to pay premium price was significantly different depending on the consumer's level of involvement.
Key words :eco-friendly product, psychological discomfort, willingness to pay premium, category involvement
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A study on the impact of consumers' psychological discomfort regarding eco—friendly products on their willingness to pay
additional prices and the moderating effect of category involvement
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Figure 1. Conceptual Framework



A study on the impact of consumers' psychological discomfort regarding eco—friendly products on their willingness to pay
additional prices and the moderating effect of category involvement
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