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Executive summary  

The world’s energy consumption has reached enormous dimensions and it is evident that governments 

and NGOs cannot face the environmental problems alone; consumers need to act as well. This is a 

problem in China, since many Chinese consumers believes it is not their responsibility, but instead a job 

for the government. Because of China’s rapid economic development, China is today the most polluted 

country in the world, which has resulted in an increasing amount of serious environmental issues, yet 

pro-environmental behavior has been argued to be lacking in the past (He et al., 2011). This thesis has 

investigated if this is the case. As psychological ownership was estimated to have a big impact on 

environmentally friendly behavior this thesis have investigated how psychological ownership influences 

environmentally friendly behavior in China. 

 

In order to assess the current state of environmentally friendly behavior in China, both quantitative and 

qualitative methods have been used. The qualitative method was used as primary research in the form of 

four interviews with Chinese NGOs to gather enough knowledge to make a relevant online survey. The 

quantitative research was done through an online survey among young Chinese consumers, to identify 

connections between psychological ownership of the environment and environmentally friendly 

behavior.  

 

The findings indicate that the environment is now rated equally important as the economy among the 

young Chinese consumers and they seem to care more about their local environment than the global. It 

also showed that the young Chinese consumers feel very responsible for the environmental problems 

and are ready for more participation in environmental policies. As a result, they act increasingly 

environmentally friendly in their everyday life and seem ready to participate in environmental consumer 

citizenship. Moreover, it was found that psychological ownership of the environment and thus 

environmentally friendly behavior is higher than expected in China and the level of knowledge and 

environmentally friendly behavior is positively connected. The level of knowledge is also influenced 

positively by membership of an NGO and whether or not one has experienced environmental harm.  

 

The main conclusions from the research are that psychological ownership of the environment has 

increased and is likely to continue to do so in the future in China. These findings can be used by ENGOs 

and companies in China in order to connect better with the Chinese consumers and employees and thus 

be able to attract more public support and better employees. 
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1 Introduction 

Most scientists nowadays agree that climate change is happening and that natural resources are 

diminishing because of human activities (NASA, 2013). The environment has this way become an 

important global topic and governments all over the world have started developing regulations and 

legislation as well as specific goals, in order to minimize climate change and the pressure on the 

environment. The increased focus on environmental issues has mainly been driven by increased media 

coverage, greater awareness of environmental crises, intense public pressure, tougher legislations and 

major industrial disasters. All these factors have contributed to making consumers more concerned 

about the impact on the environment (Luck & Ginanti, 2013). Many environmental non-governmental 

organizations (ENGO) around the world are actively fighting different environmental problems as well 

as trying to increase awareness in society. 

 

Today the world’s environmental problems have reached enormous dimensions and it is evident that 

governments and ENGOs cannot face the problems alone; consumers need to act as well. This is hard as 

some consumers do not think it is their responsibility, but rather the corporations’ or governments’ 

(Bonini et al., 2008). This is also evident in China, where the tendency has been that consumer’s send 

problem solving of environmental issues ahead to the government (Shapiro, 2012). In China the 

government has great power and control and it has thus mainly been seen as the government’s 

responsibility to solve the energy crisis (Harris, 2006). A shift needs to happen otherwise China will not 

be able to control the environmental consequences. There are some indications that this shift has 

actually started. Environmental responsibility from the public seems to be at a turning point in China. 

Since the mid 1990ties there has been a rapid development in the amount of environmental 

organizations in China, which indicates a growing interest from the public (Yang & Stalley, 2006). 

However, it is questionable how big an influence this has and if it is enough to save China from its 

severe pollution and environmental decline. 

 

From being a very closed and introvert society 30 years ago, China has risen to become a very active 

and important actor on the world scene (Yang & Stalley, 2006). This has resulted in a rapid economic 

growth in China, which is connected to many of the environmental problems. Western consumption is 

partially to blame for this, as Western countries have a huge demand for cheap Chinese products. Yet, 

the large increase of the middle class in China and the following demand is also a main cause to the 

environmental problems (Shapiro, 2012). China has also re-opened its communication channels 

outwards and now participate in many of the transnational discourses that engage people around the 

world today. Environmentalism is one of them.  
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China is today the most polluted country in the world and it has an increasing amount of serious 

environmental issues (Liu & Diamond, 2005, Shapiro, 2012). 20 of the world’s 30 most polluted cities 

are found in China, however environmentally friendly behavior in China is yet not proportionally high 

(Harris, 2006; He et al., 2011). The consequences of this are comprehensive. Lung diseases have 

increased dramatically, 75% of Chinese rivers and lakes and 90% of their urban groundwater is severely 

polluted and more than 300 million people lack access to safe drinking water. Moreover, extreme 

weather is becoming more severe and biodiversity is lost due to deforestation, erosion, acid rain and 

heavy metal pollution (Shapiro, 2012). China’s pollution is a serious problem, not only in China, but 

also globally as it contributes to the risk of jeopardizing the future of the whole planet. It is thus 

important for all of us how China handles the environmental crisis. 

 

1.1 Problem identification 

From the introduction it is clear that the whole world is threatened from the environmental crisis. As 

China is one of the biggest polluters in the world it is highly interesting to study how China handles the 

environmental crisis that they are in, and whether or not environmentally friendly behavior will increase 

and help to save not only China’s, but the global environment. 

 

Psychological ownership of nature and the environment is important in regards to environmentally 

friendly behavior. Psychological ownership plays a huge role in defining who we are and furthermore 

seems to promote Consumer citizenship and explain environmentally friendly behavior (Pierce et al., 

2011). China has not been seen as a country with a lot of psychological ownership of the environment 

earlier when they were ruled by Mao Zedong. The Chinese was under the communist leader Mao 

Zedong from 1949 to his death in 1976, where nature had to be conquered and controlled. Psychological 

ownership of nature and the environment must this way have been very low as it was thought of mostly 

as an enemy (Shapiro, 2012). The older values from Confucianism, Buddhism and Daoism, which are 

all philosophical traditions found in China, are based on high moral values and wisdom about the 

sustainable use of natural resources, respect for all forms of life and living in accordance to nature. 

These values seemed to be on the way back to the Chinese society after Mao died, but the return has 

however slowed down due to the rise of consumerism, where economy is put before the environment 

(Shapiro, 2012; Harris, 2006; Weller, 2006). 

 

Consumer Citizenship is the ongoing contribution of citizens to solving community and public problems 

(McGregor, 2002). According to several studies citizenship is strongly related to psychological 

ownership (Ozler, 2008a and Pierce et al, 2002). When people feel a strong sense of ownership they are 
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likely to engage in citizenship behaviors and act more socially responsible (McGregor, 2002). This 

indicates that when people feel a strong sense of ownership of nature and the environment, they will be 

more likely to engage in citizenship behaviors in favor of these. In China the possibilities for joining a 

consumer citizenship has been low as it has not been allowed from the government to gather in larger 

groups (Shapiro, 2012). Legislation on the area has been loosened and the possibilities for more 

citizenship might soon be a reality in China if the public wants it (Geall, 2013).  

 

Several factors will be studied for possible influences on the psychological state of ownership in China; 

Chinas history and economic development, governance in China, Chinese culture, environmental 

knowledge and the increasing visibility of pollution and health problems. Furthermore the relationship 

between psychological ownerships and consumer citizenship will be explored. 

 

This assignment will assess the current state of psychological ownership of nature, consumer citizenship 

and environmentally friendly behavior in China. Furthermore suggestions for more environmentally 

friendly behavior in China through psychological ownership of the environment will be explored. This 

will be done through a survey among young Chinese consumers and interviews in China with 

environmental organizations. The young Chinese consumers are in this thesis defined as Chinese people 

between 15 and 39 years of age. 

 

1.2 Research question 

As identified above the important issue of environmental protection in China has much actuality and it 

is highly interesting to investigate the current state of psychological ownership and environmentally 

friendly behavior in China. The research questions are presented below: 

 

RQ: What is the current state of psychological ownership of the environment and environmentally 

friendly behavior among the young Chinese consumers? 

 

In order to answer the research question it is important to have the following sub questions answered: 

 

 Which aspects of psychological ownership affect environmentally friendly behavior among the 

young Chinese consumers? 

 Has environmentally friendly behavior among the young Chinese consumers changed? 
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1.3 Research objectives 

The research question and sub questions are to be answered in order to meet the research objectives 

below:  

 Assess critically relevant theories and frameworks 

 Investigate environmentally friendly behavior among the young Chinese consumers 

 Examine the level of psychological ownership of the environment in China 

 Develop suggestions to how the findings can be used by ENGOs and companies in China 

 

These specific research objectives will guide the design of the primary research. 

 

1.4 Structure of thesis 

Chapter 1 is the introduction of the thesis, including problem identification of the thesis as well as the 

research questions. In chapter 2 the theoretical background is presented. In a literature review the 

concepts psychological ownership and consumer citizenship will be described from existing secondary 

data. Chapter 3 is a presentation of four important aspects regarding China and the environment; 

China’s history & economic development, Chinese culture, Governance and Chinese Media and 

communication. In chapter 4 the development of the hypothesis is discussed. Chapter 5 presents the 

methodology including the research approach and methods of collecting and analyzing the data. In 

chapter 6 the results are presented and finally in chapter 7 they are discussed in accordance with the 

research questions of the thesis. Chapter 8 includes implications of the findings as well as limitations. 

Finally in chapter 9 a conclusion of the study and further research will be presented. 

 

2 Literature review 

This chapter provides a deeper understanding of the topic and introduces theories and concepts from 

which the empirical analysis will be constructed. The theoretical part of the thesis is based on 

psychological ownership, which is used in both consumer behavior theories, organizational theory and 

theories regarding land, home and nature. These concepts will later in the thesis be related to China. 

From this combination the impact that psychological ownership has on the environmentally friendly 

behavior in China will be analyzed and discussed.  

 

2.1 Psychological ownership 

The focus of this thesis is psychological ownership and the connection to environmentally friendly 

behavior. The construct psychological ownership will now be reviewed in more detail. “Conventional 

wisdom suggests that people will take better care of, and strive to maintain and nurture the possessions 
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they own” (Avay et al, 2009; 173). This feeling of ownership and motivation to protect and improve the 

object of the ownership, makes it important to try and establish whether or not the Chinese consumers 

feel a sense of psychological ownership towards nature and the environment in China, or if such a sense 

of psychological ownership can be established, since this most likely will motivate the Chinese 

consumers to act more environmentally friendly. 

 

The psychology of ownership has been researched in many areas such as child development, consumer 

behavior, the elderly, sociology, socio-economics, the perspective of owning land or a house, 

philosophy, and finally in the workplace (Pierce et al, 2002). In relation to this research the most 

relevant areas are determined to be consumer behavior, the organizations and ownership of land, nature 

or houses, which will be studied further in the following literature review. Psychological ownership in 

organizations is important since members or followers of environmental organizations can be analyzed 

in the same way as employees in a workplace. It is interesting to analyze and understand how 

environmental organizations can use psychological ownership towards existing and new members or 

followers in China. Consumer behavior is important in understanding psychological ownership from the 

point of the consumer and it is important to understand consumer behavior in China. Finally, ownership 

of land, nature and houses are explored to understand how psychological ownership affects the Chinese 

consumers’ attitude towards the local and global environment. 

 

The meaning of the word ownership has changed radically over time and place, but today following 

statement is widely accepted: “The existence of ownership is present within the individual, it attaches to 

objects that may or may not be owned legally, and its accompanying rights and responsibilities are 

defined by the individual and not the legal system” (Pierce, 2011;1). This definition of ownership is 

supported in the article ‘The Socio-Economics of Property’ by Etzioni (1991) where it is suggested that 

ownership of property exists on two levels; a symbolic, contextual, or orientation-based level and on a 

property- level that exists outside minds, values, and symbols. Psychological ownership was in early 

studies divided between two arguments. One that said the human instinct was to have a need for 

possessions (Porteous, 1976). Ellis (1985) describes how children from an early stage have the impulse 

to act possessive and feel ownership. On the other hand it is argued that there is little evidence that 

ownership is innate. It is also argued that possessions serve different functions like people’s need for 

security, food and reproduction. Dittmar (1992) suggests that biology plays a role but not an overriding 

one “Social and cultural factors significantly influence how people relate to their material possessions” 

(Dittmar, 1992; 36).  
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All individuals are different and it is therefore interesting to see if there also are individual differences in 

feelings of psychological ownership. Pierce et al. (2003) acknowledges that individuals will differ in the 

strength of psychological ownership both across individuals and across time for each individual. It is 

also acknowledged that differences in personality would influence the feeling of psychological 

ownership, since different personality traits affect motivational bases of psychological ownership. 

Research on the area is limited, but it has been studied by McIntyre (2009) who argues that two factors, 

locus of ownership and individualism, have an influence on underlying motives of psychological 

ownership. Locus of control refers to the extent to which individuals believe that they can control events 

that affect them and is positively related to the effectance motive, a place to live and self-identity 

motives. Individualism was found to influence on the self-identity motive. Thus the findings in 

McIntyre (2009) indicate that locus of control and individualism are important individual traits that can 

explain the underlying motives of psychological ownership also in organizations. 

 

Ownership can be felt individually but also as a group (Pierce et al, 2003). Pierce et al (2003) suggests 

that psychological ownership is positively related to citizenship behavior. When individuals feel 

ownership for a social entity, like family, nation, territory or an organization, they are likely to engage in 

citizenship behaviors towards it. Citizen behavior also called stewardship can be strong. Schoorman & 

Donaldson (1997) argues that in some situations individuals that feel stewardship will act in the best 

interest of the principals rather than in their personal interest. This is according to Pierce et al (2003) 

because stewardship or feelings of citizenship makes people feel responsible as a caretaker for e.g. 

property or territory even though they do not legally own it. 

 

Psychological ownership is also connected to knowledge and information (Dunlap et al, 2000). Dunlap 

et al. (2000) argues that more knowledge and information creates more consciousness and psychological 

ownership. Beggan & Brown, (1994) agrees and argues that the more information possessed about a 

certain target of ownership the more intimate the connection between the individual and that target will 

be. 

 

A connection is also seen between experiencing environmental harm and psychological ownership. 

Chen et al. (2012) believes that you are more concerned about protection of the environment if you, or 

somebody close to you, have experienced environmental harm. This might be because environmental 

harm can be experienced as a loss of one’s extended self, which leads to a more conscious concern for 

one’s environment. This increased consciousness can create a greater feel of psychological ownership 

towards the environment (Belk, 1988). 
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As described above psychological ownership plays a huge role in defining who we are and expressing 

identity to others (Pierce, 2011). Furthermore it seems to promote Consumer citizenship and could 

explain environmentally friendly behavior among Chinese consumers. The concept of consumer 

citizenship will be examined in the next section. 

 

2.2 Consumer citizenship 

Psychological ownership can lead to consumer citizenship (Ozler et al.; 2008a). Consumer Citizenship 

is defined as “the ongoing contribution of citizens to solving community and public problems and 

creating the world around us” (McGregor, 2002; 4). According to several studies citizenship is strongly 

related to psychological ownership. When people feel a strong sense of ownership they are likely to 

engage in citizenship behaviors, meaning being more socially responsible (Ozler et al., 2008a, Pierce et 

al, 2002, McGregor, 2002). This indicates that when people feel a strong sense of ownership of the 

environment, they will be more likely to engage in citizenship behaviors in favor of nature and 

environment. 

 

Citizenship and consumer have conventionally been regarded as opposites belonging to separate areas of 

study. Citizenship stood for concerns with rights, duties, participation and equality where as 

consumption was seen as purely self-interested. This is no longer the case as connections are seen 

between citizenship and consumer in e.g. boycotts and other forms of public activity (Soper, 2007). 

Also McGregor (2002) argues that consumerism and the consumer earlier was seen as self centered and 

that the word ‘consume’ used to have negative connotations, meaning to destroy, use up, waste and 

exhaust. A shift was observed in the 1900s where consumption was seen as pleasure and freedom. In the 

late twentieth century the negative older connotations to some extend came back (McGregor, 2002). 

Consumer citizenship can be interpreted as the consumer having a vote in the maintenance of the market 

structure each time they purchase a product (Gabriel & Lang, 1995). On the other hand it can also be 

seen as a socially aware consumer that thinks ahead and lets his/her desires be guided by social 

awareness. Thus consumer actions must be morally defensible and he/she will compromise pleasure to 

communal well-being in some cases (Gabriel & Lang, 1995). McGregor (2002) argues that those who 

feel connected to society and as a part of the larger picture will make different consumer decisions than 

those who feel out of control and lack direction and meaning in life. Psychological ownership can give 

people the needed meaning and connection and thereby promote consumer citizenship behavior. This is 

supported by Birdwell et al., (2003) who argues that consumer citizenship involves the consumer taking 

on responsibilities that would be expected of them rather than rights. Education could help people to 

understand their role as consumer citizens, which would help them appreciate their responsibilities as 
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individual consumers and at the same time think about the consequences of their action on other 

citizens, communities and societies (McGregor, 2002). This is important as the environmental 

organization could help in this education of the Chinese Citizens so more can become consumer 

citizens, which according to McGregor (2002) could induce a sense of morality, ethics and community 

in China and the rest of the world. According to McGregor (2002) increased education will lead to an 

increased rate and a higher quality of social participation. Consumer citizenship thus means being part 

of a larger community. Being in a community will make it harder to ignore the impact of one’s 

consumption decisions. You are responsible for your choices not only to yourself but to your 

community (McGregor, 2002). According to McGregor (2002) it is important that people see 

themselves as consumer citizens, where citizen means a responsible and socially aware consumer 

willing to make reasoned judgments and sacrifices for the common good.     

