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Not all Sustainable Consumers are Same. Identifying four occupational and generational segments

Abstract
Sustainable consumption is crucial for marketers amid global awareness of Sustainable Development Goals (SDG) 2030, yet high-income countries display unsustainable consumption despite SDG 12's call for sustainable practices (Sachs et al., 2023). The Sustainable Development Report 2023 advocates dietary shifts for sustainable consumption, but it's unclear if all sustainable consumers behave uniformly. This study addresses this gap by identifying segments of sustainable consumers using a representative sample (n = 796) from Delhi, India. We reveal four clusters: Fully conscious sustainable consumers (working professionals-generation X), Economically conscious sustainable consumers (career beginners-millennials), Partially conscious sustainable consumers (businesspeople-baby boomers), and Sustainability unconscious consumers (homemakers-baby boomers). Understanding these segments aids in designing targeted strategies for marketers and policymakers to effectively engage sustainable consumers. This study contributes by segmenting the market on sustainable consumption, providing insights for tailored marketing approaches. 
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INTRODUCTION
Sustainable consumption is becoming very important for marketers due to the heightened awareness of sustainable development across countries and increasing focus on Sustainable Development Goals (SDG) 2030 (UN, n.d.; UNFCCC, n.d.). High income countries have high unsustainable consumption despite SDG 12 calling for more sustainable production and consumption (Sachs et al., 2023). The latest sustainable development report 2023 stresses on dietary shifts for higher sustainable consumption but we do not know if all sustainable consumers behave in same way towards all aspects of sustainable consumption. We address this research gap in current study so that marketers and policy makers can evaluate whether there are different segments of sustainable consumers and understand the differences in these segments. We do this by using a representative sample (n = 796) taken using the voter’s list available online for population of Delhi, India. Understanding these segments will help marketers and policymakers to design differentiated targeting strategies to target different segments of sustainable consumers appropriately.

BACKGROUND
Sustainable Development
Sustainable development (SD) refers to “development that meets the needs of the present without compromising the ability of future generations to meet their own needs” as per Brundtland Commission (WCED, 1987). Elkington (1994) emphasised that successful companies must get involved in SD. It has since then become an engaging process for business to view its responsibilities through the perspective of Triple Bottom Line (TBL), which includes three facets of environmental quality, social equity, and economic prosperity (Elkington, 1998).
Environmental focus of business 
Environmental focus of business is expressed through research on green advertising, green marketing, and green consumers. The terms “green” and “environmental” are used interchangeably in literature. Marketers develop their green offerings with competitive quality and price and then target green consumers (D'Souza, Taghian, & Khosla, 2007; Gupta & Sinha 2015) especially in case of services where quality takes prime importance (Duggal & Verma, 2013).
Social responsibility focus of business
The concept of social responsibility of business has evolved steadily but significantly since 1950s. Remarkable research is done in this area, and it is generally referred as corporate social responsibility. From debating whether this concept is relevant to business during last century, the discussion moved in this century first, to find ways of incorporating social responsibility into a firm’s vision and then, to product attributes (Leonard & McAdam, 2003; McWilliams & Siegel, 2001) in such a way to give the competitive advantage to the firm (Kramer & Porter, 2006).



Economic focus of business sustainability
Sustainable development demands to endure the economic equity challenge. This challenge can be endured by nurturing economic growth with economic freedom. Economists and finance experts have shown strong resolve to develop financial markets to respond to the challenge of sustainable development to an extent that there are abundant options for financing sustainability (Pearce, 2007). 
Sustainable Consumption 
The origin of the term - Sustainable Consumption can be ascertained objectively to Agenda 21 of the UN Conference on Environment and Development (the first Earth Summit) held in Rio de Janeiro in 1992. Despite intense focus of researchers (Lebel & Lorek, 2008; Stevens, 2010; Tukker et al., 2008; Stanszus et al., 2017) and regulatory bodies across the world (UNEP 2005, 2008, 2012, 2014, 2017; World Bank, 2017), the meaning of the term ‘sustainable consumption’ is yet unclear (Geels, McMeekin, Mylan, & Southerton, 2015). Preference towards a sustainable product is higher when it is technologically superior and provides a combination of societal benefit, environmental benefit, and economic sense (Balderjahn et al., 2013; Gupta, 2013; Huang & Rust, 2011). 

METHODOLOGY
Participants
All respondents were registered voters above the age of 18 years in the capital of the emerging economy of India. 
Measure
The survey instrument included 38 Likert-type items from the Consciousness for Sustainable Consumption scale (Balderjahn et al., 2013) and demography questions for gender, age group, occupation, and socio-economic classification (MRSI, 2011).
Procedure
We calculated the minimum sample size as 744 (with precision of 3%) using a preliminary study (Malhotra & Dash, 2016). The survey method employed is face to face surveying, which is considered very effective in terms of the response rate (Atinc, 2012) and delivers most representative results compared with telephone and online surveys (Szolnoki & Hoffmann, 2013). Polling booths across Delhi were listed in the order of their appearance in the voting list. Using multi-stage random sampling, 235 polling booths are randomly assigned to 46 students (Tsuji et al., 2007) to collect 30 responses each (46 x 30 = 1380). Responses were collected in three phases – first phase collected responses from willing and available respondents, second phase collected responses from respondents unavailable in phase one, and third phase collected responses from unwilling and unavailable respondents. 889 responses from 98 polling booths across Delhi were collected over a three-week period. This helped in getting 796 usable data after data cleaning and resulted in sample to item ratio of 21 (796 data / 38 items) and satisfied the ideal ratio of 20 for survey research (Kline, 2011). The collected data was close to Delhi’s demography characteristics of gender, age, and socioeconomic status (Directorate of Economics and Statistics, 2016, p. 12-13, 223-227). 


