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1. BACKGROUND TO RESEARCH AND REASONING BEHIND THE THESIS 

Consumer welfare society entails the process of individualism resulting in a significant 

change in the relationship between the individual and society. The comfort of the consumer 

society enables individuals not to have to depend on each other so strongly. Due to the loose 

binds the community spirit and the power of community has decreased. Identity can not be 

developed without social interactions (Mead, 1973). Because of a lack of community spirit, 

individual responsibility is limited to self responsibility only and formed such behavior types 

that have a negative impact on environment whether it be related to social connections, nature, 

or the planet.  

A commitment to environmentally conscious behaviour can help an individual to 

develop a feeling of belonging to nature (Clayton, 2003) . If the self-concept is expanded to the 

natural world, then those behaviours which lead to the destruction of the environment will be 

considered as self-destructive behaviour (Mayer & Frantz, 2004), and this is why we should 

attempt to avoid them. The concept of environmental identity - that is the degree to which we 

feel that nature is an important part of the self (Clayton, 2003) - can be seen as a strong influence 

on the change of behaviours towards a commitment to environmentally conscious behaviour. 

In my dissertation I will explore the significance of environmental identity and its effect on 

environmentally-friendly behaviour in the interest of revealing the role of environmental 

identity in environmentally-friendly activities and the development of sustainable consumption. 

1.1. OBJECTIVE OF THE RESEARCH 

Along with consumer behaviour research, green marketing and social marketing, among 

others, environmental psychology also deals with the examination of the determining factors of 

environmentally-friendly behaviour, although the results do not always lend themselves to 

mutual use and interconnections. The themes of research in the different fields are strongly 

connected and thus – as I have continued my studies in both fields – I consider it to be 

particularly important and essential to use the results obtained in both fields in my dissertation. 

The dissertation focuses on psycho-graphic factors, as personality and environmental 

identity in particular. In the research of the development of environmentally-friendly behaviour, 

the examination of the role of personality (Davis et al., 2009; Dono et al., 2010; Hinds & Sparks, 

2008) is justified by the existing gap (Csutora, 2012; Kraus, 1995; Vermeir & Verbeke, 2006) 

between attitude and actual behaviour. In order to understand the concept of environmental 

identity, an emphasis is placed on the theory of the development of personality as well as on 
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marketing aspects. Later, I will go on to determine in detail the possibilities of examining the 

relationship between individuals and nature and the concept of environmental identity. 

The primary goal of my research is to build environmental identity into the established 

models of consumer behaviour and examine the effect of environmental identity on the extent 

of environmentally conscious behaviour.  

The question of my research is as follows: What are the main determining factors of 

environmentally-friendly behaviour and what effect does environmental identity has in 

particular? 

I have also formulated the following sub-queries in relation to my research question: 

1. What are the possible methods for measuring environmental identity?  

2. Which factors have an effect on the strength of environmental identity? 

3. What direction and strength has the effect of environmental identity on 

environmentally-friendly behaviour? Is there a direct effect of environmental identity, 

and if so, the mediating effect of which psycho-graphic factors needs to be taken into 

consideration? 

The practical significance of the research is to raise the possibility of introducing and justifying 

the new factor of environmental identity in the focus of social marketing campaigns focusing 

on developing environmentally-friendly activities. With exploring the measurement, 

determining factors, effect, connections and complex relations of environmental identity, the 

foundation of the nature and possible focal points of marketing activities is laid down. 

1.2. THEORY OF RESEARCH, PRIOR RESEARCH 

A bond to nature through experiencing a natural environment as belonging a community 

is a prerequisite of environmentally conscious behaviour (Mayer & Frantz, 2004). If we can 

view nature as a community in which we live, we will learn to love, respect and protect it. The 

identity theories of social psychology – as symbolic interactionism (Mead, 1973) and the Social 

Identity Theory (Tajfel, 1981) ─ form the foundations of my starting point, that social 

interactions and group membership can have a significant effect on the individual self-concept. 

These feelings of identity with group members appear and can determine our attitudes and ways 

of thinking: that is, how one should feel and behave as a member of a group (Tajfel, 1981). The 

basis of examining environmental identity is for the individual to view the natural environment 

as a community and thus the environment will become a part of the self (Clayton & Opotow, 

2003). As the environment becomes part of our identity, it will ascertain a community role and 

with this role comes responsibility (Clayton & Opotow, 2003). Thus, the formation of 
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environmental identity can directly explain how abstract global problems will become a 

personal issue.  

In the wording of Clayton (2003), environmental identity can be captured in the 

following statement: ‘An environmental identity is one part of the way in which people form 

their self-concept: a sense of connection to some part of the nonhuman natural environment, 

based on history, emotional attachment, and/or similarity, that affects the ways in which 

perceive and act toward the world; a belief that the environment is important to us and an 

important part of who we are’ (Clayton, 2003:45-46). Environmental identity is thus the degree 

to which an individual views his relationship with nature as a key part of his own personality 

(Piskóti, 2013). Environmentally-friendly actions are not generally carried out for the sake of 

improving our usefulness, but in the interest of achieving moral satisfaction. (Clayton, 2003). 

An important motivation of commitment towards environmentally-friendly behaviour is to 

convey information about the self and membership of a community. With the help of this 

function, an examination of identity can provide an opportunity to predict the behaviour of 

others with similar identities (Zavestoski, 2003) as well as assisting in the formation of 

environmentally-friendly actions. 

In the interest of more easily reaching the environmentally conscious consumer, many 

variables have been used in an attempt to characterize them by researchers. Demographic 

variables represent one of the most specific categories on the basis of the ease of applicability 

of segmentation (Straughan & Roberts, 1999). The typical environmentally conscious 

consumer has the following characteristics: young adult, mid-high income and highly educated, 

and urban woman (Diamantopoulos et al., 2003).  

From another perspective, researchers examining psycho-graphical and social factors 

entered the fray. They confirmed that the factors have more predictive power on 

environmentally-friendly behaviour, than demographics (Straughan & Roberts, 1999). Among 

the most common concepts examined were environmental knowledge, environmental attitude, 

value orientations, and environmental concern (Leonidou et al., 2010). Numerous studies 

(Bamberg & Möser, 2007; Zsóka et al., 2013) have linked the aforementioned factors to 

environmentally-friendly behaviour, on average with a strong relationship, but different 

researchers have found varied results.  