 

A new way of bringing especially younger people together is online consumer citizenships. One of them 

is environmental citizenship that has emerged online, where people highlight environmental issues and 

interact with each other (Luck & Ginanti, 2013). With the recently loosened governmental control of the 

use of the Internet in China new opportunities of environmental citizenship, especially among the 

younger generations, have emerged through green blogs and sharing of environmental stories online. 

Information is thus spreading fast and bonds are quickly made between the thousands of environmental 

citizens that connect with each other in online forums (Luck & Ginanti, 2013). Companies and 

organizations need to act on this opportunity the new digital age has created and interact with the 

consumers online for strengthening their image. This way they can get feedback, monitor public opinion 

and engage in dialogues with the consumer, which all facilitate future image building and marketing 

campaigns. 

 

Consumer Citizenship has not only been used online as a part of a marketing strategy, but has also lately 

been used in relationship management marketing. In relationship management marketing a marketing 

company promises certain companies’ support for a given social cause in exchange for the costumers’ 

participation in some revenue producing activities (Cabrera & Williams, 2012). Cabrera & Williams 

(2012) further explains that sociologists have investigated this conscientious marketing and several of 

them agree that consumers can be fooled to believe that they are doing more good than they actually are 

as the companies are still the primary beneficiaries instead of the environment or social justice. 

Corporations might this way not be the best guardians of the public good as they always have the 

bottom-line in mind as well. They will look at what their customers are concerned about, but they 

decide which causes to choose and how they endorse those (Cabrera & Williams, 2012). ENGOs on the 
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other hand might be able to use consumer citizenship in their marketing. As they are non-profit they 

might be more believable and as the organizations’ goal typically is focused on helping a specific cause. 

This way they will not choose a cause randomly or the cause that gives the most money in return from 

the consumers, but hopefully the cause were the help is needed the most. 

 

From the above section it is determined that psychological ownership leads to consumer citizenship and 

that consumer citizenship, in the form of environmental or green citizenship, has a positive effect on 

environmentally friendly behavior. The next three sections will focus on psychological ownership and 

consumer citizenship in connection with three different fields that are relevant to this thesis; consumer 

behavior, organizations and ownership towards nature and environment. 

 

2.3 Psychological ownership in consumer behavior 

Psychological ownership is by several researchers linked closely to consumer behavior in marketing. An 

extensive amount of literature suggests that psychology of possessions is rooted in people. According to 

Dittmar (1992) it is common for people to experience a connection between self and different targets of 

possessions. It could be homes, land, territory, nation, vehicles and other people. These possessions 

come to play such a dominant role in the owner’s identity that it becomes a part of their extended self 

(Belk, 1998; Dittmar, 1992). Roots to psychological ownership and routes through which psychological 

ownership can emerge will be discussed as well as the extended self in the following section.  

 

In Pierce et al (2003) it is also argued that both biology and social experiences has an impact on the 

relation towards possessions. It is also proposed that “The roots of psychological ownership can be 

found, in part, in three human motives: efficacy and effectance, self-identity and having a place” (Pierce 

et al, 2003; 8). These three human motives will now be elaborated as they are important concepts in this 

thesis.  

 

Firstly efficacy and effectance is by Isaacs in Pierce et al (2003) described as power. Isaacs argues that 

desire to own: “can only be thought of in terms of power- or rather of powerlessness” (Pierce et al, 

2003; 9). The motives for possessions are about being in control (Pierce et al, 2003). Furby (1978) 

argues that the motivation behind possessions comes from the need for effectance and the ability to 

create desired results in the environment. Possessions help you to affect those desired outcomes in your 

environment (Furby, 1978). It is this way suggested that possessions may be a manifestation of 

effectance motivation, since possessions gives one the ability and power to affect and control the object 

in every wanted way (Pierce et al, 2003). Possessions this way becomes a part of one’s extended self so 
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that one are able to better exercise direct control over social and physical environment (Dittmar, 1992). 

Possessions are this way important to be able to exercise control over other people and their physical 

environment (Furby, 1978). Pierce et al. (2003) further argues that this creates a need for exploring and 

manipulating the environment, since it may result in a greater feel of control and subsequent feelings of 

personal ability and efficacy. This process also has the consequence that; “Possessions and self become 

intimately related” (Furby, 1991; 460). 

 

Self-identity, the next human motivation, is closely linked to possessions and individuality and it is in 

several studies acknowledged that possessions serve as a symbolic expression of the self (Dittmar, 1992; 

Mead, 1934; Porteous, 1976). Pierce et al (2003) further suggest that; “ownership helps people come to 

define themselves, express their self-identity to others and maintain the continuity of the self across 

time” (Pierce et al, 2003; 10). People develop their self-identity from the perspective of how other 

people view them, which means that self-awareness stems from reflection. This means that self-identity 

is the interface between individual and society (Dittmar, 1992). Society ascribes possessions meaning 

and importance, which makes possessions an important factor in the creation of one’s self-identity. To 

find your self-identity you interact with many different possessions to find meaning and self-knowledge. 

If you find pleasure and comfort with a possession it becomes a part of your extended self and the 

meaning ascribed to the possession gets incorporated into your self-identity (McCracken, 1986). Your 

self-identity is then expressed to others through these possessions, which make them play a very 

significant role in social interaction (Dittmar, 1992, McCracken, 1992). As Dittmar (1992) additional 

suggests possessions can afford as power over others, since you can achieve recognition and social 

prestige from your possessions. People have different levels of materialism and therefore values 

different types of possessions. According to Richins (1994) high materialism consumers tend to value 

possessions that are more likely to relate to the financial worth, whereas low materialism consumers 

more value possessions that can facilitate interpersonal ties (Richins, 1994). Possessions are sometimes 

seen as a security, if they are lost it might be seen as a loss of a part of your self-identity (Belk, 1988). 

Oppositely possessions can allow people to maintain a sense of continuity through those preserved 

possessions that have become symbolic extensions of their selves. Thus Pierce et al (2003) argues 

that;”The motivation for ownership and psychological ownership is, in part, grounded in self-identity” 

(Pierce et al, 2003; 12). 

 

Having a place is the last human motive identified, through which psychological ownership can be 

found. The need for a home or a place to call “mine” is according to several researchers a basic need of 

the human soul (Ardrey, 1966; Porteous. 1976). Ardrey (1966) and Porteous (1976) both argue that the 
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need to possess a certain space/territory is innate in the human being. This concept will be further 

elaborated on in the last section “Psychological ownership of land, home and nature”.     

 

To sum up, the feelings of ownership allow individuals to fulfill the three basic human motives; efficacy 

and effectance, self-identity and having a place (home). These human motives are therefore according to 

Pierce et al “Among the reasons for experiencing feelings of ownership” (2003; 14).  

  

Besides the three human motives it is furthermore suggested that there are three major experiences or 

routes through which psychological ownership can emerge; ”Controlling the ownership target, coming 

to know the target intimately and investing the self into target” (Pierce et al, 2003;14).  

 

Control exercised over a target gives feelings of ownership for that target (Furby, 1976). Furby (1976) 

even argues that the greater control you have over a target the more you experience that target as a part 

of yourself. McClelland (1951) suggested that like controllable body parts you also regard objects that 

you can control as part of your own self. It has been argued that only objects that can be controlled can 

become a part of the self (Rudmin & Berry, 1987). According to Furby (1978) use and control are 

somewhat connected. Use of an object can be seen as exercising control over it and by using an object 

one can that way make an object a part of one’s sense of self and create ownership. 

 

Coming to know the object is the second route to psychological ownership. It is suggested that through a 

relationship with an object feelings of ownership can emerge (James, 1890). Weil (1952) also argues 

that by knowing an object, person or place intimately it becomes a part of your own self. Weil (1952) 

believes that individuals feel psychologically tied to things that they have actively associated with, since 

they through this interaction, gain knowledge about an object and ultimately obtain a feeling of 

ownership over the object. The importance of knowledge is also mentioned by Rudmin & Berry (1987) 

who argue that the more information one possesses about an object the greater feeling of intimacy one 

will get towards the object and thereby psychological ownership. This is further supported by Beggan 

(1992) who states that we prefer our own items over others, as we know more about them, even though 

they are identical. According to James (1890) this is because we know them better, know them more 

intimately and feel them more deeply. 

 

Investing the Self into the target is the third and last route to psychological ownership. The fact that 

investing yourself into a target and ownership is connected is visible especially in our work lives. Locke 

(1690) argued that we think we own ourselves and our labor and also what we create, shape or produce 
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with our labor. Since we have invested some of our labor in the work we feel an ownership and Sartre 

(1943) even suggest that we feel an ownership when we buy an object, since it is seen as another way to 

create an object. Creating an object is the most powerful way of creating ownership, since it involves 

investment of time, energy and one’s own values into the object. Because of this investment a person 

tend to feel that the object is owned by the person who made it. The investment of the self into the 

object causes the self to almost become one with the object and feelings of ownership are developed 

towards the created object. When you invest yourself into a target you can see your reflection in that 

target and feel the effort you made in its existence (Pierce et al, 2003). Pierce et al (2003) also argues 

that feelings of ownership can stem from responsibility, when you feel a responsibility you are likely to 

invest time, energy and own values into that person or object you are responsible for, this creates a 

feeling of ownership of that person or object.  

 

2.4 Psychological ownership in organizations  

Psychological ownership is argued to be important in unraveling many of the mysteries of 

organizational life (Pierce, 2011). Members or followers of an ENGO have many similarities with 

employees in other organizations, it is thus relevant to review psychological behavior in organizations to 

understand how ENGOs can retain and attract their followers or members. 

 

As already established, a feeling of psychological ownership will make people strive to maintain, 

nurture and take better care of the possessions they own. Many managers in organizations have tried to 

create this feeling of ownership in order to benefit as much as possible from their employees (Avay et 

al, 2009). Organizational ownership is first mentioned as a psychological term in 1991 in the article 

‘Employee Ownership: A Conceptual model of Process and Effects’ by Pierce, Rubenfeld, and Morgan. 

They presented an early model that suggested that ownership was proposed as the outgrowth of formal 

ownership in the organization. Later on Pierce was involved with work that introduced another theory of 

psychological ownership in organizations. Here psychological ownership was defined as “The state in 

which individuals feel as though the target of ownership or piece of that target is ‘theirs’” (Pierce et al, 

2003; 5). Psychological ownership of the workplace has been determined to have several positive effects 

on both employees and the organization. Pierce et al. (2003) has argued that psychological ownership of 

the workplace can make people more responsible, which can lead to increased productivity, lower 

employee turnover, more organizational commitment, more involvement and higher job satisfaction. 

Thus psychological ownership in organizations can also be used in environmental organizations to 

retain followers or members and make them more loyal to the organization.   
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To create psychological ownership in organizations three motives of the employees must be fulfilled 

(Pierce et al, 2003). (1) The workplace must provide opportunities for the employee to feel effective and 

in control; (2) it must become part of their self-identity to perceive ownership for the purpose of 

defining themselves; (3) the workplace must feel like one’s own, equivalent to the strong desire most 

people have towards having a home. As an individual experiences pleasure and comfort in his/her 

interaction with the organization, the organization is incorporated into one's extended self (McIntyre, 

2009). Furby (1978) also argues that a clear motive for possessions is an individual’s need for control 

and the ability to produce desired outcomes in the environment.   

 

From above it can be concluded that satisfying the needs and motives of employees is important to both 

employees and the organization. A high level of familiarity and close association with the organization, 

investment of one's energy and feelings, and opportunities provided by the organization to exercise 

control would increase the perception of psychological ownership presumably because of fulfillment of 

these three mentioned motives (McIntyre, 2009). This should also be considered by the environmental 

organizations in China, as they can use it to create a greater feel of psychological ownership towards 

their organization or nature from the members and followers. The organization is important in forming 

people’s self-identity, since Mead (1934) argues that our self-identity is defined, in part, by our 

membership in social groups. Looking into early symbolic interactionism theory it is widely believed 

that people develop their self-identity by viewing themselves from the perspectives of others (Mead, 

1934). As an individual interacts with an organization and experience pleasure and comfort in that 

interaction, the organization is incorporated into the extended self. If further the employee feels that 

his/her values correspond with the organization, motivation to enhance or maintain the membership in 

the organization is encouraged, since it provides support to the employee’s self-esteem (McIntyre, 

2009). McIntyre (2009) further argues that this heightened sense of self that result from psychological 

ownership of the organization would become a motive for seeking further ownership in the organization. 

Also Pierce et al. (2003) argue that we find a strong sense of self-identity in possessions that we have 

invested ourselves into and made considerable emotional investments in. As employees use a certain 

length of time in the workplace, the organization we work for can be experienced as a type of home base 

and may that way partially satisfy an individual's need for a "place to live" (McIntyre, 2009). ENGOs 

should thus interact and connect with their members and followers as to incorporate the organization 

into the members and followers extended self. This way the organization becomes part of their self 

identity as it is defined in part of the membership of the organization. This way they create more loyal 

and dedicated members and followers through increased psychological ownership of the organization. 
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O’Driscoll et al., (2006) agree with Pierce et al. (2003), that the work environment should keep the 

organizational member informed, encourage them to invest themselves into the organization and permit 

the members to exercise control over work and work related activities. In O’Driscoll et al (2006)’s study 

he finds that low levels of work environment structure is positively correlated with employee 

commitment as well as citizenship behavior, which will be discussed later in this section. Work 

environment structure this way has a positive relationship with psychological ownership of both jobs 

and organizations. More specifically three variables influenced the work environment positively; job 

design autonomy, participative decision making and technology (O’Driscoll, 2006). Environmental 

organizations should thus consider their job design autonomy as it increases employee satisfaction. High 

autonomy jobs generally gives more satisfied employees than routine jobs, high technology 

routinization will this way lower the organizational commitment. Together with inviting the employees 

to participate in decisions, these three variables can influence the psychological ownership of the 

organization and thereby the commitment to the organization (O’Driscoll, 2006). This shows that 

psychological ownership of the job and organization can in fact be seen as a variable that links work 

environment conditions with employee attitudes and behavior (O’Driscoll, 2006).  

 

Avay et al (2009) has also researched psychological ownership in relation to individual outcomes and 

attitudes and performance. In the study it is found that if the organization satisfies the needs of the 

employees they will in return feel a greater feel of psychological ownership and a corresponding sense 

of responsibility. More specific the results in the study suggest that promotion-oriented psychological 

ownership is strongly related to employee commitment, job satisfaction and intentions to stay with the 

organization. Promotion oriented employees are described as the ones that are more concerned with 

accomplishments and aspirations and are more willing to take risks and pursue goals that reflects their 

hopes and aspirations (Avay et al, 2009). It is thus desirable for ENGOs to strive for employees and 

followers or members that are promotion oriented to attain these desirable attitudes towards their 

organization. Basically the same findings have been found by Ozler et al. (2008b) in a study that also 

concludes that job satisfaction has a positive relation with psychological ownership. Furthermore this 

study showed that gender increase psychological ownership. Male employees had a higher level of 

organizational ownership than females (Ozler et al, 2008b). This is important for ENGOs to know so 

that they can be aware of their female members and followers and make sure they also feel like a part of 

the organization.  

 

Psychological ownership in organization can also have a dark side. Individuals can become to territorial 

or even aggressive about a target that they feel a strong ownership of, this can make organizational 
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change difficult to implement because of employee resistance to changes (Pierce et al, 2003). It can also 

result in such a strong feeling of ownership of possessions that employees refuse to share e.g. computer 

or workspace with other coworkers which makes it harder to do teamwork (Pierce et al, 2001). Pierce et 

al (2001) also argues that problems can arise when people, who feel a strong sense of ownership 

towards an organization, is laid off. Being separated against their will can lead to destructive behavior 

towards the workplace to prevent others from gaining control over the target of ownership. These dark 

sides should be kept in mind in organizations that aim towards creating a high feel of psychological 

ownership. Pierce et al (2001) mentions that they are more likely to appear when psychological 

ownership has been attained through control versus knowledge. ENGOs should thus try to keep a 

balance between too high and too low a feeling of psychological ownership towards the organization. It 

might also be a good idea to create psychological ownership through educating the members and 

followers rather than giving them to much personal control as it can more easily lead to destructive 

behavior. 

 

A higher degree of citizenship behavior can also be registered among workers with a high feeling of 

psychological ownership towards their workplace. O’Driscoll (2006) explains that employees with a 

strong sense of ownership for the job and the organization also show more citizenship in the workplace. 

