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Current relevance of research:

® |5 consumer choice always rationale

» Millennials and Gen Zs generations believe in the power of
individuals to create change. It's evident in their approach to
everything from the pandemic to social justice—an approach that
has real ramifications for employers, retailers, and every other
organization and institution.

®» The implementation of the European Green Deal can be supported
through the stimulation of responsible consumer behavior.



Research idea: consumer rationality is both an estimate of monetary
costs & ownership, and compliance of costs with intangible values of
the consumer (conscious environmental consumption).
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Research questions:

» Will consumers spend more money on goods produced using solar
energy than on goods produced using traditional energy?¢

» How valuable are the products produced with the use of solar
energy for consumerse How much more are consumers willing to
pay for products made using solar energy?

®» Are there differences in the consumption of a product produced
using solar energy in different regionse

Research goal: study the relationship between consumer choice and
environmental behavior of consumers in relation to products that are
produced using a verified amount of green energy.




Ukrainian case:

The first verification inspection of JSC Zhytomyr Butter Plant took part under the
authority and with the involvement of Green Cert Ukraine LLC together with
TOV Thiringen Ukraine, which confirmed the percentage of the renewable
energy of 5.6 % of the total energy used for the Rud ice cream production.

“Eskimos” Ice Cream (Rud TM) with the “Green Cert Ukraine” label will appear
in stores in the nearest future. This means that the ice cream buyers will be
able not only to enjoy their favorite taste and pleasure but choose a product
that cares about the environmentally sound future.




Research methodology:

» Desk research through the study of official documents. The desk research is
designed to study existing mechanisms to motivate consumers to make
environmentally conscious choices when consuming products such as
coffee, ice cream, eftc.

» [ield research conducted with the help of a focus group. The focus group
will provide an opportunity to identify features of environmentally conscious
consumer choices.




Expected results of the research:

®» Proposals for the implementation of tools to promote
environmentally conscious consumer behavior, in particular to
stimulate the choice of products produced using green energy.

» A model of environmentally conscious consumer behavior, in
parficular a factor model of consumer choice of goods produced
using green energy. Including an analysis of the impacts on
environmentally conscious consumer choice of geography, season,
and scarcity.

®» Recommendations for the development of policies to promote
environmentally conscious consumer behavior, which has a less
marked impact on market mechanisms than the granting of tax
incentives.
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