Personality has been added to the group of psycho-graphic factors in the last few years 

(Bartels & Hoogendam, 2011; Brügger et al., 2011). The concept of environmental identity 

integrates individual feelings and closeness to nature into personality. We can view bonds to 

the environment, a feeling of commitment as important factors in the development of 
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personality and identity of an environmentally conscious individual. The relationship between 

the environment and the individual was defined the theoretical concept of self and identity with 

a different emphasis (Bragg, 1996; Cantrill & Senecah, 2001; Clayton, 2003; Thomashow, 

1995). 

Thomashow defines ecological identity as relating to ‘all the different ways people 

construe themselves in relationship to the earth as manifested in personality, values, action, and 

sense of self. Nature becomes an object of identification’ (Thomashow, 1995: 3.). Nature thus 

forms the foundation of identification. Thomashow approaches ecological identity from an 

environmental education perspective, emphasising that in the formulation of ecological 

identity, the interpretation of life experiences overshadows the significance of social and 

cultural interactions. The formulation of ecological identity is said to occur on an individual 

basis, reflecting the individual's cognitive, intuitive and emotional perceptions.   

In the words of Zavestoski – who based his research on the roots of deep ecology – 

ecological identity is ‘that part of the self that allows individuals to anticipate the reactions of 

the environment to their behavior’ (Zavestoski, 2003:299). In relation to formulation, and in a 

similar vein to Thomashow, individual experience is emphasised. Although the author focuses 

primarily on nature and human interactions, he also highlights the importance of social feedback 

whilst emphasising the role of feedback. Nature reacts fundamentally indirectly and in a delayed 

manner to human activities, but the feedback, that for example is given to air and water pollution 

(e.g. in the form of natural disasters), can have damaging effects on human health. Due to the 

indirect effects however, the feedback signs for the social environment are more easily 

realisable and must be taken into consideration when analysing this topic as these feedback 

signs can determine the interaction between nature and humans as well as validating actions 

guided by ecological identity. The power of the activity influencing of ecological identity thus 

lies primarily in the relationship with the rest of our social identities. This is why it is important 

for the social environment to not give a positive social meaning to environmentally damaging 

forms of behaviour.  

In the aforementioned environmental identity concept of Clayton, social influence plays 

an important role in the analysis since the way we understand nature, its values and usage is 

culturally influenced, and permeates the way we consider ourselves as a part of nature (Clayton 

& Opotow, 2003). In the analysis of environmental identity, social influence does not mean the 

effect of human groups, but that of nature as a social environment. In my dissertation I examine 

environmental identity within this framework. 
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In the process of research into environmentally-friendly behaviour, the concept of 

environmental identity is necessary to consider, based on the following highlighted factors: 

- Just as other social identities shape, guide and give meaning to social interactions, 

environmental identity is also a key factor in the formulation of a meaningful interaction 

between humans and the environment (Zavestoski, 2003).  

- A part of the self-concept is individual attitudes and values. The effect of attitudes and 

values on behaviour is something that has occupied researchers for many years and its 

relevance has been demonstrated (Kraus, 1995). Consequently, the effect on personal 

behaviour is probable and testable (Clayton, 2003). 

- The attitudes focused on by prior research was not a strong enough predictor of actual 

behaviour, merely behavioural intentions (Bamberg & Möser, 2007; Csutora, 2012). 

- Environmentally-friendly actions are generally carried out in the interest of achieving 

moral satisfaction and not to increase self usefulness. (Clayton, 2003). A commitment 

towards environmentally-friendly behaviour is an important motivating factor in order 

to convey information about the self and group membership. 

- Identity can be understood as a motivation system as it possesses an organizing-

orienting function above behaviour and actions (Pataki, 2008). This is observable for 

example in personal behaviour through a whole range of situations and with a manifest 

consistency. Thus, identity enables the prediction of expected behaviours (Stryker & 

Burke, 2000), and to anticipate the behaviours of those with similar identities 

(Zavestoski, 2003). 

One aim of my dissertation is to examine the possibilities for measuring environmental 

identity. The scales developed for the measurement of relations between humans and the 

environment can be differentiated in two main ways. Firstly, the primary difference comes from 

which dimension of the environment and humans the approach focuses on (Brügger et al., 

2011). For example, Mayer and Frantz's (2004) Connectedness to Nature scale examines 

primarily the emotional attachment, whereas Clayton (2003) focuses on nature's role in personal 

identification. Secondly, it is worth examining whether explicit or implicit measurements are 

used, that is whether the relationship between individuals and nature is treated as a conscious 

or subconscious phenomenon. The most common scales examining environmental bonds are 

summarised in table 1. 
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Scale Year Concept Method of 

Measurement 

Schultz: Inclusion of 

nature in the self (INS) 

2001 Adaptation of Aron (1992) scale, 

examination of the strength of relationship 

between individual and nature. 

Implicit, 1 item 

Clayton: Environmental 

Identity (EID) 

2003 The role and extent of nature in individual 

self-definition. Cognitive and affective 

perspectives also examined. 

1 dimension 

Explicit, 24 items 

Schultz: IAT - Nature 2004 Implicit measurement tool examining the 

strength of bonds to nature and the built 

environment. 

Implicit Association 

Test 

Mayer – Frantz: 

Connectedness to Nature 

(CNS) 

2004 Examining the emotional bonds to nature. 

1 dimension 

Explicit, 14 items 

Nisbet – Zelenski – 

Murphy: Nature 

Relatedness Scale (NR) 

2009 Examination of a nature related 

personality. 

Emotional, cognitive and experience 

aspects of nature relatedness are also taken 

into consideration.  

3 dimensions 

Explicit, 21 items 

Clayton: Environmental 

Identity (EID), short 

version 

2011 The role and extent of nature in individual 

self-definition. Cognitive and affective 

perspectives also examined. 

1 dimension 

Explicit, 11 items  

Table 1. Summary of scales examining the relations between individuals and nature  

Source: own editing 

 

2. METHODS APPLIED  

In the course of my dissertation I examine one possible route to commitment to 

environmentally conscious behaviour with the strengthening of environmental identity. During 

the analysis of the relationship between environmentally conscious behaviour and 

environmental identity I also examine the role of those psycho-graphic factors employed in 

models of environmentally conscious consumer behaviour that are given priority in the 

literature such as environmental attitude, environmental concern, personal norms and values. 