This sense of citizenship behavior in organizations also has an environmental side. It has become very 

important to many companies to create a green image in the public. From the greening of many 

organizations a new term has emerged; organizational Citizenship behavior for the environment (Olivier 

& Paillé, 2011). This organizational citizenship behavior for the environment is the employees’ acts 

towards improving the environment through initiatives in the workplace. These acts are done voluntarily 

and without any form of reward and can sometimes contribute to improving the organizations 

environmental performance significantly (Olivier & Paillé, 2011). This is a great help to any company 

that wants a green image, the help and commitment from the employees are free and when the 

employees feel this kind of citizenship they will also advocate the company in their spare time to friends 

and family (Olivier & Paillé, 2011). Olivier & Paillé (2011) study shows that it is important for the 

management in the organizations to recognize the green initiatives from the employees otherwise the 

initiatives will rapidly decrease and maybe even worsening the company’s image.  

 

2.5 Psychological ownership of land, home and environment and environmental citizenship 

Among others Etzioni (1991) and Furby (1991) have studied the relationship between possessive 

tendencies and the psychology of ‘mine’ and property. It has been argued that genetics might be an 

explanation of the emergence of this psychological state, but Furby (1976) argue that it stems from 
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socialization practices carried out in society. Others think in a socio-biological perspective that 

combines both biological tendencies toward territoriality and accepted socialization practices (Wilson, 

1975). In the words home and territory it is implied that a feeling of psychological ownership can also 

be directed towards nature and natural surroundings. This is also evident in the article ‘Property’ by 

Rudman (1994) who discusses who really owns nature. Rudman (1994) here explains that a sense of 

ownership of specific territory can be developed across generation and proprietary attachment to land, 

which supports the fact that psychological ownership towards nature can be developed.   

 

Porteous (1976) argues that home is the territory that we are most likely to claim as ours, since this is 

where we structure our daily lives. It provides us with safety and emotional security which makes it very 

important to us (Porteous, 1976). Weil explains that along with other vital needs humans have a need for 

claiming property as part of their extended self; “The soul feels isolated, lost,  if it is not surrounded by 

objects which seem to it like an extension of the bodily members” (1952;33). This is also the reason why 

people spend a lot of time and energy on decorating and protecting their home, they want it to look good 

to others as it reflects them as a person (pierce et al, 2003).  Porteous (1976) argues that home is 

important and provides both physical and psychological security. The home can be seen as an object of 

ownership that can serve as the need for people to have a place (Pierce et al, 2003). Porteous (1976) 

argues that three territorial satisfactions derive from possession of territory; control over space, 

personalization of space, and stimulation. He believes that also the neighborhood that is seen as 

collectively owned, contributes to fulfill the need of territory. Home is a fixed point of reference from 

where people structure their life (Porteous, 1976). Pierce et al (2003) further suggests that it is the 

possessions where people feel a strong sense of identification that comes to be regarded as their home or 

personal place. 

 

Once we inhabit a place it is no longer an object to us but becomes a part of us. When individuals 

develop their home they become psychologically attached. This is true for more than just ones home; 

also one’s language, country and things can become psychologically attached to people when they feel 

at home with them (Pierce et al, 2003). Several studies support the idea that feelings of ownership can at 

times be extremely powerful (Csikszentmihalyi & Rochberg-Halton, 1981; Furby, 1991; Rudmin, 

1994). This can either result in acts of stewardship or a negative or destructive behavior, since the 

feelings can stem from jealousy, insecurity or battles of ownership or territorial rights (Pierce et al, 

2003).  
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As mentioned earlier, psychological ownership can lead to a higher degree of consumer citizenship. 

Consumer Citizenship can also be seen in connection with land, home and nature. Lewis (2012) calls it 

‘green citizenship’ and describes it as a; “Diffusion into every aspect of people’s daily lives, from their 

domestic lifestyles to their everyday practices and choices around consumption” (Lewis, 2012; 316). 

Miller (2007) sees green citizenship as a way of moving the government responsibility around 

environmental issues out to the individual citizens through a focus on lifestyle and consumption, 

whereas Bennett (1998) links green citizenship to creativity and community building and concerns 

about art and aesthetics of everyday living. This all points toward a larger trend where a range of forms 

of environmentally oriented consumers and lifestyle based activism are reshaping the nature and 

meaning of citizenship from everything from community gardening to organic food co-ops, argues 

Lewis (2012). Lewis (2012) believes that green citizenship can also be found on TV in programs like 

‘Back to nature’ that follows a family that changes their lifestyle and goes on a farm to live a sustainable 

life and similar green lifestyle programs. She believes this trend of upcoming eco-lifestyles programs 

where creativity and experimental approaches will continue to increase the following years as there is a 

growing interest for these kinds of programs among the citizens.  

 

In China civil society faces severe limitations in its ability to organize, communicate and carry out 

activities, but it is becoming more active in forming environmental communities (Shapiro, 2012). There 

is still a big repression of environmentalism as the government fears activism from ordinary citizens 

getting out of control. Information is censured, groups are monitored and heavy penalties are given for 

unsanctioned public assembly to prevent any form of citizenship and community from taking place 

(Shapiro, 2012). However, the Chinese government is starting to loosen up, but as sustainable or green 

citizenship also requires knowledge about a sustainable living, which might not be available in China at 

the moment, there is still some way to go (Harris, 2008; He et al, 2011). Many ENGOs in China actively 

work on increasing the level of knowledge about the environment of the individual consumer in China 

(Shapiro, 2012).  

 

In connection to consumer citizenship a new type of citizen has emerged; the environmental citizen. The 

trend has emerged because of an increasing concern about environmental sustainability (Mason, 2009). 

Dobson (2007) describes the environmental citizen as someone who makes a commitment based on the 

common good instead of on one’s own interests, since these individual interests might not always 

protect or sustain public goods such as the environment. Dobson (2007) argues that behavior e.g. 

environmentally friendly behavior is hard to change, and that there are two recognized approaches to 

changing behavior and attitude. One approach explains that environmentally friendly behavior and 
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attitude are driven by deep structures, like e.g. economic structures, and that these deep structures need 

to be changed before the environmental attitude and behavior can change. Otherwise the message about 

changing behavior will be overheard and undermined by the competitive structure e.g. economy that in 

the end will determine our behavior. The other approach takes a different view; it is believed that we 

live our life in a context and that this context is determined by how we live. This way our attitudes and 

behavior are relatively independent of before mentioned structures (Dobson. 2007). Dobson (2007) 

believes more strongly in the second approach and argues that financial penalties for environmental 

harm do not have the intended effect as people will try and get around them and will stop the wanted 

behavior as soon as the penalties go away. He believes that a change in attitude will change the behavior 

more effectively than the other way around. Governments should thus focus more on changing attitudes 

along with the behavior as they; “Both are key to achieving the objective of sustainability” (Dobson, 

2007; 279).  

 

Sustainable citizenship is another similar term for green or environmental citizenship, but is often seen 

from a more global perspective. Sustainable citizenship claims that “People should do all they possibly 

can to help improve social justice and safeguard nature to make the world a better place in which to 

live” (Micheletti & Stolle, 2012). They argue that sustainable citizenship expects the participants to 

support and safeguard nature even if they do not receive a direct payoff in return. Sustainable citizenship 

is broader than what is generally considered as necessary to be a good citizen, it has a strong focus on 

changing one’s values and practices towards a global sustainable citizenship, where lifestyles, daily 

routines, habits and choices are part of the citizenship discourse (Micheletti & Stolle, 2012). Sustainable 

citizenship addresses responsibility not only within one’s country but worldwide and it is a concept that 

is expanding. It expects everybody; individuals, consumers, civic groups, corporations and even the 

government to consider how their decisions shape the future (Micheletti & Stolle, 2012). 

 

After reviewing psychological ownership and consumer citizenships in different fields with connection 

to environmentally friendly behavior it is highly evident that psychological ownership and consumer 

citizenship do affect environmentally friendly behavior. This thesis is from now on based on this 

assumption and the assumption that psychological ownership affects consumer citizenship in a positive 

direction. 

 

The next section will focus on China and some important aspects that influence the environmentally 

friendly behavior in China. 
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3 Background information about China 

Chinese people’s environmentally friendly behavior cannot fully be understood without understanding 

China’s history, domestic politics, culture, communication and media (Shapiro, 2012). The next chapter 

will explore how these concepts are connected to the environmentally friendly behavior in China. 

 

3.1 Economic development in China  

China has through history been a powerful nation. Only the last century has derived from that ‘normal’ 

and China is now on its way back as one of the most powerful countries in the world (Foster, 2001). 

Energy has been essential for China’s fast economic development and China is now one of the world’s 

largest energy consumers and the most polluted country in the world. Since this industrialization begun 

environmental degradation has accelerated in China and the country now faces major environmental 

challenges (Liu & Diamond, 2005). 

 

The rapid economic growth in China is a big part of the environmental problem. Western consumption 

is partially to blame for this due to the huge demand for cheap Chinese products. The large increase in 

the Chinese middle class is however also main cause to the environmental problems (Shapiro, 2012).  

 

Along with the growth in pollution in China, environmentalism has also been growing. Yang & Stalley 

explain that;  “Since the 1990s China has developed an active green community, but one which lacks the 

sustained confrontational element commonly associated with environmental movements in other parts of 

the world” (Yang & Stalley, 2006; 333). Their study shows that there is a small probability of university 

students that join a confrontational environmental movement. There has been a big growth in ENGOs in 

China and they are one of the most notable signs of the growing environmentalism in China. Yet, Yang 

& Stalley (2006) do not believe China is in the midst of an environmental social movement. 

 

3.2 Environmental politics in China 

China’s leading party, the communist party, has a major influence on the economic development of the 

country and environmental decline. As the country has an authoritarian government, the public does not 

have a lot to say in issues like environmental protection. Thus, the communist party has a strong control 

of what people say and think in China (Foster, 2001). This causes a low degree of environmental 

responsibility from the Chinese public. Harris (2006) argues that the Chinese people generally think it is 

not theirs, but the government’s responsibility to take care of environmental protection. A shift has been 

seen through the 1990s, citizens are now finding a voice and are more eager to learn about other times 

and places and the environmental issues. Environmental reposting has grown to become an important 
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part of the media landscape. This greater attention on the environment among the public also puts 

pressure on the government to act (Geall, 2013). Even though the Chinese place a big part of the 

responsibility for protecting the environment on the ruling party, it is argued by Shapiro (2012) that the 

public has a relatively low degree of trust in the government. History, especially the years during Mao's 

regime where nature was supposed to be conquered, has shown the Chinese that the government is not 

always doing the right thing- also when it comes to the environment (Shapiro, 2012). It takes time to 

rebuild trust, but the growth of the economy and thereby the standards of living in China has had a 

positive effect on the reliability of the government and more people now believe that the government 

can also overcome the environmental problems (Geall, 2013).    

 

China’s government knows that the environment suffers and that something must be done, which is 

shown in the more than 100 environmental policies, laws and regulations that they have passed. It is 

though harder to put them into practice and reinforce them as economic growth is still the main priority, 

since this is what the leaders are judged on (Liu & Diamond, 2005, Shapiro, 2012). This is supported by 

Harris (2006) who also argues that even though the Chinese people thinks the environment is important, 

most still believe that economic stability and reducing corruption is more important than the 

environment. Recently, the government in China has been doing more and more to protect the 

environment. Lately Chinese government officials have been important players in the global 

environmental negotiations. Sam Geall argues that; “Foreign values like government and corporate 

accountability and rule of law have also become goals for China, nurtured in part through extensive 

exchanges of legal professionals and intensive domestic debate among Chinese intellectuals and policy 

makers” (Geall, 2013; 17). The newest five year plan has exceeded expectations when it comes to 

incorporating environment and sustainability development and this is estimated to have a high priority 

in China. This is by the public seen as a great promise of more action towards environmental 

improvement (Shapiro, 2012).   

 

Chinese citizens’ groups are also starting to participate in the environmental debate, but the Chinese 

state works hard to keep control with them and the numerous ENGOs by requiring them to register and 

by monitoring their activities closely (Shapiro, 2012). Yet, the Chinese government is starting to be 

more open to the public and more transparent so that the public can regain trust in them. But, as China 

has communist ruling, public participation does not happen naturally (Geall, 2013). This shows that 

even though Chinese environmental law has changed rapidly and significantly over the past decade, 

there is still some way to go especially regarding enforcement of the environmental laws and 

participation of ENGOs and the public. 
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3.3 Chinese culture and the environment 

Chinese culture is important in the study of environmentally friendly behavior of China, as cultural 

norms play a very important role in shaping people’s behavior (Kollmuss & Agyeman, 2002). Kollmuss 

& Agyeman argue that; “If the dominant culture propagates a lifestyle that is unsustainable, pro-

environmentally friendly behavior is less likely to occur and the gap between attitude and action will 

widen” (Kollmuss & Agyeman, 2002; 242).  

 

China’s economic development has strongly influenced today’s values and behavior in China (Fang & 

Faure, 2011). But an important cultural characteristic that China has always kept is the ability to manage 

paradoxes. They can see thing as “both-and” where Western people think everything is “either-or”. 

According to the Yin Yang thought system; “Opposites contain within them the seeds of the other and 

they together form a changing unity” (Fang & Faure, 2011; 325). This entails that the Chinese view the 

environment from different perspectives in different situations and they believe change is a natural way 

of life, also for nature (Fang & Faure, 2011). 

 

Most researchers believe that Confucianism, Buddhism and Daoism, which are all philosophical 

traditions that are found in China, are based on high moral values and offers wisdom about the 

sustainable use of natural resources, respect for all forms of life and living in accordance to nature 

(Shapiro, 2012; Geall, 2013; Weller, 2006). On the other hand, Harris (2006) argues that the Chinese 

see the natural world as instrumental and that they believe it exits for the benefit of the people. “The 

aesthetic and ethical valuation of the environment and nature are very low among most Chinese; nature 

is commonly viewed as being alien and worthy of improvement by human manipulation” (Harris, 2006; 

8). This he further argues mirrors the traditional Chinese thinking, Confucianism, which is an 

anthropocentric paradigm. “Anthropocentrism is manifested in seeking satisfaction of the immediate 

needs of the ruler and the (human) community at the expense of the natural environment” (Harris, 2006; 

13). Another philosophical influence in China, which according to Shapiro (2012) is seen as the 

dominating one, is Western-style modernization which; “Seeks to master nature through technological 

innovation, posits a separation between the human and non-human world and views nature as a force to 

be tamed” (Shapiro, 2012; 88). This is not far away from the way Mao thought of human and nature, he 

just took it to the extreme and used his power to ruin most of Chinas land by forcing the Chinese public 

to execute his ideas (Geall, 2013). The Mao era left the Chinese with a legacy of corruption, 

disillusionment and distrust towards the government. As the public had nothing else to cling to, Shapiro 

(2012) suggests this is the reason why people turned to consumerism as a way to provide meaning to 

their lives. People in China love luxury and the status symbols that come with them. This way they are 
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able to tolerate a government that otherwise had betrayed them. Wines (2011) supports this notion; “All 

the traditional values of Chinese society were thrown out the window to make way for Mao and the rest 

of party leadership. But that died long ago, and there was nothing else to replace it except a 

materialistic hunger” (Wines, 2011; 1). It can thus be concluded that the Mao legacy has a big influence 

on the way the Chinese think about the environment even today.  

 

In China there is huge sensitivity towards rank and respect called ‘face’. Shapiro (2012) argues that 

Confucian philosophy emphasizes the importance of ‘face’ or respect when dealing with others. It is 

therefore important to the Chinese that they behave correctly according to their assigned social role 

within different networks. It is one of the highest cultural values since you by ‘giving face’ or respect 

can create good social and political relationships. Yet the big value on ‘face’ can lead a country to make 

bad decisions about the use of national funds. Many think China should use funds for environmental 

protection but instead they use them on prestige projects like big dams and space exploration (Shapiro, 

2012). 

   

3.4 Media and communication in China 

Information in China has been and still is largely controlled by the government through strong 

censorship to control the public debate (Shapiro, 2012). Lately information has yet been flowing 

relatively more easy from the outside world to China. In an attempt to create more transparency and 

trustworthiness the government has tried to be more open, also regarding data about the impacts of 

pollution, climate change and ozone depletion, as well as tactics and strategies of environmental 

organizations in China (Shapiro, 2012). With the change in the media world, towards a more accessible 

flow of information, a growing citizen environmental movement has emerged (Geall, 2013). 

Environmental reporting has accelerated since the 1990s and has grown to be an important and dynamic 

part of the media landscape (Geall, 2013), which is also what is found in the interviews with WWF and 

Greenpeace that both explains that the concern about the environment has increased dramatically in 

China (appendix B). This has created more social participation and public pressure to improve the 

environment, which has often been more effective than top-down regulations (Geall, 2013). Many of the 

environmentalists that started the first ENGOs in China were environmental journalists and they helped 

to create more environmental aware citizens in China.  