Analysis
The cleaned data was assessed for common method bias, non-response bias, reliability (α = 0.91), convergent validity, and discriminant validity (Fornell & Larcker, 1981; Gaskin & Lim, 2016; Malhotra et al., 2016; Podsakoff et al., 2003). Confirmatory factor analysis provided a good measurement model (χ2/ Df = 3.392, GFI = 0.941, CFI = 0.922, SRMR = 0.05, RMSEA = 0.055; Kline, 2011). The results show five sub-factors like those found by Balderjahn et al. (2013). 
Cluster analysis was conducted in two stages for the collected data on sustainable consumption scale and demography variables with excellent reliability, validity, and cluster quality assessments (Malhotra & Dash, 2016). In the first stage, grading of all clusters was done based on responses to all five dimensions of the CSC scale and this gave us four clusters having peculiar characteristics. Second stage involved using different demographic variables for differentiating between these clusters. This was done by running cross-tabulation of cluster membership with demographic variables of gender, age group, occupation, education, and socio-economic classification.
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RESULTS AND DISCUSSION
As shown in figure 1, we identify four clusters as per their predominant occupations and generational cohorts.
A.	Fully conscious sustainable consumers (working professionals-generation X): These are professionally educated service class consumers and comprise 18% of the total sample. This group may be the most informative group of consumers who keeps abreast of latest developments and pursues the concept of sustainable consumption for progress of individuals, society, and environment. Here, the prominent socio-economic class is A1 and prominent age group is 35-50 years. Predominant occupation is salaried and predominant education is professional graduate / postgraduate or higher. This cluster predominantly includes Generation X and can be classified as working professionals that are fully conscious sustainable consumers. It prominently includes highly educated people as suggested in literature (Jackson, Stoel, & Brantley, 2011). 
B.	Economically conscious sustainable consumers (career beginners-millennials): These consumers focus on economic aspects of sustainable consumption and ignore environmental and social aspects, which may be expected as they are mostly dependent on their parents for finances and mostly do not have their own income sources. These comprise 26% of the sample. The prominent socio-economic class is A3, and prominent age groups are 18-24 years and 25-34 years. Predominant occupation is student. There is no predominant education group. This cluster includes millennials and can be classified as career beginners that are economically conscious sustainable consumers. 
C.	Partially conscious sustainable consumers (businesspeople-baby boomers): These consumers are conscious about sustainable consumption but do not mind taking debt for consumption and are not interested in collaborative consumption. This may be because these include self-employed and retired people over 50 years age, who may not accept new forms of shared consumption and have easy availability of finances in India. These comprise of 27% of the sample. Here, the prominent socio-economic class is A2, and prominent age groups are 51-60 years and 61-75 years. Predominant occupations are self-employed and retired. Age group of 25-34 years is suppressed in this cluster. There is no predominant education but low education category of less than class 10 is suppressed. This group prominently includes baby boomers and can be classified as businesspeople that are partially conscious sustainable consumers. 
D.	Sustainability unconscious consumers (homemakers-baby boomers): This is by far the largest group of consumers comprising 29% of total sample. Somehow these consumers have not accepted concept of sustainable consumption. The prominent socio-economic class is A3, and prominent age groups are all above 51 years. Predominant occupation is home maker. There is no predominant education category, but professionally qualified education category is suppressed in this group and so is category of young consumers in the age group of 18-24 years. This cluster primarily includes baby boomers and can be classified as home makers that are sustainability unconscious consumers. 

CONCLUSION AND IMPLICATIONS 
Four distinct segments of consumers emerged which are fully conscious (working professionals-generation X), partially conscious (businesspeople-baby boomers), economically conscious (career beginners-millennials) and sustainability unconscious (homemakers-baby boomers) in descending order of their consciousness for sustainable consumption. These comprise 18%, 27%, 26% and 29% respectively of the total sample.
These consumers would behave in distinct ways and should therefore be targeted differently by marketing managers. The CSC scale can be used to capture the customer differences, which would help in framing segment specific marketing applications. Companies can also seek which dimensions of sustainability harmonize with their target consumer segments and are analogous to their corporate reputation and brand image. With rising trend of mindfulness (Gupta et al., 2021), consumers are becoming more mindful in their consumption (Gupta & Verma, 2019; 2020). Such mindful consumers are more conscious of sustainability issues and make sustainable choices (Gupta & Sinha, 2015). Therefore, understanding sustainable consumption behavior is no more a choice for marketers. This gives a novel view of customers as partners in sustainability agenda (Gupta & Sheth, 2023).
The study contributes to the body of existing literature by providing additional basis for segmenting the market in terms of sustainable consumption based on CSC scale. This scale can be used in conjunction with the scale to measure retailers’ commitment to sustainable development as perceived by consumers (Lavorata, 2014) to design and provide suitable value propositions for different customer segments. Companies can factor in customer support for sustainable consumption and thus make significant progress in their sustainable growth.

Development Paper session 
The purpose of submitting this development paper is to discuss and receive feedback on the positioning of the paper that will help us to develop this into a full journal paper.
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Figure 1: Type of sustainable consumers