The aim of the research is to examine the effect on environmental identity on environmentally 

conscious behaviour as well as mediating factors from a wide perspective by entering them into 

a conceptual model. My research is based on internalist models and within these models those 

emphasising pro-social motivations. I use the Value-Belief-Norm model (Stern et al., 1999) as 

a starting point for my dissertation. 
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Figure 1: Theoretical model of my research 

Source: own editing 

 

The basic assumption of the model is that the development of environmental identity is 

a key component of committing to environmentally conscious behaviour, as those individuals 

who have stronger environmental identity carry out more environmentally-friendly activities 

(Clayton, 2003). Values occupying a central location in the individuals cognitive system, are 

stable personality characteristics which have an effect on the development of environmental 

identity as well as on attitudes and behaviours (Homer & Kahle, 1988; Kamakura & Novak, 

1992). In the current model I take into account values as determining factors of personality. The 

second part of the model is based on the effects to foster behaviour of norm activation 

(Schwartz, 1977, Stern, 1999). Environmental attitude and concern for the environment 

promote the activation of personal norms and the appearance of these effects on behaviour. 

My initial assumption is therefore that environmental identity is such a fundamental 

factor which has a strong direct effect on behaviour and indirect effect through environmental 

attitudes, environmental concern and norms as well. 

2.1. RESEARCH QUESTIONS AND HYPOTHESES 

The theoretical model I have established (fig.1) is based on a processing of the literature 

as well as primary research results obtained in the subject over the last few years. The model 

contains the most commonly employed psycho-graphic factors for determining the 

development of environmentally conscious behaviour with the goal of systematizing the 

examination of the concept of environmental identity. Table 2 details the two further pieces of 

research I carried out to answer the research questions stemming from previous studies. During 

the course of research for my dissertation I analysed the reliability of the possibilities for 

Demographic 

variables 

Values 

Environmental 

identity  

Environmental 

attitude 

Environmental 

concern 

Personal norm 

Environmentally 

conscious 

behaviour 
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explicit and implicit measurements and their relationships with actual behaviours. My initial 

assumptions on environmental identity viewed as a subconscious concept are the following: 

The positive effect of implicit environmental identity on environmentally conscious consumer 

behaviour is stronger than the positive effect of explicitly measured identity. 

The second research focuses on the quantitative examination of the relationship between 

environmental identity and environmentally-friendly behaviour. Based on the model presented 

I have defined 6 hypothesis groups: 

H1: Environmental identity positively affects environmentally-friendly behaviour. That is the 

stronger the environmental identity is, the more environmentally-friendly behaviour will be 

done. 

H2a: The level of education has a positive effect on environmental identity. That is the higher 

the level of education, the stronger the environmental identity. 

H2b: Women have a stronger environmental identity. 

H2c: Income has a positive effect on environmental identity. That is the higher the individual's 

income, the stronger their environmental identity.  

H2d: Age has a negative effect on environmental identity. That is younger people have a 

stronger environmental identity. 

H3: Internal values have a stronger effect than external values on environmental identity.  

H4a: Environmental identity has a positive effect on environmental concern. 

H4b: Environmental identity has the strongest effect on biospheric concern compared to egotist 

and altruistic concerns. That is those individuals with a stronger environmental identity tend to 

have biospheric concerns whereas those individuals with low environmental identity tend to 

have egotistic concerns. 

H4c: Environmental concern has a positive effect on environmentally conscious behaviour. 

H5a: Environmental identity has a positive effect on environmental attitudes.  

H5b: Environmental attitudes have a positive effect on environmentally conscious behaviour.  

H6a: Environmental identity has a positive effect on personal norms. 

H6b: Personal norms have a positive effect on environmentally conscious behaviour. 
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Research method Description of research method Respondents 
Sample 

size 

Date of data 

collection 

Method of analysis and 

processing 

Qualitative preliminary 

study│ Examining 

interpretations of nature 

Narrative analysis, analysis of 

essays on positive and negative 

experiences of nature  

First year university 

students (MA) 

34 people 

(68 

essays) 

May 2011 Atlas Ti 5.2 qualitative 

analysis software with 

additional use of  IBM SPSS 

software 

Quantitative preliminary 

study│ scale testing 

Online research Third year 

university students 

(BA) 

299 

people 

November 

2011 

Using IBM SPSS software 

package 

Implicit Association 

Test│Testing of methods 

of implicit measurement 

Measurement of the implicit 

relationship between the 

individual and nature using 

IAT-Nature methods 

Second and third 

year university 

students (BA) 

199 

people 

December 

2012 

D-Measurement, Using 

FreeIAT program, and the 

IBM SPSS software package 

Quantitative research│ 

Creation of regression 

path analysis 

Online research, national 

representative sample 

Hungarian residents 

who are regular 

internet users 

954 

people 

April 2012 Using IBM SPSS and 

AMOS software package 

Table 2. Research methods 

Source: own editing 
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3. RESULTS OF THE THESIS  

During the course of my dissertation, certain research phases built on each other; 

thereby, I attempted to examine the questions of the effects and measurements of environmental 

identity in a detailed and structured manner. The starting point was a qualitative exploratory 

research and I went on to test my hypotheses during the quantitative analysis. 

Qualitative Research – Preliminary Study 

The goal of the research was to understand and analyse what the nature means to the 

respondents. Through the narration of the student’s experiences, the positive and negative 

experiences relating to nature were revealed. These were the main conclusions of the research: 

- Nature can be interpreted in a number of manners which depend strongly on positive or 

negative emotional experiences. The most commonly emerging negative phenomenon 

was the weather whereas hiking or walking in the forest as well as water experiences 

were listed as positive. 

- Experiences as a small child (primary school) were mentioned more often that current 

experiences. 

- In the case of parents, leading by example and the importance of common experiences 

were emphasised in the essays, whereas in the case of their contemporaries, common 

experiences, and relaxation were the emphasised viewpoint for socialising. 

- The 5 dimensions of environmental identity – identification with nature, positive 

experiences in nature, salience of the identity, ideological support and the 

autobiograpchical component – which Clayton (2003) suggests for the interpretation of 

the concept all appeared in the essays although with varying emphasis. 

In summary, the research confirmed the broad interpretation of the concept of nature. In the 

narratives about the bonds to nature as well as emotional attitudes to nature the dimensions 

applied in the analysis of environmental identity were present. These confirmed the relevance 

and appropriate approach of the concept of environmental identity. On the basis of these results 

I have prepared the followed preliminary study which focused on the concrete possibilities for 

measurement of the concept of environmental identity. 