 

According to Geall (2013) information is the key to increased environmentally friendly behavior in 

China. By a more transparent and trustworthy media landscape the Chinese citizens are now becoming 

more knowledgeable and are that way able to make more informed decisions about their environmental 
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behavior and also demand action from the government. Still, the transparency, trustworthiness and free 

flow of information could be better as the government still controls and censors the Chinese media.   

This chapter has explained why China’s history, domestic politics, culture, media and communication 

should also be taken into consideration when addressing environmentally friendly behavior in China. 

According to Shapiro (2012) China should use technological leapfrogging and courageous policy 

making to become a global leader in truly sustainable development. For this to succeed they need 

national dialogue and effort to promote a ‘green’ national identity, furthermore they need to engage and 

empower public participation and finally the civil society. 

  

4 Hypothesis development  

The purpose of this chapter is to identify relevant theory of psychological ownership to show the 

pathway to the 10 hypotheses in this thesis.  

 

4.1 Hypothesis structure 

 

Figure 1 - Model over hypothesis structure 

Source: Author 

 

4.2 Hypothesis 

 

As assessed in chapter 2 and 3 China’s economic development, culture, government and media has an 
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impact on the environmental awareness among Chinese consumers (Liu & Diamond, 2005, Shapiro, 

2012, Fang & Faure, 2011). The environment suffers from the consumerism that has emerged in China 

along with the economic development. The economy has thus gained higher priority than the 

environment. This also affects the routes through which one can achieve psychological ownership, as 

the three major experiences, through which you can attain psychological ownership, are now more 

focused on things than nature. This is illustrated in the following hypothesis: 

 

H1: The interest in the environment is comparatively low because the economy still has highest 

priority among the young Chinese consumers 

 

A previous study on environmental issues has showed that Chinese students care more about global 

issues than local issues, which conflicts with other research e.g. (Harris, 2006, He et al., 2011). Harris 

(2006) believes the Chinese care more about problems that affect them directly and are not particularly 

concerned with global issues. This is also in line with the literature on psychological ownership that 

states you are more concerned with issues that you feel psychological ownership towards, which is more 

likely your local problems as other problems seem too far away (Pierce et. al., 2003). He et al. (2011) 

also argues that local issues are often viewed as of higher importance as higher levels of perceived 

danger lead to an interpretation of greater significance and salience of the issue. From this the following 

hypothesis is derived: 

  

H2: The young Chinese consumers are more interested towards their local environment than the 

global 

 

As described above, China has communist ruling and the public does not have a lot to say in issues as 

environmental protection (Foster, 2001). This causes a low degree of environmental responsibility from 

the Chinese public. Harris (2006) argues that the Chinese people generally think it is not theirs, but the 

government’s responsibility to take care of environmental protection. This lack of responsibility from 

the Chinese public has a negative influence on the psychological ownership of nature and leads to 

following hypothesis: 

 

H3: The young Chinese consumers do not believe in citizen participation 

 

Chinese culture play an important role in shaping people’s behavior (Kollmuss & Agyeman, 2002), 

which makes one believe that also environmentally friendly behavior is shaped by culture. 
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Confucianism, Buddhism and Daoism, that used to be dominant in China, are based on high moral 

values and offers wisdom about the sustainable use of natural resources, respect for all forms of life and 

living in accordance to nature (Shapiro, 2012; Geall, 2013; Weller, 2006). Even though; the dominant 

culture in China now propagates a lifestyle that is unsustainable. In this new consumer lifestyle pro-

environmentally friendly behavior is less likely to occur and the gap between attitude and action get 

larger and larger (Kollmuss & Agyeman, 2002). If the legacy of the Mao era where the Chinese believe 

they can and should conquer nature and the lifestyle of consumerism beats the older traditional values 

from Confucianism, Daoism and Buddhism, the psychological ownership of nature and the environment 

will continue to be negatively affected by the Chinese culture, which leads to following hypothesis: 

 

H4: The young Chinese consumers do not feel a high degree of responsibility towards environmental 

problems 

 

As described in the earlier two chapters consumer citizenship is about the ongoing contribution and 

responsibilities consumers have towards community. Both towards what they consume but also in their 

actions, which must be morally defensible (Gabriel & Lang, 1995; McGregor, 2002). As the consumers 

in China believe it is the government’s responsibility to solve these kinds of problems, they will 

probably not participate in consumer citizenship. To participate in consumer citizenship a feeling of 

psychological ownership is also needed, which might be questionable in China. As Pierce et al., (2003) 

argues; the Chinese people feel low ownership for nation, territory, home, family or organizations and 

are not likely to engage in citizenship behavior. Another form of consumer citizenship has emerged in 

the form of environmental citizenship, where people gather online and highlight environmental issues 

and interact and share stories and ideas with each other (Luck & Ginanti, 2013). Even though the 

Internet is being liberated more and more in China, the Internet is still censured and the government still 

to a large degree controls what is accepted and what is not online, as the government sees grouping of 

people as a threat to the stability of society (Shapiro, 2012). This predicts a low degree of consumer 

citizenship both on- and offline. From this the following hypothesis is derived:    

 

H5: Consumer citizenship in China is low due to a lack of interest and possibility to engage in 

citizenship  

 

According to earlier research Chinese people are not acting very environmentally friendly compared to 

other countries, with higher living standards (He et al., 2011). This is also supported in the interviews 

with the ENGOs in China. Both Greenpeace and WWF (appendix B) think it is partially because of a 
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lack of information on how to act environmentally friendly and also because of a lack of possibilities to 

actually perform environmentally friendly in China. 

 

Actions and willingness to act on behalf on the environment has in this thesis been researched among 

young Chinese consumers to try and determine the actual level of environmentally friendly behavior. It 

is assumed that the environmentally friendly behavior among the youth in China is rather low due to 

especially three factors; the low psychological ownership of the environment, the lack of information on 

environmentally friendly behavior and the few possibilities of acting environmentally friendly in China. 

This leads to following hypothesis:  

  

H6: Environmentally friendly behavior among the youth in China is rather low  

 

As earlier described knowledge and information have a connection to psychological ownership. The 

more knowledge and information one possesses about a certain target of ownership the more intimate 

becomes the connection between the individual and that target (Beggan & Brown, 1994). This indicates 

that the more information the Chinese consumers receive about the environment, the more knowledge 

they will gain and thereby a greater feel of psychological ownership towards the environment will be 

acquired. In China the knowledge about the environment is rather low as the access to information is 

very limited due to a strong censorship from the government. Since the 1990s the Chinese government 

has decided to be more transparent and started being more open, also regarding data about 

environmental issues (Shapiro, 2012). This growing access to information is a way to increase the 

knowledge level in China, and it is estimated that the level of knowledge has increased among the 

young Chinese consumers, but still is lower than most other countries with a more free information 

flow. This leads to following two hypotheses: 

  

H7: The young Chinese consumers’s level of knowledge about the environment is still rather low 

 

And 

  

H8:  A high level of environmental knowledge leads to a higher degree of psychological ownership 

that again leads to increased environmentally friendly behavior 

 

Previous studies have suggested that members of an environmental organization have a higher level of 

knowledge about the environment and that way obtains higher NEP scores than the general public 
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(Chen et al., 2012). This will also be researched here to determine if membership of an environmental 

organization this way creates more knowledge and thus affects psychological ownership of the 

environment in a positive direction. 

H9: Members/followers of environmental organizations have a higher NEP score than the general 

public 

 

As explained in the literature review, people who have experienced environmental harm, like losing 

their home or territory or getting their local river polluted from waste from factories, can experience this 

as a loss of their extended self (Belk, 1988). This loss leads to a greater feel of psychological ownership 

as the involved persons show a more conscious concern for the environment than those who have not 

experienced environmental harm (Chen et al, 2012). From this hypothesis number ten is derived: 

 

H10: Experiencing environmental harm affects the level of psychological ownership in a positive 

direction 

  

5 Methodology 

The purpose of this chapter is to give background information on how the data for this thesis is collected 

(figure 2). 

  

Figure 2 – Overview of Research strategy 

Source: Author 
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5.1 Research philosophy 

It is important to discuss the research philosophy as it helps clarifying the research design that will make 

it possible to collect the right kind of data in order to answer my research questions and testing my 

hypothesis. Furthermore the research philosophy will indicate limitations and that way help avoid 

misunderstandings. 

 

This research follows the tradition of positivism. The idea in positivism is that the social world exits 

externally and that the observer is independent from what is being observed. This means that the study 

of psychological ownership can be determined by objective criteria rather than human beliefs and that 

the results in this research are explained through causality and fundamental laws. Using the tradition of 

positivism also means that this research is build through hypothesis and uses deduction to investigate 

whether or not these are truth or false. Further the concepts of the thesis are defined so that they can be 

measured quantitatively and the problem at hand is reduced into simple elements to be better 

understood. The research also tries to generalize about regularities in human and social behavior by 

selecting a sufficient amount of respondents. This is further tested statistically to ensure that the research 

can be used about the wider population in China (Easterby-Smith et al, 2008).  

 

Ontology is the philosophical assumptions about what can be real and what cannot (Willis, 2007). There 

are two aspects, objectivism and subjectivism. In objectivism a social entity is seen as existing 

independent of social actors. The other is subjectivism that will be the underlying ontology in this 

research, since it is believed that the social phenomenon of environmental behavior can only be 

understood if the subjective motivations of individuals are explored. Using subjectivism the social 

phenomenon of environmental behavior is created from perceptions and consequent actions of social 

actors. The individual’s worldview thus influences how different situations are perceived and affects his 

actions and social interactions (Lewis et al., 2009). 

     

Epistemology is the study about knowledge and the best ways to acquire it (Easterby-Smith et al, 2008). 

One approach is that only observable phenomena represents acceptable knowledge the other approach, 

the one used in this thesis, is that both observable phenomena and subjective meanings like feelings and 

attitudes can be accepted as knowledge (Lewis et al., 2009). In this thesis it is found appropriate to also 

access feelings and attitudes in a statistical manner to generate knowledge.  
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5.2 Research approach 

There are basically two research approaches a researcher can adopt; the inductive or the deductive. In 

the inductive method the data is first collected and then theory is developed from the gathered data. The 

deductive method on the other hand develops hypothesis based on chosen theory and then designs the 

research method to confirm or disconfirm the hypothesis (Easterby-Smith et al, 2008). As earlier 

mentioned this research uses the deductive method which is typical for a positivist research design and 

matches well with quantitative data.  

 

The research on psychological ownership’s affect on environmentally friendly behavior in China is built 

on secondary data for the contextual background and for a more exploratory research; a mixed method 

approach is used in collecting the primary. The mixed method approach means that both qualitative data 

has been collected through semi structured interviews with environmental organizations in China and 

quantitative data has been collected through surveys among young Chinese consumers. The qualitative 

and quantitative methods will be further elaborated on the following sections. 

 

5.3 Qualitative data: Interviews 

Interviews are among the most important sources of case study information gathering and constitute 

guided conversations rather than structured queries (Yin 2009, p.106). Interviews are qualitative 

techniques and are commonly used in business research to gather information. In the context of this 

research the interviews needed to be performed to gain in-depth information about the environmental 

development in China and in order to be able to explore the area of environmentally friendly behavior 

before creating a survey among the Chinese consumers. Interview can be conducted orally, in written 

form, by telephone or other means of communication (e.g. e-mail, internet or fax). In this research orally 

in-depth, neutral, non-standardized interviews with a guiding checklist was performed (Yin 2009; 107). 

The interviewing approach used in this thesis was in-depth interviews. In-depth interview is usually 

conducted by a trained interviewer and consists of semi-structured questions. The objective of an in-

depth interview is to discover insights about beliefs, feelings, and opinions that the respondent holds 

about the topic of interest. Therefore, probing questions are used to get as detailed information as 

possible (Bush et al., 2009). Since objective of the interviews were to gain insights into environmental 

beliefs and opinions in China, the semi structured in-depth interview approach was identified to be the 

most suitable.    

 

The participants received an interview guide beforehand (Appendix A). The interview guide was 

divided into five areas; Background info, Communication, Knowledge, Pollution and health problems 
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and Chinese Media. The interview guide was partially based on the model in table1 to gain as much 

knowledge as possible about the areas of this research. The objective of using this technique was to 

understand the interviewee's point of view for the purpose of a comparative analysis seeking consistency 

rather than to make generalizations about social behavior (Neuman, 2000). The questions sent and asked 

in the course of the interview were open-ended and arose naturally during the interview. The aim was to 

establish a conversation in which both parties felt comfortable. It was up to the interviewer to decide 

whether she felt that it was appropriate to ask a question about censorship in the media, since it is a 

sensitive topic in China. The wording of the questions was therefore not necessarily the same for all 

respondents. This method thus led to a positive relationship between the interviewer and interviewee 

and embraced a high validity. Respondents had the opportunity to talk in detail and depth so that reasons 

behind actions could be revealed as the interviewee was able to speak with little guidance from 

interviewer. The interviewer could investigate areas suggested by the interviewee's replies picking-up 

information that had either not come to mind or the researcher had no prior knowledge of (Yin, 2009). 

Finally, the interview was recorded, which was of great assistance for limitations of the researchers 

memory and allowed for a more thorough examination and interpretation of what the respondents said 

(Bryman, 2008).  

 

The interviews were conducted in English with a Chinese translator to clarify any difficulties in the 

understanding. This way the author was able to participate in the interviews, as her Chinese language 

abilities did not add up to do the interviews in Chinese. The four interviews lasted between 30 and 60 

minutes and can be found on the attached CD. 

 

5.3.1 Selection criteria for participants in interviews 

The participants for the interview were chosen among big environmental organizations in China as they 

uphold the most information about the Chinese environment and environmentally friendly behavior in 

China. Four interviews were held with following ENGOs: 
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Table 1 – Information about respondents in conducted Interviews 

Source: Author 

 

5.4 Quantitative data: Questionnaires  

The interviews were conducted first to get the necessary background information for creating the 

questionnaires. The questionnaire is based on formal standardized questions, so that all respondents 

receive the same stimuli. Furthermore all the questions in the questionnaire are based on existing 

questions from research done by top researchers. By using professional questions, the qualities of the 

questions are ensured and validity is heightened. The sensitive question about income is in the back and 

is changed to a more indirect question on how many cars the family owns, to make the question less 

sensitive and thus response rate higher. To limit the risk of social desirability bias, where respondents 

are unwilling to answer correctly on sensitive questions, like e.g. environmental actions, for ego 

defensive or impressions management reasons the questionnaires are made anonymous and start out 

with more general questions where people do not yet know the theme is environmentally friendly 

behavior (Fisher, 1993). 

The questions were translated to Chinese to secure optimal understanding by the respondents as it was 

assumed that the respondents English language proficiency were likely to be insufficient. First the 

questionnaire were translated to Chinese and afterwards back translated to ensure that the translation 

was correct. Pilot tests were afterwards conducted on three young Chinese consumers to ensure overall 

understanding of questions and flow. As the thesis has a rather low monetary budget, non-probability 

sampling was applied. The interviewees from the environmental organizations in China, was used to 

spread the survey among young Chinese consumers as well as employees from the Copenhagen 
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Business Confucius Institute. Furthermore Chinese online forums were used to spread the survey 

further. 

 

Since the survey is based on questions from other researchers the scales are not the same through all the 

questions. This means the questions can be harder to compare directly with each other but instead I am 

able to compare to the professional survey where the questions origin from.  

 

The survey ran from July 29th until September the 10th. During that time 213 people started the 

questionnaire out of which 173 completed it (81%=completed surveys). Drop outs occurred in the 

beginning, middle and end of the survey in different questions and no conclusion can be drawn as to 

why people did not complete the survey. One respondent that completed the survey was currently living 

in Denmark and had to be eliminated from the answers. Overall this leads to 172 complete and usable 

answers. The complete survey conducted in Chinese can be found in appendix C and the English 

version in appendix D.  

 

5.4.1 Selection criteria for participants in survey 

The survey of environmental knowledge and behavior is directed at the youth in China as they are the 

most interesting for Chinas future. The respondents had to currently live in China and be 100% Chinese. 

The youth in China is in this research determined to be all Chinese that are under the age of 40. This 

generation of Chinese is both a beneficiary of recent development and a victim of its environmental 

degradation, which make it interesting to do the research among them. They are also the next legion of 

environmental managers and policymakers and they will have to deal with China’s environmental issues 

(He et al, 2011). The surveys have been sent out to both members of environmental organizations and to 

students at different universities and high schools all over China to try and vary the circumstances of 

respondents and make it more representative. 

 

5.4.2 Questionnaire structure 

The first part of the questionnaire is about global and environmental issues. The existing data has 

showed that Chinese students care more about global issues than local issues, which conflicts with other 

articles e.g. (Harris, 2006). He believes the Chinese care more about problems that affect them directly 

and are not concerned with global issues. Other theories on psychological ownership also say that 

people will have a greater feel of psychological ownership towards their local environment 

(home/territory) than the global (Pierce et al, 2002).    
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Participation is the next chapter of the survey. It covers both the governmental and public participation. 

These questions are especially helpful in showing who the public thinks have the power to change the 

environment for the better in China. This section also shows how engaged people are in actions towards 

environmental protection. According to research ‘power’ is important to feel psychological ownership. 

If the Chinese public acts and participate they show that they feel some kind of power which could 

indicate psychological ownership of the environment.   

  

Next in the survey are questions concerning action and willingness (He et al, 2011). It should help 

reveal the degree of psychological ownership among the Chinese consumers. The more they engage in 

actions and the more willing they are to engage in actions, the greater feel of psychological ownership 

of the environment they will most likely have. Some of the questions in this section measure how much 

control and power the Chinese consumers feel they have over the environment. If the consumers think 

they also have power and control of the way the environment develops, they will most likely experience 

a greater feel of psychological ownership towards the environment (Pierce et al., 2002). Actions are a 

way of controlling the environment, which is why these questions can measure psychological ownership 

on how invested the Chinese consumers are in the environment (Pierce et. al. 2002). 

 

The Next part of the questions is knowledge, which are based on the New Environmental Paradigm 

(NEP) scale that measures pro-environmental orientation (Dunlap et al, 2000). The actual NEP scale 

used in this thesis is the Revised NEP Statements (Dunlap et al, 2000). The NEP takes a deeper look 

into the Chinese Consumer’s knowledge. In the theory on psychological ownership more knowledge 

and information creates more consciousness and psychological ownership. It is said that the more 

information possessed about a certain target of ownership the more intimate becomes the connection 

between the individual and that target (Beggan & Brown,1994), which indicates that the more 

information the Chinese consumers receive about the environment, the more knowledge they will gain 

and thereby get a greater feel of psychological ownership. Previous studies have suggested that 

members of environmental organizations get a higher NEP score than the general public (Chen et. al. 

2012). By sending surveys to both groups, this will also be tested in this thesis. 

 

The last part of the survey concerns environmental harm. This question explores if increasing visibility 

of pollution and health problems have an effect on psychological ownership of the environment. Chen et 

al. (2012) believes that you are more concerned about protection of the environment if you, or 

somebody close to you, have experienced environmental harm. This could be because environmental 
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harm is experienced as a loss of one’s extended self, which leads to a more conscious concern for one’s 

environment and thereby increased psychological ownership of the environment (Belk, 1988). 

The last part in the survey is background information about the respondents, as this contains sensitive 

information, like income and marital status, it is placed at the end to limit the dropout rate at the 

beginning (Sudman & Bradburn, 1982). 

 

5.5 Method of data analysis 

In this section you will find an overview of how the primary data will be analyzed. Both the quantitative 

and qualitative method of analysis will be described.  

 

5.5.1 Qualitative data  

In order to be able to analyze the qualitative data the interviews was taped. The audio of all four 

interviews can be found on the attached CD. Instead of transcribing the interviews word by word it was 

decided to write down a summary of each interviewee’s answers, which can be found in Appendix B. 

The appendixes with summaries vary in structure as the interviews were semi structured and the 

interviewees were allowed to jump between subjects. 

 

As the interviews was already structured and were used mostly for inspiration and gaining knowledge to 

produce the questionnaire, coding was found not to be necessary for this thesis. The interviews are used 

to support and emphasize findings in the thesis. 

 

5.5.2 Quantitative data 

In order to mathematically analyze the quantitative data it needs to be coded. This way all response 

options was numerical numbered with a value, which enables calculations in IBM SPSS statistics 21 

(SPSS), which could not be done with alphabetical data (Bush et. al, 2009). 

All data calculations have been done using SPSS or Excel. For the analysis of each of the questions 

different statistical methods have been used in SPPS, such as factor analysis, one-way ANOVA 

analysis, linier regression analysis and reliability analysis. Moreover, descriptive statistics are applied in 

order to draw conclusions from the findings. From SPSS and Excel the mean (average of all responses), 

mode (most frequent occurring response) and standard deviation (average dispersion around the mean) 

provide helpful insights into the understanding the data (Bush et al., 2009). 
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5.6 Reliability and validity 

Any research should be tested for reliability and validity in order to test the quality of the research. 

Reliability is the extent to which repeated primary research would lead to the same results. Validity 

refers to whether or not the research does what is intended (Carmines & Zeller 1979).  

 

The reliability of the research is assumed to be reliable and the detailed description of how the primary 

data was conducted will make repetition possible. If the research was made again now it would most 

likely yield similar results, since the respondents would likely still hold the same opinions about 

environmentally friendly behavior. Compared to the total number of students in China, the sampled 

respondents is a rather small group and repeated research with a different and larger sample could yield 

somewhat different results. This limits the ability to generalize the results.  

 

The interviews are also assumed to be reliable, as repeating the interviews would still give the same 

results as the interviewee’s beliefs and feelings about environmentally friendly behavior in China are the 

same. Rapid or extreme changes of the environment in China would however affect new interviews as 

well as survey answers. The connection to the interviewee could also influence the mood in another 

interview and this way result in less or more detailed outcomes. 

 

It is assumed that the chosen research approach is appropriate for this thesis’ research and thus is valid. 

The qualitative insights gathered through the in-depth interviews gave important knowledge to create 

the quantitative data in form of the questionnaire which provided important insights into 

environmentally friendly behavior in China. In the next chapter the findings will be presented. 

 

6 Results  

In the following sections the findings from both the qualitative and quantitative research on 

psychological ownership and environmentally friendly behavior in China will be presented and 

discussed. As the questionnaire is the main data source in this thesis, the focus will be on the 

quantitative data, but first the initial collection of qualitative data will be described. 

 

6.1 Qualitative data: In depth interviews 

As described in section 5.3.1, the four interviews were made to gain knowledge and information about 

psychological ownership and environmentally friendly behavior in China to be able to make as relevant 

a questionnaire as possible. Thus only findings relevant for the design of the questionnaire will be 

presented here. Full summaries can be found in appendix B. 
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After presenting their organizations and their goals in China, the first part of the interviews focused on 

the Chinese citizens and their awareness about environmental issues. All of the four organizations 

believe that the Chinese citizen’s awareness about protection of the environment has increased a lot and 

the environment is becoming a more and more important issue in China. They also agree that the 

Chinese consumers tend to be more concerned with the local environment than the global, since the 

local issues is what affects them directly. IPEA believes this is due to a natural concerns about solving 

own problems first. 

 

About the consumers’ degree of influence on the environment, they all agree that the Chinese public feel 

they have a greater influence and power now to take action than before. Greenpeace, IPEA and GVB all 

mention that civil protests and demonstrations have increased a lot in China and WWF mentions that 

people now engage more, take action and discuss online. Especially the young Chinese consumers are 

interested in solving the environmental problems. Both Greenpeace and WWF believe that the younger 

generations in China are more informed because of the internet and thus more critical towards 

environmental solutions. The organizations also mention that even though people participate more now, 

many Chinese consumers still do not think that it is primarily their responsibility to solve the 

environmental problems. Greenpeace as well as WWF and IPEA mentions that many Chinese look to 

the government for changes in the environment, but that they as ENGOs feel it should be everybody’s 

responsibility. This is also evident in the different ways that the organizations work to influence 

different decision makers. IPEA lobbies companies to try and make them change. WWF and 

Greenpeace try to influence government and GVB try to influence the public in China. There are also 

different opinions on whether or not it is easy to take action as a consumer and live a sustainable life in 

China. Greenpeace believes it is getting easier to live a sustainable life, but that it is expensive and time-

consuming. On the other hand WWF thinks it is very hard and that there is still a long way to go 

especially regarding labeling of sustainable or eco-friendly products. However, Greenpeace thinks it is 

getting easier to live more sustainable in China, but at a very high cost. 

 

The Chinese media’s interest in environmental issues has increased a lot along with the increasing 

public interest. Greenpeace explain that they get directions from the central government on what to print 

and what not to print; unfortunately they do not think that all in the public is aware of this censorship. 

WWF mentions that the arrival of social media has made it harder to hide environmental scandals from 

the media and public. 
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The four organizations all think that the level of knowledge has an influence on environmentally 

friendly behavior. All four organizations believe that knowledge about the environment is increasing in 

the public as the interest is increasing. GVB argues that people communicate more and share 

information which increases the level of knowledge. Still they do not think the level of public 

knowledge is sufficient. Moreover, Greenpeace mentions that the public needs more knowledge to make 

informed decisions about e.g. buying safer or organic products. IPEA also focus on the importance of 

getting more knowledge out to the Chinese public so they can make more informed decisions, which 

also indicate that they do not think the knowledge about the environment is at a satisfactory level.  

 

Pollution and health problems are very visible many places in China and that is definitely a major 

trigger to the increased focus on the environment in China according to all four organizations. They all 

believe it makes people engage more to take action to protect the environment. 

 

6.2 Quantitative data: Online questionnaires 

The goal with the online questionnaire was to gain insight into the young Chinese consumers’ 

environmentally friendly behavior and assess whether or not the roots and routes to psychological 

ownership and the other aspects mentioned in figure 2 affect psychological ownership. More 

specifically the attitudes, awareness, knowledge and experiences with environmental issues of the young 

Chinese consumers  consumers were investigated. The relevant findings will be presented in this chapter 

and a total overview of the survey findings can be found in appendix E.   

 

6.2.1 Demographic profile of respondents 

The survey was answered by 85 Chinese women and 87 Chinese men. The age of the respondents varies 

between 15 and 39 years of age, where the majority (83%) is between 20 and 29 years. 5% is between 

15 and 19 and 12% between 30 and 39 years. 46% of the respondents comes from Beijing or Shanghai, 

the two largest cities in China. The rest are from other large cities with several million citizens as 

Chongqing, Nanjing, Lanzhou, Shenyang, Hangzhou, Zhengzhou, Wuxi, Kunming or Changsha. 

Regarding the education of the respondents the highest percentage, 42%, has a Bachelor degree as their 

highest level, closely followed by 37% of the respondents having a Master degree. The rest of the 

respondents are almost equally shared with 9% having a degree above Master degree level and 11% 

with the lowest level of education in the form of high school. As the main part, 88%, has at least a 

Bachelor degree the respondents must be said to be very well educated, which has to do with the fact 

that the survey mainly was spread among students in China. 54% of the respondents are single, 31% is 

in a relationship and 15% are married. To check for income level without being impolite, the number of 
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cars was used as a measurement of income. 59% of the respondents do not own a car, 35% has 1 car, 

4% has 2 cars and only 2%, or 3 respondents, has more than two cars. The rather low number of cars 

among the majority of the respondents can be explained by most of them being students who cannot 

afford a car. Finally it is worth mentioning that 30% of the respondents are members or followers of an 

environmental organization and 70% are not. Summarizing the demographic data shows that there is an 

overall good variety in the young respondents as both men and women in all ages between 15 and 39 all 

over China has participated in the survey. 

 

6.2.2 Findings of the online survey  

 

Issues in China  

The first question is connected to hypothesis number 1 that aims to determine which issues the young 

Chinese consumers feel is the most important for China today. As you see in table 2, the result showed 

that the issue ranked as the most important issue in China is education with 33,7% of the votes.  

 

Which of these issues is the most important for China today 

 
Frequency Percent Valid Percent Cumulative 

Percent 

 

Health Care 2 1,2 1,2 1,2 

Education 58 33,7 33,7 34,9 

Crime 12 7,0 7,0 41,9 

The environment 41 23,8 23,8 65,7 

The economy 38 22,1 22,1 87,8 

Poverty 5 2,9 2,9 90,7 

None of these 16 9,3 9,3 100,0 

Total 172 100,0 100,0 
 

Table 2 – Issues in China 

Source: Author 

 

The second and third most important issues according to the sample is the environment with 23,8% and 

the economy with 22,1% of the votes. Crime has been chosen by 7% of the respondents and only 2,9% 

think that poverty is the biggest problem, which is a little bit surprising. No one has chosen Immigration 

or Terrorism as the most important issue. 

 

 

 



42 
 

Environmental issues  

The second part in the questionnaire is a ranking of environmental issues after urgency. In table 3 it is 

found that ‘Water scarcity’ and ‘Air pollution’ are ranked as the most important issues. After comes 

‘Global warming/climate change’ and ‘Using up natural resources’ as 3 and 4. The problem of 

‘Chemicals and pesticides’ is ranked as the fifth most serious problem in China. Ranked as 6 and 7 is 

‘Soil degradation and erosion’ and ‘Loss of biodiversity’. As number 8 comes ‘Sandstorms’ and finally 

‘Ocean pollution’ and ‘Deforestation in tropical areas’ are ranked as the least important. 

 

    

95% confidence 
Interval of the 

Difference 
  

Issues Mean Lower Upper Rank 

Water scarcity 2,6 2,291 2,907 1 
Global Warming/Climate 

Change 5,3 4,888 5,752 4 

Using up natural resources 4,9 4,487 5,280 3 

Air pollution 2,8 2,478 3,033 2 

Soil degradation and erosion 5,6 5,244 5,884 6 

Loss of biodiversity 6,3 5,945 6,612 7 

Chemicals and pesticides 5,4 4,977 5,766 5 

Sandstorms 6,9 6,596 7,276 8 

Ocean pollution 7,1 6,745 7,382 9 

Deforestation in tropical areas 8,2 7,894 8,559 10 

Table 3 – Environmental isseues 

Source: Author 

 

Participation and responsibility 

Question 3 is about whether or not citizen participation is of little or great value, even if it adds to the 

cost of government. A rather high percentage, 76%, thinks it will be of good or great value. 10% thinks 

it would be of little or less value compared to the cost of government. 

 

Question 4 is about the feeling of responsibility of the environmental problems. A remarkable high 

percentage, 91,4%, feel moderately or extremely responsible and only 4% does not feel responsible at 

all as shown in table 4. 
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How responsible are you for environmental 

problems 

Total 

Extremely Moderatel

y 

Slightly Not at all 

Total 88 70 7 7 172 

Table 4 – Responsibility 

Source: Author 

 

To assess the degree of consumer citizenship in China and answer hypothesis 5, question number 5 on 

political participation in environmental issues is used. In table 5 it is shown how the respondents’ 

answers are divided on the different political activities in percentage.  

 

 

  USA CHINA 

Signing petitions 51,8 30,8 

Donating money to an environmental group 39,2 24,4 

Joining an environmental group 16,7 44,8 

Writing letters to local, state or federal legislators or 
agency officials  

13,5 7 

Writing letters to newspapers 12,3 24,4 

Soliciting signatures for a petition 11,1 12,2 

Phoning or personally lobbying legislators or agency 
officials 

8,8 8,1 

Campaigning for a candidate 6,3 2,3 

Attending public meetings 5,1 22,1 

Participating in lawful demonstrations 3,7 19,2 

Civil disobedience (e.g. unlawful demonstrations) 0,05 4,1 

None of the above (only eligible in Chinese survey)   26,2 

Number of activities (mean) 2,9 2,7 
Table 5 – Political participation in environmental issues 

Source: Author  

 

The activities mostly used in China are ‘joining and environmental group’ and ‘signing petitions’. Here 

after ‘donating money to an environmental group’ and ‘writing letters to newspapers’ are used by 

approximately one out of every four respondents. 22,5% attend public meetings and 19,2% participate 

in lawful demonstrations. The least used activities are ‘campaigning for a candidate’ and ‘civil 

disobedience’. 26,2% of the Chinese respondents have never used any of the activities mentioned.     
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Actions and willingness 

In the sixth question actions of environmentally friendly behavior is investigated. The young Chinese 

consumers in general do take some action and show a great level of power and control. Most participate 

in the actions; ‘I ask/call someone to repair the leaking water faucet as soon as I can’, ‘I say “no” to 

food made of wild animals’ and ‘I switch the light off when I don’t need it any more’. These actions are 

all fairly easy to do and do not take a lot of time and effort. Least action is taken when it comes to ‘I 

wash dishes without detergent to reduce water pollution’ with 14%, and only 18% always pays attention 

to reports about ozone depletion on TV, newspapers, radio or Internet. Also few, 19%, answers always 

to ’I prefer products made by companies that donate part of their profit to plant trees in western China 

even if the price is higher’. Bias can occur as people want to come of better than they are. Compared to 

the original survey among Chinese students, the new results do not differ significantly. 

 

The seventh question is exploring the willingness of the young Chinese consumers to act on behalf of 

the environment. Willingness is generally high, which shows that they do feel some power and control 

indicating a high level of psychological ownership. Only around 35% would ‘Donate money if African 

elephants were in danger’ or ‘Join and become dedicated in an environmental group at school’ and only 

38% would ‘Volunteer to promote protection of the rainforest’. The respondents are most willing to 

‘Support a bill to increase funding for research on climate change if they were a member of the National 

People’s Congress’ (72%) and to ‘Help promote the laws and policies that deal with soil degradation 

and erosion in western China’ if possible (77%). 63% ‘Would not drop their waste cans or beer bottles 

in the seas, if they were on a boat’. 50% ‘Would pay more for a CFC refrigerator’ and 48% ‘Would 

consider not buying products that is made from rain forest’. Again the willingness seems higher towards 

local issues than global issues. 