Quantitative Research – Preliminary Study 

The goal of the research was the testing of the scales developed for the examination of 

relationships with nature in the interest of choosing the appropriate measurement tool.  
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- The reliability and validity measures of the scales examined [Schultz (2001) Inclusion 

of nature in the self (INS) scale, Nisbet – Zelenski – Murphy (2009) Nature Relatedness 

(NR) scale, Clayton (2003) Environmental Identity (EID), short version] supported the 

application of Clayton’s Environmental Identity scale. 

- The EID scale showed appropriate reliability, the exploratory principal component 

analysis resulted 1 factor representing 47% of the variance.  

The research promotes the choice of Clayton’s Environmental Identity scale for application in 

the second quantitative research conducted for model development. However, the applicability 

related to implicit measurement draws attention to a more accurate research, on the basis of 

which I prepared my research with the use of the Implicit Association Test. 

Implicit Association Test 

In this section, the goal of the research was a deeper examination of the relationship between 

the individual and nature. In the analysis of Dunlap et al. (2000) the bond between the individual 

and the environment is not a conscious experience, we do not consider it regularly. Due to this, 

they recommend the application of implicit tests, of which I employed the Implicit Association 

Test based on the work of Schultz et al. (2004). 

- In the process of the indirect examination of the connection between nature and the 

individual I experienced similar preferences from the respondents between the built 

environment and the natural environment. A weaker bond to nature was shown 

compared to previous experiences in an international comparison. 

- There was no relationship between the results of the implicit measurement and 

environmentally-friendly activities. 

- In the case of direct measurements I found equally medium strength correlations 

between environmental attitudes and environmentally-friendly behaviour as well as 

between environmental identity and environmentally-friendly behaviour. 

The research confirms the applicability of explicit measurements on the basis of which I created 

my quantitative research concept for examining environmental identity and environmentally 

conscious behaviour. 

Quantitative Research, Regression Path Analysis 

The goal of the research was to examine the determining factors of environmental identity as 

well as an exploration of the effect of environmental identity on environmentally-friendly 

behaviour. Further psycho-graphic factors were also included in the analytical model and I 
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tested the mediating effects of personal norms, environmental attitudes and environmental 

concerns. 

- Clayton’s Environmental Identity scale has the appropriate level of reliability (on the 

basis of the Cronbach Alfa and Split-half methods). The structure of the scale was 

examined with confirmative factor analysis, which confirms the unidimensionality; 

however, among the fit indices the AVE index is slightly lower than expected 

(AVE=0.47) and the RMSEA index exceeds 0.05 (0.085). The results confirm that the 

scale is fundamentally well structured, but more refinements are required.  

- Among the demographic factors of gender, age, family status and the size of household 

have a significant effect on environmental identity. Women and older people have a 

stronger environmental identity. Single people show a significantly weaker 

environmental identity which is also reflected in the size of household (the highest 

average on environmental identity scale was those households of 2 people). 

- The sense of accomplishment, Self-fulfilment and Security are among the values that 

have a significant effect on environmental identity. 

- The environment friendly activity is explained as 24% in the model based on 

environmental identity, personal norm, environmental attitude and environmental 

concern (R^2=0.24). 

- There is a positive relationship between environmental identity and environment 

friendly activity, full effect of environmental identity has a regression coefficient of 

0.446. 

- Environmental identity, environmental attitude and personal norm related to personal 

responsibility have direct positive effect on environmentally friendly activity. 

- There is a weak negative effect of personal norms related to business responsibility, 

calling attention to the negative effects of passing responsibility to environmentally-

friendly activities. 

On the basis of the results, the summary of the results of the evaluation of the hypotheses 

as well as the 6 final theses compiled as a result of the hypothesis test are shown in table 3. 

Research results can be summarized in a way that environmental identity has a medium strong 

positive effect on environment friendly activity. I wish to outline that environmental identity 

has the most significant effect on behaviour compared to the psycho-graphic factors examined. 

The results are in line with researches incorporating social identity into the examination of 

environmentally-friendly behaviour (Davis et al., 2011; Dono et al., 2010; Hinds & Sparks, 
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2008), and that showed significant effect. My dissertation model emphasises the role of 

environmental identity thus focusing it for social marketing campaigns supporting environment. 

Hypothesis Acceptance Final thesis 

Preliminary assumption for IAT research: 

The positive effect of implicit 

environmental identity on 

environmentally conscious consumer 

behaviour is stronger than the positive 

effect of explicitly measured identity. 

Not proven, 

no detectable 

effect 

 

H1: Environmental identity positively 

affects environmentally-friendly 

behaviour. That is the stronger the 

environmental identity is, the more 

environmentally-friendly behaviour will 

be done. 

Proven 

1. Environmental identity has a medium strong 

positive effect on environmentally conscious 

behaviour even indirectly through mediating 

variables. 

H2a: The level of education has a positive 

effect on environmental identity. That is 

the higher the level of education, the 

stronger the environmental identity. 

Not proven, 

no detectable 

effect 

2. Among the demographic factors of gender, 

age, family status and the size of household 

have a significant effect on environmental 

identity. 

H2b: Women have a stronger 

environmental identity. 
Proven 

H2c: Income has a positive effect on 

environmental identity. That is the higher 

the individual's income, the stronger their 

environmental identity.  

Not proven, 

no detectable 

effect 

H2d: Age has a negative effect on 

environmental identity. That is younger 

people have a stronger environmental 

identity. 

Not proven, 

positive effect 

H3: Internal values have a stronger effect 

than external values on environmental 

identity.  

Partially 

proven 

3. The sense of accomplishment, Self-

fulfilment and Security are among the values 

that have a significant effect on environmental 

identity. 

H4a: Environmental identity has a 

positive effect on environmental concern. 
Proven 

4. Environmental identity has a positive effect 

on each type of concern. The strongest 

relationship appears in connection with 

biospheric concern. 

H4b: Environmental identity has the 

strongest effect on biospheric concern 

compared to egotist and altruistic 

concerns.  

That is those individuals with a stronger 

environmental identity tend to have 

biospheric concerns whereas those 

individuals with low environmental 

identity tend to have egotistic concerns. 

Proven 

H4c: Environmental concern has a 

positive effect on environmentally 

conscious behaviour. 