 

NEP Score 

Question number 8 assesses the environmental knowledge among the young Chinese consumers through 

the use of the NEP scale. 75% mildly or strongly agree with the fact that ‘We are approaching the limit 

of the number of people the earth can support’. This could be due to the fact that the Chinese know they 

are the most populous nation in the world. China also implemented the one child policy to control the 

development in the population, which also indicates to the Chinese that it is a problem if they become 

too many. A little more than half of the respondents disagree that humans have the right to modify the 

natural environment to suit their needs, but a more than 25% actually think we do have that right to do 

so. These opposing sides could be due to different aspects from their culture. Under Confucianism the 

Chinese where meant to live with nature, but under Mao they were supposed to conquer and rule over 
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nature. Most respondents however suggest that ‘Humans do not have the right to modify the natural 

environment’, which indicates that the Mao legacy is no longer prevailing among the young Chinese 

consumers as they have adopted other values. This is also evident in the next question where 77% 

believes that ‘Interfering with nature often produces disastrous consequences’. 41% think that ‘Human 

ingenuity will insure that we do not make the earth unlivable’. The question on whether or not there are 

enough natural resources if we just learn how to develop them is divided. 40% mildly or strongly 

disagree that there are enough and 32% believe there is not. 82% think ‘Plants and animals have as 

much right to exist as humans’. Only 9% disagree, which indicates that the Mao era of controlling both 

plants and animals is not affecting the young Chinese consumers. 

 

55% disagree in the fact that; ‘The balance of nature is strong enough to cope with the impacts of 

modern industrial nations’. Most respondents (85%) believe that ‘Also humans are subject to the laws of 

nature’. This could be because of the many natural disasters as drought or flooding that have happened 

in China during the past years. 27% agree with the fact that ‘The ecological crisis facing mankind has 

been greatly exaggerated’. 76% think ‘The earth is like a spaceship with limited room and resources’. 

Again this shows that the young Chinese consumers are aware of the fact that the earth has its limits. 

Only 25% of the respondents believe that ‘Humans were meant to rule over the rest of nature’ and 84% 

believes that ‘The balance of nature is very delicate and easily upset’. 38% think ‘Humans will 

eventually learn enough about nature to be able to control it’, but around 38% also believe we will not. 

Even though 27% think the ecological crisis is exaggerated, 78% think that ‘If we continue our present 

course we will soon experience a major ecological catastrophe’.  

 

Environmental harm 

In question number 9 it is investigated how many of the respondents or members of their family have 

experienced environmental harm. The survey findings show that 68% has experienced environmental 

harm which almost as high as the original survey with 77%. The alarming high proportion is thus not a 

onetime occurrence. In the next chapter further analysis and discussion of the findings will be presented. 

 

7 Discussion of results 

In the previous chapter the findings of both the in-depth interviews and the online questionnaires have 

been presented. On that basis this chapter will analyze the findings and discuss the challenges and 

possibilities regarding environmentally friendly behavior in China. More specifically the hypotheses 

will be answered and it will be discussed how psychological ownership and consumer citizenship can 
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influence the environmentally friendly behavior in China. Below discussion will reveal that four out of 

ten hypotheses are supported and overall there is a high degree of environmentally friendly behavior in 

China. 

 

7.1 Issues in China 

As mentioned in the findings, education is the issue ranked as the most important according to the 

Chinese respondents. It is generally of great importance in China, as an education is seen as a ticket to a 

better life for the entire family. It is widely believed that investing in education is an effective strategy to 

a life of higher standards of living and equity, which is the most important for many families in China 

(Wang, 2013). Education creates knowledge, which below will be established as an important factor for 

psychological ownership and environmentally friendly behavior. 

 

Contrarily to Harris (2006) predictions environment and economy is ranked as almost equally important. 

This is much like in the Chinese government where a similar battle is going on whether the environment 

or the economy is the most important issue (Shapiro, 2012). The economic growth in China is still very 

high, but as it is the biggest reason for the environmental problems in China, it creates a dilemma not 

only for the government, but for the whole population in China (Shapiro, 2012). Most Chinese people 

want more growth to get more money and raise their standards of living, but the pollution has now 

become so noticeable and severe that it is clear the environment is suffering. The equal ranking of the 

economy and the environment is an indication that at least the young Chinese consumers has had 

enough of the growth and puts equal emphasis on the environment in order to preserve a China where 

you can live in the future.  

 

The fact that the environment is becoming at least as important as the economy is also supported by 

Hart (2012) that through a poll has shown that 57% of the Chinese citizens want more investment in the 

environment than the economy. 57% believe that protection of the environment should be China’s top 

priority even if it slows the pace of the economy (Hart, 2012). This is also in line with the information 

that was received through the Interviews with the Chinese ENGOs. Both GVB, Greenpeace, IPEA and 

WWF (appendix B) believes that the interest in the environment is increasing. The last few years the 

media’s focus has shifted a lot towards environmental topics, which has had an effect on the public 

opinion.  

 

Some of the respondents who think other issues are more important than the available choices, write in 

the comments that they think that food safety is the most important issue in China at the moment. The 
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issues of food safety were not included in the original survey and therefore not in this research either in 

order not to decrease validity. Food safety has been a big issue in China ever since the food scandals 

started in early 2007 (Liu, 2007). It is especially important since bad food quality in worst case can 

cause death, which makes it a very urgent issue to many Chinese to solve today. 

 

Only 2,9% think that poverty is the biggest problem in China, which is a little surprising as 128 million 

people in China still live below the national poverty line (about $1,8 a day) in 2012. This is the second 

largest number of poor in the world (Worldbank, 2013). The reason for the lack of importance among 

the young Chinese consumers could be that the respondents from this survey all lives in larger cities in 

China, many of the poorest people in China are from the more rural areas of China (Yu, 2013). This way 

the respondents are not personally affected by poverty and that way do not think of it as a problem of 

importance. 

 

Compared to the original research (Smith, 2010) China chooses the environment more than any other 

country participating in the survey (23,8%). In the original survey, Norway, Switzerland, Canada and 

Denmark was in the top with 10-15% choosing the environment. China’s rank of the environment as 

number 2 is also the highest, only Norway and Canada comes close in as they rank the environment as 

number 3. Thus, China ranks the environment even higher than Denmark and Sweden, which are often 

recognized as very environmentally friendly countries (Burck et al., 2012). One explanation could be 

that China is one of the countries where the pollution and environmental problems are most noticeable 

and most severe, which could be why so many more people in China chooses this issue as the most 

important issue today compared to the rest of the world. As much as 68% of the young Chinese 

consumers in the survey have experienced environmental harm to someone in their family, which also 

indicates that the environmental problems have moved very close to the ordinary citizens in China. 

 

From above analysis it is clear that hypothesis number 1 is not confirmed as the survey shows that the 

environment now has as high a priority as the economy among young Chinese consumers. 

 

7.2 Environmental issues in China 

As seen in table 6 the results show that the two most important environmental issues among young 

Chinese consumers, with a 95% confidence interval, are ‘Water scarcity’ and ‘Air pollution’. This is 

two local issues that affect many Chinese people at the moment (appendix F). 
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95% confidence 
Interval of the 

Difference 
  

Issues Mean Lower Upper Rank 

Water scarcity 2,6 2,291 2,907 1 

Global Warming/Climate Change 5,3 4,888 5,752 4 

Using up natural resources 4,9 4,487 5,280 3 

Air pollution 2,8 2,478 3,033 2 

Soil degradation and erosion 5,6 5,244 5,884 6 

Loss of biodiversity 6,3 5,945 6,612 7 

Chemicals and pesticides 5,4 4,977 5,766 5 

Sandstorms 6,9 6,596 7,276 8 

Ocean pollution 7,1 6,745 7,382 9 

Deforestation in tropical areas 8,2 7,894 8,559 10 
Table 6 – Environmental issues in China 

Source: Author  

  

‘Loss of biodiversity’, ‘Deforestation in tropical areas’ and ‘Ocean pollution’ is ranked as 7, 9 and 10. 

These are more global issues that seem to have less interest among the young Chinese consumers. This 

can be explained by the fact that these issues do not affect them directly at the moment and they thus 

feel less psychological ownership towards them (Pierce et al, 2003).  

 

‘Chemicals and pesticides’ and ‘Sandstorms’ are two other issues that can be characterized as local 

concerns in China. ‘Chemicals and pesticides’ is ranked as number 5 and it is possible given high 

priority by the same people who thought food safety was among the most important issues. China has a 

serious problem with food safety since much of the land to cultivate is contaminated (Liu, 2010). 

‘Sandstorms’ that should be a local problem is ranked as number 8. This could be because ‘Sandstorms’ 

are only a local problem in the northern part of China, which is only represented by 25,6% of the 

respondents. To the rest of the respondents ‘Sandstorms’ are not considered a local problem. 

 

‘Global Warming/Climate Change’ and ‘Using up natural resources’ rank as 3 and 4 indicating that the 

interest in these two environmental issues is high even though they are not to be described as local 

issues. This could be because of the Chinese media’s growing coverage of especially these two issues. 

Because of the increasing attention from the media, these two issues might appear close to the 

respondents, who hear about them regularly and in that way becomes increasingly aware of these two 

problems. This intimacy leads to a greater feel of psychological ownership of the two issues, which lead 

to the issues being felt almost as local (Pierce et al, 2003). 
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The 10 factors are separated into different categories of local and global issues by the young Chinese 

consumers, which are also seen in the factor analysis (appendix F). Here two categories with more care 

for local issues than global issues emerge. In the first row it is evident that ‘Water scarcity’ and ‘Air 

pollution’, two local issues, load high in a positive direction and that ‘Ocean pollution’ and 

‘Deforestation in tropical areas’, two global issues, load negatively. This could indicate a wish for less 

focus on global issues and more focus on local. The same is evident in the second row where the two 

global issues ‘Global warming/climate change’ and ‘Using up natural resources’ load negatively and 

‘Chemicals and pesticides’ positively, a local issue in China, which likely is related to the food safety 

problem that is a big issue in China (Liu, 2010). Here again it is indicated that the respondents want 

more focus on the local issue and less on the two global issues. Even though no clear pattern is found in 

component 3 and 4 and the new components are not found stable in an reliability analysis (appendix F) 

as the Cronbach’s alpha is too low, the first two components are still an indication that the Chinese do 

divide between local and global issues and has a wish for more focus on the local issues rather than the 

global. 

 

Rotated component matrix 

 
Component 

1 2 3 4 

Water scarcity ,616 
   

Global warming/Climate 

Change 

 
-,593 -,543 

 

Using up natural resources 
 

-,651 
  

Air pollution ,659 
   

Soil degradation and erosion 
  

,759 
 

Loss of biodiversity 
   

-,903 

Chemicals and pesticides 
 

,791 
  

Sandstorm 
  

-,563 
 

Ocean pollution -,597 
   

Deforestation in tropical areas -,788 
   

Table 7 – Environmental issues in China 

Source: Author 

 

The findings above are in line with the literature found on the subject where Harris (2006) argues that 

Chinese people care more about problems that affect them directly than those that do not. Likewise, 

psychological ownership theories state you are more concerned with issues that you feel psychological 

ownership towards, which is more likely to be local problems as other problems seem far away (Pierce 

et. al ,2003). He et al. (2011) also argues that local issues are often viewed as more important  since a 
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high level of perceived danger leads to an interpretation of greater significance and salience of the issue. 

It is further confirmed through the interviews with Greenpeace, WWF and IPEA (appendix B) that all 

believe that the Chinese care more about the local environment than the global in general.  

 

Hypothesis number 2 is thus confirmed, the young Chinese consumers are more interested in their local 

environment than the global. 

 

7.3 Citizen participation and responsibility 

76% think that citizen participation is of good or great value, which shows that many Chinese want the 

power to participate in solving the environmental problems and feel that they have the ability to make a 

change. This indicates that most Chinese feel psychological ownership of the environment and wants to 

invest themselves more and participate in the solution of the environmental problems. This is also 

supported by GVB, Greenpeace and IPEA, which all believe the Chinese public is more empowered 

now and thus have a greater ability to act than they used to (appendix B). A good example of the 

increased public power was given by several of the interviewed organizations. Plans of the construction 

of a chemical plant producing Paraxylene, a chemical used in making plastics, that can cause eye and 

throat irritation or even death with prolonged exposure, was removed due to public protests and 

demonstrations in East China. When the government tried to move the plant to another city they were 

once again met with protests and demonstrations and the plans for the plant had to be reconsidered once 

again. At the time of the interviews there was no final solution to the problem of location of the plant 

and the Chinese public saw it as a huge success. The victory raises the possibility that other protests and 

demonstrations against polluting industries will follow (Appendix B). According to Dittmar (1992) and 

Mead (1934) powerfulness is a very important root to psychological ownership. The will to participate 

in the governmental policies of the environment that has been discovered in the survey thus indicates 

that the young Chinese consumers seek more power in the handling of the environmental issues. It 

seems like the government is trying to open up more to the public and there is thus a chance that an even 

greater feel of psychological ownership of the environment will emerge in the future (Geall, 2013). 

 

The will to participate could also indicate that the young Chinese consumers do not believe that the 

government can solve the problem alone. As earlier explained in the chapter about China, there is a still 

a lack of trust in the government ability to protect the environment from the years of the Mao regime, 

where nature was destroyed (Geall, 2013). That trust might still not be rebuilt. The citizen participation 

result is different from a survey made by WWF (2011), where 27% leaned towards environmental 
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protection being a governmental issue rather than an individual issue. This indicates that young Chinese 

consumers actually do consider environmental protection in their decision making (WWF, 2011).   

 

Citizen participation has also been checked for correlation with a number of the political activities from 

question 5, but there was found no significant correlation (sig. = 0,067) (appendix G). 

 

It is evident in figure 3 that Citizen participation and gender is significantly correlated (sig. = 0,007) 

(appendix G). 

 
Figure 3 – Citizen participation and gender 

Source: Author 

 

From the table (appendix G) it is also evident that males score 0,69 lower than females on average in 

participation. The score for males is with 95% confidence between 1,193 and 0,188 lower than females, 

which indicates that females with 95% confidence believe citizen participation has a bit more value than 

males. This is also evident in figure 3 above that shows that the mean for the females is 6,0 and the 

mean for the males 5,3. Only 4,1% of the variability in participation can however be explained by this 

model according to R square, but it still indicates that females emphasize citizen participation more than 

the male respondents. According to Steel (1992) women are significantly more likely to engage in 

environmentally protective behaviors than men. This could be due to the fact that females feel a greater 

psychological ownership of the environment as they, compared to males, have a higher level of empathy 

for others and show more socially responsibility (Mayer & Frantz, 2004). This could be the reason why 

they feel participation is of higher value than the males. If they are already participating in some way as 

a citizen it must be because they feel it is of good value, otherwise their efforts would be worthless. 
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Hypothesis number 3 is not confirmed as most young Chinese consumers believe that citizen 

participation is of great value. This trend is strongest among the younger women. 

 

The fourth question concerns the responsibility that the young Chinese consumers feel towards the 

environmental problems. Contrary to Harris (2006) the young Chinese consumers in this survey feel 

very responsible. No less than 91,9% feel moderately or extremely responsible for the environmental 

problems. Only 4% feels slightly responsible and also 4% do not feel responsible at all. In table 8 the 

level of responsibility is crossed with the ones not participating in any activities to affect governmental 

policy. As the table below shows, the people that feel most responsible are also the ones that participate 

most politically. Only 13,3% of the ones that feel extremely responsible do not participate in any 

activity. In the two groups answering slightly or not at all responsible, more than half does not 

participate in any activities. 

 

Crosstab 

Count   

 How responsible are you for environmental 

problems 

Total 

Extremel

y 

Moderately Slightly Not at all 

None of the 

above 

0 78 44 3 3 128 

1,0 12 23 4 5 44 

Total 90 67 7 8 172 

         13,3%          34,3%         57,1%          62,5% 

Table8 – Responsibility and non-participation 

Source: Author 

 

Doing linear regression it is evident that the correlation between participation and responsibility is 

significant (sig. =0,001). The model only explains 6,6% of the variation in responsibility, but indicates 

that if you jump up one category in responsibility you will participate in 0,15 more activities. With 95% 

confidence the increase in participation will be between 0,064 and 0,236 activities (appendix H). This is 

probably because the ones that feel extremely responsible want to participate more in the environmental 

policy process as they want to be a part of the solution and not only the problem. Those who do not feel 

responsible will have less incentive to act. As earlier discussed in the literature review feelings of 

ownership can stem from responsibility. This responsibility for the environment can, according to Pierce 

et al. (2003), most likely make the young Chinese consumers invest more time and energy into different 

environmental aspects, like protection of the environment and environmentally friendly behavior and 
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thus make them feel a greater psychological ownership of the environment in China. This result could 

indicate that the young Chinese consumers that feel a high degree of responsibility also feels more 

psychological ownership of the environment and thus wants the power to participate and invest time and 

energy into the matter. As so many young Chinese consumers feel a high degree of responsibility it 

indicates a rather high level of psychological ownership of the environment. 