Not proven, 

no detectable 

effect 

H5a: Environmental identity has a 

positive effect on environmental 

attitudes. 

Proven 

5. Environmental attitude has a mediating role 

with positive effect on the relationship between 

environmental identity and environmentally 

conscious behaviour. 

H5b: Environmental attitudes have a 

positive effect on environmentally 

conscious behaviour. 

 

 

Proven 
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H6a: Environmental identity has a 

positive effect on personal norms. 
Proven 

6. Environmental identity has a positive effect 

on personal norms. As for personal norms, 

individual responsibility has a positive effect 

while responsibility owing to business has 

negative effect on environmentally conscious 

behaviour. 

H6b: Personal norms have a positive 

effect on environmentally conscious 

behaviour. 

Partially 

proven 

Table 3: Summary of hypothesis test results 

Source: own analysis 

 

In the current research we examined the effect of environmental attitudes in the 

framework of two concepts. In the case of an environmental worldview (NEP scale) we found 

a positive but weaker than medium level positive effect. On the basis of the factor analysis of a 

domestic sample with the New Environmental Paradigm scale, 3 main dimensions are examined 

(for more details see Hofmeister-Tóth et al., 2012), the belief in the superiority of individuals, 

scepticism in the face of environmental innovations, and concern over the environmental crisis. 

These concepts have a general approach and thus a strong direct relationship is not to be 

expected on the measurement of concrete environmentally conscious behaviour (Ajzen & 

Fishbein, 1977). Environmental concern has no direct effect on environmentally-friendly 

behaviour and merely affects the environmental worldview. Thus environmental identity does 

not just have a direct effect, but with the positive effect on biospheric environmental concern, 

it is a strong determining indirect variable on worldview. In the hypotheses of my research I 

took into account the measurement of environmental attitudes as a mediating factor, which was 

confirmed by the empirical research. Environmental identity has an effect on both concepts. It 

is also important to emphasise that the strong connection I supposed between environmental 

identity and environmental concern was confirmed by the model. This coincides with Schultz's 

theory which proposes that if an individual views nature as a part of identity then they will have 

a stronger biospheric concern than altruistic or egotistical concern (Schultz, 2000). 

From a point of view of the practical usefulness of the results it is necessary to elaborate 

on the interpretation of personal norms. In every sub-scale, environmental identity has a 

generally perceivable positive effect on personal norms. Therefore, environmental identity also 

has a role in how much an individual accepts personal responsibility and to what extent they 

attribute responsibility to governments and businesses. The strongest effect of environmental 

identity was perceivable in the case of individual norms of responsibility, and norms also have 

a direct positive effect on environmentally-friendly behaviours. In my view, this relationship 

reflects the fact that individuals with a stronger environmental identity – through the fact that 

their identity is viewed as a part of nature – can more easily accept personal responsibility as 

they know that if their norms are breached, there will be a negative effect on what is important 

to them, that is nature (Stern, 2005). An individual takes into account the consequence of their 
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own actions as it has an effect on their internalised and activated personal norms and thus 

actively carries out environmentally friendly activities (Babcock, 2009). For the evolution of 

sustainable development, recognition of the responsibility of others concerned such as of 

governments and businesses is of course indispensable. The expectations of individuals and 

consumers towards governments and businesses can also put pressure on government 

regulations and business activities. The results however show that the internalisation of business 

responsibility as a norm has a weak negative effect on environmentally-friendly behaviour, 

which in my view can be explained by the possibility to pass the buck. 

3.1. THE THEORETICAL AND PRACTICAL SIGNIFICANCE OF EXAMINING ENVIRONMENTAL 

IDENTITY 

In marketing, in the field of environmental protection researches primarily examined 

the concept of identity in the form of products and shopping situation specific social identity 

(e.g. green consumer identity, see Sparks & Shepherd, 1992; Whitmarsh & O'Neill, 2010). The 

aim of the current research is to analyse the identity outside concrete shopping situations, 

examining it on a general level in order to make a wider range of environmentally-friendly 

activities more explainable. In the interests of this, my research analyses in detail the concept 

of environmental identity – nature as a social environment interpretative identity. The concept 

is already established in the field of environmental psychology but the models place a different 

emphasis on the explorations. The significance of my dissertation is to prove the existence of a 

direct effect between a relationship with nature and environmentally friendly behaviours.  

The novelty of my research is the placing of environmental identity in a model, based 

on my previous studies and on the concept model of Stern Value – Belief – Norm (1999). 

Thereby I took into account the effects of environmental identity on environmental attitudes, 

environmental concerns and personal norms. The results explored by analysing in detail the 

effects of environmental identity demonstrated new relationships, that I summarized in my 

theses, strengthening the forecasting role of environmental identity in the determination of 

environmentally friendly consumer behaviour. Involving psycho-graphic variables into the 

model means the first step in the testing of environmental identity in Hungary and in the 

preparation of its practical use. Environmental identity has a positive effect on both 

environmentally conscious behaviour and the mediating variables, thus the results support the 

application of environmental identity in the further researches on the concept of 

environmentally friendly behaviour.  
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The practical significance of the research is that in social marketing campaigns directed 

at developing environmentally-friendly activities, environmental identity is raised as a new 

factor to be introduced. The toolbox of social marketing is applicable for the support of 

behavioural change; however, the problem often arises that social marketing experts often do 

not receive the knowledge obtained by environmental psychology and consumer behaviour 

researchers (McKenzie-Mohr, 2000). With my dissertation I aim to further promote the flow of 

knowledge and communication between the two fields. Social marketing campaigns aimed at 

developing and supporting environmentally-friendly behaviour fundamentally approach it from 

two directions. On the one hand, ensuring the formation of positive attitudes and environmental 

knowledge, on the other hand a desire to influence people with economic motives. These 

concepts are built fundamentally on the concept of a rational individual who alter their 

behaviour according to economic and individual interests. The results of my dissertation, in 

accordance with the literature, emphasise however that biospheric value orientations and a close 

personal bond with nature can provide a basis for the development of environmentally-friendly 

behaviour. In the interests of this, campaigns should focus not only on overcoming the obstacles 

to environmentally-friendly behaviour but to the formation of environmental identity with the 

promotion of a close relationship with nature.  

In approaching integrated marketing, a broad range of stakeholders can take part in the 

activities of social marketing. Direct experiences of nature have to be implemented alongside 

indirect and symbolic experiences of nature into environmental education more strongly, based 

on governmental policies. The civil sphere can promote the formation and internalisation of 

environmental personal norms, whilst businesses can encourage the appearance of 

environmental identity and environmentally-friendly activities with choice editing.  

 

4. REFERENCES 

Ajzen, I., and Fishbein, M. (1977). Attitude–behavior relations: A theoretical analysis and 

review of empirical research. Psychological Bulletin, 84(5), 888–918. doi: 

http://dx.doi.org/10.1037/0033-2909.84.5.888 

Babcock, H. M. (2009). Assuming Personal Responsibility for Improving the Environment: 

Moving Toward a New Environmental Norm. Harvard Environmental Law Review, 33, 

117-175.  

Bamberg, S., Möser, G. (2007). Twenty years after Hines, Hungerford, and Tomera: A new 

meta-analysis of psycho-social determinants of pro-environmental behaviour. Journal 

of Environmental Psychology, 27(1), 14-25. doi: 

http://dx.doi.org/10.1016/j.jenvp.2006.12.002 



21 

 

Bartels, J., Hoogendam, K. (2011). The role of social identity and attitudes toward sustainability 

brands in buying behaviors for organic products. Journal of Brand Management, 18(9), 

697-708. doi: http://dx.doi.org/10.1057/bm.2011.3 

Bragg, E. A. (1996). Towards Ecological Self: deep ecology meets constructionist self-theory. 

Journal of Environmental Psychology, 16(2), 93-108. doi: 

http://dx.doi.org/10.1006/jevp.1996.0008 

Brügger, A., Kaiser, F. G., Roczen, N. (2011). One for All? Connectedness to Nature, Inclusion 

of Nature, Environmental Identity, and Implicit Association with Nature. European 

Psychologist, 16(4), 324-333. doi: http://dx.doi.org/10.1027/1016-9040/a000032 

Cantrill, J. G., Senecah, S. L. (2001). Using the "sense of self-in-place" construct in the context 

of environmental policy-making and landscape planning. Environmental Science and 

Policy, 4(4-5), 185-203. doi: http://dx.doi.org/10.1016/S1462-9011(01)00023-5 

Clayton, S. (2003). Environmental Identity: A Conceptual and an Operational Definition 

Clayton, S. and Opotow, S. (Eds.), Identity and the Natural Environment: The 

Psychological Significance of Nature  (pp. 45-67). Cambridge, Massachusetts: The MIT 

Press 

Clayton, S., and Opotow, S. (2003). Introduction: Identity and the Natural Environment 

Clayton, S. and Opotow, S. (Eds.), Identity and the Natural Environment: The 

Psychological Significance of Nature. Cambridge, Massachusetts: The MIT Press 

Csutora, M. (2012). One More Awareness Gap? The Behaviour–Impact Gap Problem. Journal 

of Consumer Policy, 35, 145-163. doi: http://dx.doi.org/10.1007/s10603-012-9187-8 

Davis, J. L., Green, J. D., and Reed, A. (2009). Interdependence with the environment: 

Commitment, interconnectedness, and environmental behavior. Journal of 

Environmental Psychology, 29(2), 173-180. doi: 

http://dx.doi.org/10.1016/j.jenvp.2008.11.001 

Davis, J. L., Le, B., and Coy, A. E. (2011). Building a Model of Commitment to the Natural 

Environment to Predict Ecological Behavior and Willingness to Sacrifice. Journal of 

Environmental Psychology, 31(3), 257-265. doi: 

http://dx.doi.org/10.1016/j.jenvp.2011.01.004 

Diamantopoulos, A., Schlegelmilch, B. B., Sinkovics, R. R., and Bohlen, G. M. (2003). Can 

socio-demographics still play a role in profiling green consumers? A review of the 

evidence and an empirical investigation. Journal of Business Research, 56(6), 465-480. 

doi: http://dx.doi.org/10.1016/S0148-2963(01)00241-7  

Dono, J., Webb, J., and Richardson, B. (2010). The relationship between environmental 

activism, pro-environmental behaviour and social identity. Journal of Environmental 

Psychology, 30(2), 178-186. doi: http://dx.doi.org/10.1016/j.jenvp.2009.11.006 

Dunlap, R. E., Van Liere, K. D., Mertig, A. G., and Jones, R. E. (2000). Measuring Endorsement 

of the New Ecological Paradigm: A Revised NEP Scale. Journal of Social Issues, 56(3), 

425-442. doi: http://dx.doi.org/10.1111/0022-4537.00176 

Hinds, J., and Sparks, P. (2008). Engaging with the natural environment: The role of affective 

connection and identity. Journal of Environmental Psychology, 28(2), 109-120. doi: 

http://dx.doi.org/10.1016/j.jenvp.2007.11.001 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2012). Segmentation of the Hungarian 

consumers using the new ecological paradigm (NEP) scale. Interdisciplinary 

Environmental Review, 13(1), 21-41. doi: http://dx.doi.org/10.1504/IER.2012.046098 

Homer, P., and Kahle, L. R. (1988). A Structural Equation Test of the Value-Attitude-Behavior 

Hierarchy. Journal of Personality and Social Psychology, 54(4), 638-646. doi: 

http://dx.doi.org/10.1037/0022-3514.54.4.638 

Kamakura, W. A., and Novak, T. P. (1992). Value-System Segmentation: Exploring the 

Meaning of LOV. Journal of Consumer Research, 19(1), 119-132.  



22 

 

Kraus, S. J. (1995). Attitudes and the Prediction of Behavior: A Meta-Analysis of the Empirical 

Literature. Personality and Social Psychology Bulletin, 21(1), 58-75. doi: 

http://dx.doi.org/10.1177/0146167295211007 

Leonidou, L. C., Leonidou, C. N., and Kvasova, O. (2010). Antecedents and outcomes of 

consumer environmentally friendly attitudes and behaviour. Journal of Marketing 

Management, 26(13-14), 1319-1344. doi: 

http://dx.doi.org/10.1080/0267257X.2010.523710 

Mayer, F. S., and Frantz, C. M. (2004). The connectedness with nature scale: a measure of 

individuals’ feeling in community with nature. Journal of Environmental Psychology, 

24(4), 503-515. doi: http://dx.doi.org/10.1016/j.jenvp.2004.10.001 

McKenzie-Mohr, D. (2000). Promoting Sustainable Behavior: An Introduction to Community-

Based Social Marketing. Journal of Social Issues, 56(3), 543-554.  