  

From the above analysis and discussion hypothesis number 4 is not confirmed as the survey shows that 

the young Chinese consumers do feel a high degree of responsibility of the environmental problems. 

Moreover, this indicates that the feeling of responsibility among the young Chinese consumers causes a 

higher degree of psychological ownership of the environment than first anticipated.  

 

7.4 Political participation and consumer citizenship 

When interpreting the results it should be kept in mind that these are self-reported behaviors and not 

actual observations. This could lead to an overestimation of actual behavior due to social desirability 

(Steel, 1996). This is though the case in both USA and China which make them somewhat comparable. 

 

By comparing the answers in this survey to the American survey in table 5 in the findings, it is evident 

that it is not the same type of activities that is carried out in the two countries. In China they do not use 

the activities of signing petitions and donating money as much as in the US, they however participate 

more in the activities; writing letters to newspapers, joining environmental groups, attending public 

meetings and participating in demonstration both lawful and unlawful more than the Americans. The 

activities most frequently used by the Americans can be seen as rather easy to do, since donating money 

and signing petitions are activities that do not take a lot of time and effort. The activities used in China 

are more equally spread and also include many activities that take more time and effort. This could 

indicate a greater will to invest oneself into environmental policies among the young Chinese 

consumers. Investment of one’s self will lead to a higher degree of psychological ownership (Pierce et 

al., 2003). 44,8% of the Chinese have joined an environmental organization, which could indicate that 

many use the membership to form their self identity as a form of environmentalist. The will to 

participate with more than money was also evident in question number 3 where 76% thought that citizen 

participation would be of good or great value, which shows that many Chinese wants more power and 

the ability to invest themselves into the solving of the environmental problem. There is good reason to 

believe that the psychological ownership of the environment can increase in the future among the young 

Chinese consumers if the possibility of more participation becomes a reality in China.  
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In a country where the public is not allowed a lot of participation, they actually do a lot to be heard and 

make a difference. Many of the most used activities like, attending in public meetings, joining 

environmental groups and demonstrating both lawful and unlawful is activities that gather people 

together in communities. It could indicate that the Chinese long for the opportunity to participate in 

some kind of environmental consumer citizenship, which can be hard in China because of regulations 

from the government on gathering of people (Shapiro, 2012). These four mentioned activities could be 

ways for the young Chinese consumers to gather and gain more power together as a community, which 

has a positive effect on the environmentally friendly behavior in China as one is responsible not only to 

oneself but to the whole community (Gabriel & Lang, 1995).  

 

Education can also help the young Chinese consumers to better understand their role as consumer 

citizens, which would help them appreciate their responsibilities as individual consumers and at the 

same time think about the consequences of their actions on other citizens, communities and societies 

(McGregor, 2002). It is evident in the linear regression analysis of education and citizen participation 

that there is a significant correlation (sig. = 0,014) between the two. Thus, if the education level is 

increased from e.g. high school to bachelor degree, the estimated value of citizen participation is in 

general 0,392 more worth (appendix I). There is thus an indication that more education actually does 

make people understand their role as a consumer citizen better. 

 

The fact that ‘civil disobedience’ is higher in China could be because of the lack of opportunities to 

express their opinion on the environmental policies of their country in other ways. It could indicate that 

they feel this is one of the only ways to be heard or that the environmental problems are now so serious 

that they do not see any other options than civil disobedience. Moreover, 26,2% of the young Chinese 

consumers do not participate in any political activities, but it is not possible to interpret whether the 

reason is that they do not feel like they can or want to participate or because they feel that is has no 

effect. In the US the respondents in general participated in 2,9 activities. In the Chinese survey the 

number was 2,7 activities among those who did participate in activities, which is very close to the 

American survey. It is thus not eligible to say that any of the countries perform more activities than the 

other, but there is a difference in the choice of activities. 

 

From above it is predicted that the young Chinese consumers will take the opportunity to gather in 

communities if the possibilities are there and that consumer citizenship this way is just in its initial stage 

in China. If the government loosens some of the strict control on communities and other gatherings or 
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groupings of people, consumer citizenship could become a good source of power to the young Chinese 

consumers and the degree of civil disobedience might even decrease. 

 

Consumer citizenship will also give young Chinese consumers people a new way to express their self 

identity as an environmentally friendly or conscious person to others, which is one of the roots to 

psychological ownership (McCracken, 1992). The increased power to act through the community will 

also give a greater feel of psychological ownership (Pierce et al, 2003). If consumer citizenship or 

environmental citizenship blossom in China it will have a positive effect on the environmentally 

friendly behavior in China. As the Internet becomes less and less regulated in China there are now a 

greater opportunity for young Chinese consumers to gather in an online environmental community, 

where people highlight environmental issues and interact with each other citizens (Luck & Ginanti, 

2013). This will also promote citizenship in China. 

 

Hypothesis number 5 is not supported as the young Chinese consumers actually do have an interest in 

engaging in consumer citizenship, but seem to lack opportunities. The possibilities they have for 

participating in communities are used widely by many young Chinese consumers compared to the 

American answers in the original survey. 

 

7.5 Actions of environmentally friendly behavior 

In the original survey the answers are divided between two big cities; Shanghai, with relatively high 

standard of living and Gansu with relatively low standard of living (He et al., 2011). It was found that 

Shanghai students were more likely to act environmentally friendly, with an average score for past 

behavior on 2,29 than those in Gansu with a score on 2,06 (He et al, 2011). Together the mean score in 

the original survey for all of China is thus 2,18. The original survey considers the Shanghai score on 

2,29 to be high in terms of environmental friendly behavior (He et al., 2011). As the young people 

participating in this thesis were from all over China, the results will be analyzed as a whole for China. 

The average score for past behavior from this survey was 2,30. Even though only 20,3% from this 

survey is from Shanghai, the city with the highest living standard, the score is still as high as the student 

from Shanghai and significantly higher than the students from Gansu. The respondents are thus very 

environmentally friendly in their actions. Compared to the original score for all of China on 2,18 this 

surveys results on 2,30 show that the young Chinese consumers have become more environmentally 

friendly in their actions. This could indicate that the general environmentally friendly behavior in China 

has increased or that the respondents all have relatively high standards of living. Either way, the young 

Chinese consumers in this sample indicate a relatively high degree of environmentally friendly behavior 



56 
 

and a significantly higher degree than the student from Gansu in 2011. In the following all 8 actions 

have been merged into one factor for action, called ‘actions’, in order to better compare actions to other 

factors. 

 

Environmentally friendly actions can be seen as a way of controlling the environment. Pierce et al. 

(2003) explains that by controlling the environment feelings of ownership for the environment can 

emerge. The power of actions thus has influence on the level of psychological ownership and the 

increase in actions could thus indicate a higher degree of psychological ownership among the young 

Chinese consumers. The more actions the young Chinese consumers perform on behalf of the 

environment, the more invested they also are in the environment. Investing themselves in the 

environment by performing environmentally friendly actions also gives a higher feeling of 

psychological ownership. 

 

When analyzing further on the result it is found that there is a significant correlation between actions 

and age. Two out of the eight actions are performed significantly higher the older the respondents are; ‘I 

refuse to use one-off plastic products to reduce white pollution’ (sig. = 0,006), to the right in figure 4 

and ‘I prefer the products made by companies that donate part of their profit to plant trees in western 

China even if the price is higher’ (sig. = 0,031) to the left in the figure. ‘I refuse to use one-off plastic 

products to reduce white pollution’ is 0,359 higher if you jump up in the next category of age. It is with 

95% confidence between 0,104 and 0,614 higher the older you are (appendix J). ‘I prefer the products 

made by companies that donate part of their profit to plant trees in western China even if the price is 

higher’ is 0,251 lower if you jump up one category in age, which is also evident in figure 4. 
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Figure 4 – Actions and age 

Source: Author  

 

The results from the regression analysis thus give no clear indication of in what direction age influences 

the environmentally friendly actions. If a linear regression is made between the total count of actions 

and age it is evident that age influences the total count of actions (Sig. =0,009), but only 4% of the 

variability in the model is explained by age as R square is 0,040 (appendix J). The linear regression 

shows that if you move up on age category you do 0,673 actions more. With 95% confidence the total 

count of actions will increase between 0,171 and 1,174. 

      

There is also found a significant correlation between actions and membership of an ENGO, as shown in 

figure 5.  
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Figure 5 – Actions and membership of ENGO 

Source: Author  

 

In a linear regression analysis it is evident that non-members of an organization perform 1,621 fewer 

actions in general than those who are members. The number of actions is with 95% confidence between 

0,807 and 2,434 lower for non-members. 8,3% of the variability in actions is explained by membership 

(appendix K). Nevertheless it indicates that membership of an environmental organization makes you 

act more on behalf of the environment. It also indicates that this form of environmental citizenship 

makes the young Chinese consumers act more environmentally friendly. It could be explained through a 

greater feel of psychological ownership, felt through the increased power and improved ways of 

expression of self that young Chinese consumers are able to obtain through the membership of an 

environmental organization (Pierce et al, 2003). In addition, membership of an ENGO most likely leads 

to an increased intimacy with the environment, through more knowledge from the ENGO about the 

environment. The more knowledge the young Chinese consumers possess about the environment, the 

greater feeling of intimacy with the environment they will feel (Rudmin & Berry. 1987) as coming to 

know a target intimately is one of the three routes to psychological ownership (Pierce et al., 2003). 

Membership also makes the young Chinese consumers able to invest themselves into environmental 

issues, e.g. by volunteering for the ENGO or spreading the knowledge and encourage new members to 

sign up. Membership thus has a positive effect on psychological ownership and thus affects 

environmentally friendly behavior in a positive direction.  
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According to Steel (1992), women are significantly more likely to engage in environmentally protective 

behaviors than men. This is not confirmed in this survey as there is found no significant difference 

between females and males 

 

7.6 Willingness to act environmentally friendly 

Analyzing further on the data it is evident that there is a significant correlation (sig. = 0,000) between 

willingness and whether or not you are a member of an environmental organization, as shown in figure 

6.  

 

Figure 6 – Willingness and membership of environmental organization 

Source: Author 

 

In the output from a linear regression it is evident that if you are a not a member of an environmental 

organization you are less willing to act. In general you have 1,385 fewer actions than those who are a 

member. With 95% confidence non-members will to act is between 0,640 and 2,130 lower than 

members. However the variability in actions is only explained by 7,3% of membership as R Square is 

0,073 (Appendix L). 

 

Still, there is an indication that membership of an environmental organization makes people want to 

engage more in environmental actions. It further indicates that this form of consumer/environmental 

citizenship makes the young Chinese consumers want to act more environmentally friendly. 

Membership thus again has a positive effect on consumer citizenship that affects environmentally 

friendly behavior in a positive direction. 
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In the original survey the student’s score of willingness to act environmentally friendly were 2,54 in 

Shanghai and 2,31 in Gansu. Together the score would thus be 2,43, which is exactly the same score as 

was found in this research. The willingness to act environmentally friendly in China is thus unchanged, 

but still relatively high. In both cases the willingness to become even more environmentally friendly is 

strong. As the score for actual and wanted behavior is getting closer together it could indicate that the 

young Chinese consumers actually takes their responsibility for the environment seriously and are trying 

to behave accordingly to what they say they will. It could also indicate that the psychological ownership 

of the environment has increased and that the young Chinese consumers because of that act more 

environmentally friendly (Pierce et al., 2003). 

 

As predicted, the average score for past or actual behavior is lower than the score for what they are 

willing to do in the future. The respondents thus follow the norm that people are more likely to express 

willingness to act than actual doing it (He et al., 2011).  

 

Hypothesis number 6 is not confirmed as the actual environmentally friendly behavior is relatively high 

in China and even higher than two years ago when the original survey was conducted in China. The 

willingness to act environmentally friendly is still high, but unchanged compared to the original survey.  

 

7.7 Knowledge and the NEP score 

The NEP scale is build from 15 questions with a five point Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree). The even and odd numbered questions each represent a balance between 

pro- and anti-NEP statements. The odd numbered questions consist of eight corresponding statements 

and the 7 even numbered contrary statements. Agreements in the odd numbered statements indicate a 

pro-ecological view and disagreement in the even numbered indicates a pro-ecological worldview 

(Dunlap, 2000). The young Chinese consumers that were tested in the survey divides the 15 statements 

into 3 categories that count for almost 49% of the variability in the original variables as shown in table 

3.  

 

A Cronbach’s alpha of 0,618 reveals a rather high level of internal consistency among the 15 NEP 

items. To explore dimensionality more closely, the items were also examined through the perspective of 

principal components. All 15 items load relatively heavily (0.37 to 0.69) on the first unrotated factor 

(eigenvalue = 3.75, subsequent factor’s eigenvalue = 2.44 and eigenvalue = 1,18). Although these 

results suggest a single underlying dimension, following Dunlap et al. (2000), the data was subjected to 

varimax rotation to explore for the possibility of multiple dimensionalities. Rotation yielded three 
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factors, although no clear patterns were suggested (Appendix M). It is thus suggested that there is 

evidence of a single underlying construct as measured by the NEP questions.  

 

Researchers report a mean in the NEP score of 53,3 (Prenhall, 2013). As the young Chinese consumers 

have a mean in the NEP score of 56,6 (appendix M) they express more pro-environmental attitudes than 

the average person would. Another survey from 2010 has already tested the NEP score in China, so it is 

possible to compare and see whether or not the NEP score in China has changed in the last 3 years. 

 

41% think that ‘Human ingenuity will insure that we do not make the earth unlivable’, which this is a lot 

more than in other similar surveys. It indicates that young Chinese consumers believe a lot in the human 

race to solve environmental problems even though 85% think ‘Humans are seriously abusing the 

environment at the moment’. The question on whether or not there are enough natural resources if we 

just learn how to develop them is divided. 40% mildly or strongly disagree that there are enough and 

32% believe there is not. This is also different from the last survey in China, where most people thought 

there was not enough. In the earlier survey the answer to the question ‘The balance of nature is strong 

enough to cope with the impacts of modern industrial nations’ was that 71% of the young Chinese 

consumers mildly or strongly agreed to this fact compared to 55% in this thesis. This change is possibly 

explained by the visibility of the environmental problems in China the last few years. 

 

27% of the young Chinese consumers agree with the fact that ‘The ecological crisis facing human kind 

has been greatly exaggerated’. The research from 3 years ago shows that it used to be 59%, which 

indicates that more people take the environmental crisis serious now. Again this could be due to the very 

noticeable environmental problems in today’s China. The young Chinese consumers might also be more 

knowledgeable on the subject. The increased consciousness from more knowledge and information can 

indicate a higher level psychological ownership towards the environment among the young Chinese 

consumers (Pierce et al., 2003). 

 

25% of the respondents believe that ‘Humans were meant to rule over the rest of nature’. In the earlier 

research it was 66% which again indicates that the Mao era seem to be forgotten, which is supported by 

the fact that 84% believes that ‘The balance of nature is very delicate and easily upset’. 38% of the 

respondents believe ‘Humans will eventually learn enough about nature to be able to control it’. In the 

original survey the number who thought we would learn enough was 63%. The decrease could be 

explained by the fact that the Chinese have only experienced it getting worse since and have not really 

seen any improvements. Draughts and floods have happened several times in China since the last 
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survey, without anybody being able to control it. This could have a negative impact on their faith in the 

human’s ability to control nature. 

 

New survey D U A 
 

Old survey D U A 

1 5,3 18,6 76,1 
 

1 10,4 9,2 80,4 

2 56,4 18,6 25 
 

2 33,0 22,9 44,1 

3 12,8 11 76,1 
 

3 4,4 6,5 89,1 

4 32,5 27,3 40,1 
 

4 45,9 19,1 35,1 

5 5,3 9,9 84,8 
 

5 3,4 6,1 90,6 

6 39,5 28,5 32 
 

6 69,7 13,6 16,8 

7 9,3 8,7 82 
 

7 6,4 6,5 87,1 

8 55,9 16,9 27,2 
 

8 14,2 10,5 75,3 

9 6,4 8,1 85,4 
 

9 5,3 9,6 85,1 

10 60,5 15,1 24,4 
 

10 23,0 21,2 55,8 

11 8,1 15,1 76,7 
 

11 6,0 8,2 85,8 

12 55,3 20,3 24,4 
 

12 16,6 14,4 69,0 

13 6,4 9,3 84,3 
 

13 11,6 15,3 73,1 

14 39 24,4 36,6 
 

14 22,3 19,2 58,6 

15 4,6 26,2 69,2 
 

15 8,4 13,2 78,4 

Table 9 – NEP score 

Source: Author 

 

From the comparison above in table 9, between the old and the new survey findings, it is indicated that 

the NEP score in China has actually increased during the last three years in China, but as the findings in 

the original survey does not allow for the actual NEP score to be calculated it is based on a mere 

comparison of the answers. The original survey puts mildly agree and strongly agree in one category 

and mildly disagree and strongly disagree in one category in their findings and the comparison will thus 

be made by dividing the new answers into same categories. The two scores from China will be 

calculated as a mean of the two scores. Comparing the two indicates that there is a higher NEP score 

now than there were three years ago. Especially in question 2, 8, 10, 12 and 14 there is a much higher 

level of environmental knowledge now. In question 3, 4 and 6 the older survey has the highest score but 

not with the same margins as in the other case. This confirms that the NEP score is higher now than 3 

years ago. 