Mead, G. H. (1973). A pszichikum, az én és a társadalom. Budapest: Gondolat Kiadó.  

Nisbet, E. K., Zelenski, J. M., and Murphy, S. A. (2009). The Nature Relatedness Scale. 

Environment and Behavior, 41(5), 715-740. doi: 

http://dx.doi.org/10.1177/0013916508318748 

Pataki, F. (2008). Az "eltünt én" nyomában. Magyar Pszichológiai Szemle, 63(3), 409-470. doi: 

http://dx.doi.org/10.1556/MPSzle.63.2008.3.1 

Piskóti, M. (2013). Nature and Self - The presence of Environmental Identity in narratives in 

Hungary. Global Business & Economics Anthology, 1, 262-274.  

Schultz, P. W. (2000). Empathizing With Nature: The Effects of Perspective Taking on Concern 

for Environmental Issues. Journal of Social Issues, 56(3), 391-406. doi: 

http://dx.doi.org/10.1111/0022-4537.00174 

Schultz, P. W. (2001). The Structure of Environmental Concern: Concern for Self, Other 

People, and the Biosphere. Journal of Environmental Psychology, 21(4), 327-339. doi: 

http://dx.doi.org/10.1006/jevp.2001.0227 

Schultz, P. W., Shriver, C., Tabanico, J. J., and Khazian, A. M. (2004). Implicit connections 

with nature. Journal of Environmental Psychology, 24(1), 31-42. doi: 

http://dx.doi.org/10.1016/S0272-4944(03)00022-7 

Schwartz, S. H. (1977). Normative influence on altruism Berkowitz, L. (Ed.), Advances in 

experimental social psychology  (Vol. 10, pp. 221–279). New York: Academic Press 

Sparks, P., and Shepherd, R. (1992). Self-Identity and the Theory of Planned Behavior: 

Assesing the Role of Identification with "Green Consumerism". Social Psychology 

Quarterly, 55(4), 388-399.  

Stern, P. C. (2005). Understanding Individuals' Environmentally Significant Behavior. 

Environmental Law Reporter, 35(11).  

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., and Kalof, L. (1999). A Value-Belief-Norm 

Theory of Support for Social Movements: The Case of Environmentalism. Research in 

Human Ecology, 6(2), 81-97.  

Straughan, R. D., and  Roberts, J. A. (1999). Environmental segmentation alternatives: a look 

at green consumer behavior in the new millennium. Journal of Consumer Marketing, 

16(6), 558-575. doi: http://dx.doi.org/10.1108/07363769910297506 

Stryker, S., and Burke, P. J. (2000). The past, present, and future of an identity theory. Social 

Psychology Quarterly, 63, 284 – 297.  

Tajfel, H. (1981). Human groups and social categories: Studies in social psychology. 

Cambridge: Cambridge University Press.  

Thomashow, M. (1995). Ecological Identity: Becoming a reflective environmentalist. 

Cambridge, Massachusetts: MIT Press.  



23 

 

Vermeir, I., and Verbeke, W. (2006). Sustainable food consumption: Exploring the consumer 

"attitude - behavioral intention" gap. Journal of Agricultural and Environmental Ethics, 

19(2), 169-194. doi: http://dx.doi.org/10.1007/s10806-005-5485-3 

Whitmarsh, L., and O'Neill, S. (2010). Green identity, green living? The role of pro-

environmental self-identity in determining consistency across diverse pro-

environmental behaviours. Journal of Environmental Psychology, 30(3), 305-314. doi: 

http://dx.doi.org/10.1016/j.jenvp.2010.01.003 

Zavestoski, S. (2003). Constructing and Maintaining Ecological Identities. Clayton, S. and  

Opotow, S. (Eds.), Identity and the Natural Environment: the psychological 

significance of nature  (pp. 297-316). Cambridge, Massachusetts: The MIT Press 

Zsóka, Á., Marjainé Szerényi, Zs., Széchy, A., and Kocsis, T. (2013). Greening due to 

environmental education? Environmental knowledge, attitudes, consumer behavior and 

everyday pro-environmental activities of Hungarian high school and university 

students. Journal of Cleaner Production, 48(June), 126-138. doi: 

http://dx.doi.org/10.1016/j.jclepro.2012.11.030  



24 

 

5. LIST OF PUBLICATIONS 

CHAPTER OF BOOKS 

Hofmeister-Tóth, Á., Kelemen, K., Piskóti, M., and Simay, A. E. (2012). Examining the 

Differences between the Environmentally Conscious Consumer Behavior in China and 

Hungary Czinkóczky, A., Kerekes, S. és Podruzsik, S. (Eds.), Economical, Social and 

Landscape Aspects of Sustainability and Liveability  (pp. 147-162). Budapest: New 

Széchenyi Plan, CUB (ISBN:978-963-503-501-4). 

 

Hofmeister-Tóth, Á., Kelemen, K., Piskóti, M., and Simay, A. E. (2012). Mobile Phones and 

Sustainable Consumption in China: An Empirical Study among Young Chinese 

Citizens Podruzsik, S. and  Kerekes, S. (Eds.), China- EU Cooperation for a 

Sustainable Economy  (pp. 263-272). Budapest: New Széchenyi Plan, CUB 

(ISBN:978-963-503-501-4). 

 
Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2012). Narratívák a fenntartható fejlődés 

előmozdítására Magyarországon. [Narratives about fostering sustainable development 

in Hungary]. In Kerekes, S. and  Jámbor, I. (Eds.), Fenntartható fejlődés, Élhető régió, 

Élhető települési táj  (Vol. 1, pp. 77-93). Budapest: Új Széchenyi Terv, BCE 

(ISBN:978-963-503-504-4). 
 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). A fenntartható fogyasztás trendjei 

és jellemzői Magyarországon és a régióban [Trends and characteristics of sustainable 

consumption in Hungary and in the Region]. In Csutora, M. and  Hofmeister-Tóth, Á. 

(Eds.), Fenntartható fogyasztás?  (pp. 53-76). Budapest: BCE Norway Grants 

(ISBN:978-963-503-465-9). 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). A zöld fogyasztás árnyalatai 

Magyarországon [The shades of green living in Hungary]. In Kerekes, S., Szirmai, V. 

and  Székely, M. (Eds.), A fenntartható fogyasztás környezeti dimenziói  (pp. 45-70). 

Budapest: Aula Kiadó (ISBN:978-963-339-004-7). 

 

Piskóti, M. (2011). Reduce, Reuse, Recycle! A szelektív hulladékgyűjtési magatartások 

vizsgálata Malota, E. and  Kelemen, K. (Eds.), Nemzetközi marketing a hazai 

gyakorlatban (pp. 106-111). Harlow: Pearson Custom Publishing (ISBN:978-1-78086-

314-6). 

 

JOURNAL ARTICLES 

Piskóti, M. (2015). A környezeti identitás szerepe a környezettudatos magatartásban ─ mérési 

lehetőségek értékelése. [The role of environmental identity in environmentally 

conscious behaviour - An investigation into the measurement of environmental 

identity].  Vezetéstudomány, In Press 

 

Neulinger, Á., and Piskóti, M. (2015): A testnevelő tanárok hivatásukkal szembeni attitűdjének 

megértése az ideális testnevelő képén keresztül. [Understanding the PE teacher’s 

attitude towards their profession through the evaluation of their ideal PE teacher vision]. 

START, In Press 

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2013). A környezetbarát 

fogyasztói magatartás formái, motivációi és a hátterükben álló pszichográfiai tényezők 

vizsgálata Magyarországon. [Motivations and psycho-graphic factors of 



25 

 

environmentally friendly consumer behaviour in Hungary]. Marketing és 

Menedzsment, 47(3), 34-42.  

 

Piskóti, M. (2013). Nature and Self - The presence of Environmental Identity in narratives in 

Hungary. Global Business & Economics Anthology, 1, 262-274.  

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2013). Give a Little, Gain a Lot: 

Volunteerism in Hungary. Global Business & Economics Anthology, 2, 207-220. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2012). Life paths in Hungary in the light 

of commitment to sustainability. Interdisciplinary Environmental Review, 13(4), 323-

339. doi: http://dx.doi.org/10.1504/IER.2012.051449 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2012). Segmentation of the Hungarian 

consumers using the new ecological paradigm (NEP) scale. Interdisciplinary 

Environmental Review, 13(1), 21-41. doi: http://dx.doi.org/10.1504/IER.2012.046098 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). A kognitív életkor és az 50+ 

generáció környezettudatos fogyasztói magatartása. [The cognitive age and the 

environmentally conscious consumer behaviour of the 50+ generation]. Marketing & 

Menedzsment, 45(3), 56-67. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). Environmentally Conscious 

Consumption Patterns in Hungarian Households. Society and Economy in Central and 

Eastern Europe 33(1), 51-68. 

 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). Self-Perceived Age of Hungarian 

Consumers. Global Business & Economics Anthology, 2(1), 127-136. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). The Shades of Green Living in 

Hungary. International Journal of Management Cases, 2, 5-14. 

 

Kelemen, K., and Piskóti, M. (2010). The Role of Environmental Dialogues in Online Female 

Communities. Marketing & Menedzsment, 44(3), 68-73. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2010). Changes in Consumer Behavior 

Patterns in the Light of Sustainability. Global Business & Economics Anthology, 2(1), 

303-311. 

 

CONFERENCE PAPERS      

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2014). Másokért tenni - 

Önkéntesség Magyarországon. [Doing good for others – Volunteering in Hungary]. 

Konferencia cikk a Marketing Oktatók Klubja konferencián, Szeged. 

 

Piskóti, M. (2014). A környezeti kötődés meghatározása és kapcsolata a környezeti attitűddel. 

[Connection to nature and environmental attitudes, an investigation into the 

measurement of environmental identity]. Konferencia cikk a Marketing Oktatók Klubja 

konferencián, Szeged.  

  



26 

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2013). A környezetbarát fogyasztói 

magatartás formái, motivációi és a hátterükben álló pszichográfiai tényezők vizsgálata 

Magyarországon. [Motivations and psycho-graphic factors of environmentally friendly 

consumer behaviour in Hungary]. Konferencia cikk a Marketing Oktatók Klubja 

konferencián, Budapest. 

Best paper of the conference award 

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2013). Give a Little, Gain a Lot: 

Volunteerism in Hungary. Konferencia cikk a Business & Economics Society 

International Conference konferencián, Monte Carlo, Monaco. 

 

Piskóti, M. (2012). A Természet és az Én – A Környezeti Identitás dimenzióinak megjelenése 

hallgatói narratívákban. [Examining the dimensions of the environmental identity in 

the context of narratives]. Konferencia cikk a Marketing Oktatók Klubja, 18. Országos 

Konferencián, Miskolc. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2012). Életutak Magyarországon a 

Fenntarthatóság Iránti Elköteleződés Tükrében. [Effects of consumer’s life path 

experiences on commitment to sustainability]. Konferencia cikk a Marketing Oktatók 

Klubja 18. Konferencia konferencián, Miskolc.   

 

Piskóti, M. (2012). The Presence of Environmental Identity in Narratives in Hungary. 

Konferencia cikk a Business & Economics Society International Conference 

konferencián, Salzburg. 

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2012). Why One becomes a 

Sustainable Consumer? Life Path of Consumers in the Light of Sustainablility. 

Konferencia cikk a Business & Economics Society International Conference 

konferencián, Salzburg. 

 

Piskóti, M. (2012). The Nature and I – Exploring the Role of Environmental Identity in Pro-

Environmental Behaviour. Konferencia cikk a 25th EMAC Doctoral Colloquium 

konferencián, Lisbon.   

 

Hofmeister-Tóth, Á., Kasza-Kelemen, K., and Piskóti, M. (2011). A kognitív életkor és az 50+ 

generáció környezettudatos fogyasztói magatartása. [The cognitive age and the 

environmentally conscious consumer behaviour of the 50+ generation]. Konferencia 

cikk a Marketing Oktatók Klubja konferencián, Pécs. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). Segmentation of the Hungarian 

Consumers using the New Ecological Paradgm (NEP) Scale. Konferencia cikk a 

Business & Economics Society International Conference konferencián, Split. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). The Shades of Green Living in 

Hungary. Konferencia cikk a 8th CIRCLE International Conference konferencián, 

Dubrovnik. 

 

Hofmeister-Tóth, Á., Kelemen, K., and Piskóti, M. (2011). Characterization of Hungarian 

Consumer Segments According to their Environmental Consciousness. Konferencia 

cikk a Conference on Sustainable Consumption konferencián, Budapest. 