 

The positive change is possibly because of the change in the Chinese media world, towards a more 

accessible flow of information (Geall, 2013). As Dunlap et al. (2000) argues more knowledge and 

information creates more consciousness and psychological ownership. This is confirmed by Beggan and 

Brown (1994) who agrees that the more information possessed about a certain target of ownership the 
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more intimate the connection between the individual and that target will be and the level of 

psychological ownership will increase. The easy access to online information is one of the keys to the 

increased environmentally friendly behavior in China, as the increased knowledge has made the young 

Chinese consumers more knowledgeable about the environment and the level of psychological 

ownership of the environment has increased (Rudmin & Berry, 1987). The increase in information is 

also mentioned in the interviews with GVB, WWF and IPEA in China, they all believe that the media 

today has a lot more focus on environmental issues in China (appendix B). By a more transparent and 

trustworthy media landscape the Chinese citizens are now becoming more knowledgeable, which 

enables them to make more informed decisions about their own environmentally friendly behavior and 

also demand action from the government. This is also confirmed by the four organizations interviewed; 

they all believe that the level of knowledge has an influence on environmentally friendly behavior and 

that knowledge about the environment is increasing in the public as the interest is getting larger 

(appendix B). 

 

The Chinese Government is also trying to be more transparent and trustworthy, which makes it easier to 

get to know the status of the environment and what one can do about it (Shapiro, 2012). Still the 

transparency, trustworthiness and free flow of information could be better as the government still 

controls and censor the Chinese media to some degree (Geall, 2013). If the trend with less and less 

censorship from the government continues, the young Chinese consumers will have an even greater 

possibility to get information and thereby knowledge of the environment and generate even more 

psychological ownership in the future. 

 

Based on above analysis, hypothesis number 7 is not confirmed as the Chinese NEP score is actually 

higher now than it was 3 years ago and also higher than the Hungarian score in the original survey. 

The young Chinese consumers are thus more knowledgeable now, which has given them a greater feel 

of psychological ownership of the environment. 

 

By counting the total NEP score and holding it together with actions, it is found that a higher NEP score 

affects environmentally friendly behavior in a positive direction (sig.=0,000). In a linear regression 

analysis 20,5% of the variety in NEP score is explained by actions. This means that by raising your NEP 

score by one, you will perform 0,143 actions more. It makes good sense to educate young Chinese 

consumers more as they will most likely act more environmentally friendly afterwards. Scoring one 

higher on the NEP scale will increase your environmentally friendly actions by 0,1 to 0,185 with 95% 

confidence (appendix N). The correlation is made visible in figure 7.  
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Figure7 – NEP scoreand actions 

Source: Author 

 

In the following all eight questions of willingness are merged into one factor for ‘willingness to act’, 

called ‘willingness’. This is done to make comparison to other factors more feasible.  

 

By comparing NEP score and willingness there is also found a significant correlation (sig.=0,000). A 

high NEP score has a significant influence on how willing the young Chinese consumers are to act 

environmentally friendly in the future. The higher NEP score the more willing they are to act on behalf 

of the environment as shown in figure 8 below. It is further confirmed in a linear regression analysis, 

where it is shown that 13,5% of the NEP score is explained by the total count of willingness. In general 

one higher score on the NEP scale makes you be 1,277 more willing to act. With 95% confidence the 

young Chinese consumers are between 0,787 and 1,768 more willing to act on behalf of the 

environment in the future if their NEP score increases by 1 (appendix O).  
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Figure 8 – NEP score and willingness 

Source: Author 

 

Hypothesis 8 is confirmed, as a high NEP score does have a positive effect on environmentally friendly 

behavior and the willingness to act even more environmentally friendly in the future.  

 

Analyzing further on the data it is tested whether or not membership of an environmental organization 

actually affects the NEP score in a positive direction as theory describes. The result is confirmed when 

the total NEP score is held together with the membership in figure 9 below. Using linear regression 

analysis it is evident that the model explains 21,9% of the variety in the NEP score. It is also found that 

there is a significant correlation (sig.=0,000) on the NEP score and whether or not you are a member of 

an environmental organization. If you are not a member of an ENGO your NEP score will in general be 

8,337 lower compared to those who are members. The difference in score is with 95% confidence 

between 10,718 and 5,957 lower than those who are a member of an environmental organization 

(appendix P).  
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Figure 9 – NEP score and membership of environmental oprganization 

Source: Author 

 

The indication that members of an environmental organization has a higher level of environmental 

knowledge could be explained by the fact that those entering an environmental organization already 

have a higher psychological ownership of the environment as they are more interested in nature. 

Membership could as earlier explained lead to an increased feeling of power and control as you are now 

reinforced in your actions by others with same values and thus feel a greater power and control of the 

environment with your actions (Furby, 1978). The membership also makes you able to express yourself 

to others, and show you care for the environment (McCracken, 1992). Power and expression of self are 

both roots to psychological ownership (Pierce et al., 2003). The increase in knowledge due to 

membership of an ENGO also indicates an increase in the level of psychological ownership towards the 

environment. By getting to know the environment more intimately, through the membership of the 

ENGO, the young Chinese consumers experience a greater feel of psychological ownership (Pierce et 

al., 2003). In the process of investing themselves in the environmental issues, through the membership, 

young Chinese consumers also gain more knowledge. This increase in knowledge and investment of 

their selves also leads to an increase of psychological ownership towards the environment (Rudmin & 

Berry, 1987). 
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Hypothesis number 9 is confirmed as the total NEP score for members of environmental organizations 

is significantly higher than those who are not members. Membership thus affects the psychological 

ownership of the environment in a positive direction. 

Furthermore it should be mentioned that there is also found a significant correlation on NEP score and 

gender. Females score significantly (sig. = 0,044) higher NEP score than males. However only 2,4% of 

the variation in NEP score is explained by gender. Still the result from a linear regression analysis 

shows that males in general score 2,514 lower than girls. The NEP score for males are with 95% 

confidence between 4,960 and 0,068 lower than the females (appendix Q). The difference is shown in 

figure 10 below. 

 

 
Figure 10 – NEP score and gender 

Source: Author 

 

This gender difference on the NEP has been observed before (Zelezny, Chua, &Aldrich, 2000; Mayer & 

Frantz, 2004). Mayer & Frantz (2004) explains that females, compared to males, have a higher level of 

socialization to be other oriented and socially responsible. Females are thus across cultures socialized to 

have a stronger ethic of care and to be more compassionate, nurturing, cooperative and helpful in roles 

of care giving (Mayer & Frantz, 2004). This is supported by Xiao & Hong (2010), who has studies 

gender differences in environmentally friendly behavior in China. Xiao & Hong (2010) also argue that 

females in China are brought up to be more sensitive to the feelings and needs of others and are as such 

more willing to take care of nature as well. 
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There is also found a significant correlation (sig. = 0,003) between education level and NEP score as 

shown in figure 11 below. If the young Chinese consumers add one level on the education scale in the 

survey, they will in general get a 2,246 higher NEP score. The NEP score will with 95% confidence be 

between 0,755 and 3,738 higher (appendix Q). The higher educated the young Chinese consumers are, 

the higher NEP score they get. 4,9% of the variation in NEP score is explained by education. This also 

indicates that educating young Chinese consumers promotes knowledge of the environment and as 

knowledge affects environmentally friendly behavior, investing in more education seems to be a good 

idea if China wants the public to participate in protection of the environment in their everyday life. 

 

 
Figure11 – NEP score and education 

Source: Author 

 

There is found no significant correlation between NEP score and age (sig. = 0,205), marital status (sig. = 

0,693), number of cars (income) (sig.= 0,174) or City (sig. = 0,808) (appendix R). 

 

7.8 Environmental harm  

As earlier mentioned as much as 69% of the respondents have experienced environmental harm to them 

or their family members. This supports the fact that environmental problems are urgent and closely 

connected to the welfare of many Chinese families. This might also be the reason that so many of the 

young Chinese consumers are now interested in personally doing something good for the environment. 

It is also clear from the interviews conducted in China, that pollution and health problems are very 

noticeable many places in China. All four interviewed organizations believe the visibility is definitely a 

major trigger to the increased focus on the environment in China (appendix B).  
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Having a place to dwell and call yours is important to your self-identity and is one of the roots to 

psychological ownership (Ardrey, 1966; Porteous, 1976). As your home or territory is a part of your 

self-identity it can also be seen as a part of your extended self. Harm to one’s home environment can be 

experienced as a loss/harm of one’s extended self, which is quite serious as you might feel that a part of 

you is being harmed (Belk, 1988). The great loss felt also indicates that there is a great feel of 

psychological ownership of the harmed home environment. Psychological ownership has been harmed 

along with their self-identity as the need for possessing a certain space and having a place to dwell, 

which is important to feel psychological ownership, has been violated (Ardrey, 1966; Porteous, 1976). 

The harm to your home environment could make you more concerned about it in the future as you want 

to protect what is left as much as you can, to avoid experiencing a loss of extended self again (Belk, 

1988).  

 

Figure 12 below illustrates environmental harm connected with the total NEP score. At first sight it 

looks like there could be a positive correlation between NEP score and whether or not you have 

experienced environmental harm. But from a linear regression analysis it is evident that there is no 

significant correlation (sig- =0,254) between environmental harm and NEP score (Appendix S). 

 

 
Figure 12 – NEP score and environmental harm 

Source: Author 

 

This indicates that the young Chinese consumers that have experienced some environmental harm are 

not significantly more knowledgeable about the environment than those who have not experienced 

environmental harm yet. The lack of clear connection between environmental harm and knowledge thus 
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indicate that environmental harm does not per se make people want to know the environment more 

intimately (pierce et al., 2003). 

Whether or not you have experienced environmental harm however does have a significant correlation 

(sig. = 0,042) with environmentally friendly actions (appendix T). Even though only 2,4% of the 

variation is explained in this model, it still shows that young Chinese consumers will perform 0,856 

fewer environmentally friendly actions if they have not experienced environmental harm. With 95% 

confidence they will perform between 0,030 and 1,683 fewer actions than those who have experienced 

environmental harm.  

 

 
Figure 13 –Environmental harm and actions 

Source: Author 

 

As evident in figure 13 young Chinese consumers act more environmentally friendly if they or members 

from their family have experienced environmental harm. As described earlier, people who have 

experienced environmental harm, like losing their home or territory, getting their river polluted from 

waste or being affected by air pollution, can experience this as a loss of their extended self (Belk, 1988). 

This loss leads to a greater feel of psychological ownership as the involved persons might show a more 

conscious concern for the environment than those who have not experienced environmental harm. The 

increase in actions can be seen as a way of investing your self more in the environment and trying to get 

more power and control over it (Furby, 1978). By controlling the environment and investing your self 

into it, you experience a greater feel of psychological ownership. There is thus an indication that 

environmental harm does make young Chinese consumers feel a greater psychological ownership of the 
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environment, which could explain why these people act more environmentally friendly than those who 

have not experienced the consequences of the pollution of the environment yet (Pierce et al., 2003).  

It is found that there is a significant correlation (sig. = 0,007) between environmental harm and 

responsibility of the environmental problems. Even though only 4,3% of the variation in responsibility 

is explained through environmental harm, it still indicates that the degree of responsibility increases 

with 0,128 if the respondent has experienced environmental harm. With 95% confidence it can be 

concluded that the degree of responsibility will be between 0,036 and 0,220 higher if the respondent has 

experienced environmental harm (appendix U). As it has earlier been explained, feelings of ownership 

can stem from responsibility. When you feel responsible for the environment you are likely to invest 

time and energy into the environmental issues, which is one of the routes to psychological ownership. 

This indicates that experiencing environmental harm increases your responsibility, which again has a 

positive effect on the psychological ownership of the environment that in the end could lead to more 

environmentally friendly behavior (Pierce et al., 2003). 

 

Environmental harm was also tested together with willingness in a linear regression analysis, but 

willingness and environmental harm are not significantly correlated (sig. = 0,165) (appendix V). Figure 

14 below shows that there is a smaller difference.  

 

 

Figure 14 –Environmental harm and Willingness 

Source: Author 
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The young Chinese consumers that have experienced environmental harm in their family are thus a bit 

more willing to act environmentally friendly than those who have not, but it is not statistically proved in 

this thesis. 

 

Hypothesis number 10 is confirmed as those who have experienced environmental harm in this research 

turns out to act more environmentally friendly. However, the willingness to act environmentally friendly 

in the future is not statistically significant. 

 

8 Implications  

In this section the findings from the qualitative and quantitative analysis will be combined in order to 

discuss the implications of the present research. From the above analysis and discussion it is concluded 

that the young Chinese consumers actually feels a high degree of psychological ownership of the 

environment and thus behave more environmentally friendly than first anticipated. The results reported 

in this thesis thus hold several important implications for many ENGOs and companies in China.  

 

8.1 ENGOs in China 

Environmentalism is booming in China right now and the environmental organizations in China should 

definitely use that opportunity and try to organize interested citizens in a sustainable or green citizenship 

(Shapiro, 2012). They could facilitate online forums, meetings or other activities that could bring people 

together. Being in a consumer citizenship has many positive effects, as the individual consumer 

becomes part of something larger leading to a responsibility towards the whole community rather than 

only to themselves. Citizenship makes you think about the consequences of your action on other 

citizens, communities and societies, which promotes environmentally friendly behavior that is beneficial 

to everyone (McGregor, 2002). The findings also show that members of an organization have increased 

environmentally friendly behavior compared to those who are not. ENGOs should thus try to connect 

with as many young Chinese consumers as possible to increase their number of members. 

 

There is a great opportunity for starting up online green citizenship. The legislation and censorship on 

the Internet is becoming less strict and citizens are now able to gather online (Shapiro, 2012). This kind 

of grouping can be an advantage if Chinese consumers want to put pressure on the government. When 

the demand for changes in the form of better environmental policies comes from more than just the 

environmental organizations it increases the pressure on the government and makes the problems harder 

to ignore. To be effective in getting people to join an online sustainable or green citizenship, 

organizations should consider the findings from a survey made by WWF (2011) that shows that 66% 
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think the most effective way to get them to join environmental campaigns and activities is 

recommendations from friends. Next come solicitation by environmental protections organizations with 

55% and last solicitation via the media with 51%. Environmental organizations should thus use the 

members they already have to spread the awareness of the new approach to their friends as this is the 

best way to attract new members (WWF, 2011).   

 

The fact that a higher NEP score and thus more knowledgeable young Chinese consumers act more 

environmentally friendly suggests that a larger project on information and knowledge building among 

this group could be very beneficial. This could e.g. be in collaboration with public schools and 

universities. This way respondents are targeted at an early age which can make Chinese consumers act 

environmentally friendly as early as possible. The strong focus on education shown in question 1 

indirectly has a good effect on the environment, as higher education indicates a higher knowledge of the 

environment leading to more actions on behalf of the environment. Females score higher on the NEP 

scale than males, due to the fact that females are more sensitive to the feelings and needs of others and 

thus are more willing to take on caring and nurturing roles for nature as well (Mayer & Frantz, 2004). 

This information can also be used by ENGOs. Targeting females could be a good strategy as women 

according to Steel (1992) also are significantly more likely to join and take part in environmental work. 

Moreover it was also found that females thought citizen participation was of greater value than males, 

which could also make them more willing to participate.  

 

Furthermore, ENGOs can use the growing interest for getting even more qualified employees and grow 

their organizations. A growing interest in improving the environment can be used to attract more high 

qualified employees. The growing interest for participation among the young Chinese consumers could 

also be used to get more members to volunteer. The volunteers could assist on large projects or help 

spreading the knowledge and information to potential new members to convince them to join. More 

members give more impact when the ENGO advocates the environment in the media or try to put 

pressure on politicians. The bigger an organization, the more influence. The environmental 

organizations acting in China should use the increasing goodwill towards the environment to spread the 

environmental knowledge into the Chinese society and increase their number of members/followers. 

This is particularly relevant to the international ENGOs since they are restricted from other approaches 

as e.g. receiving donations from members. ENGOs have in general been under strict control from the 

government, but the control has loosened over the last years and now they have more and more power to 

act in China. ENGOs have to be careful as the government still makes all international organizations 

register, and keep a close eye on their activities (Shapiro, 2012). 
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Psychological ownership in organizations can also be used in environmental organizations to retain 

followers or members and make them more loyal to the organization. To create psychological ownership 

an ENGO must provide opportunities for the members to feel effective and in control (Pierce et al, 

2003). This can be provided to them by interacting with the members and giving them influence in the 

decision making processes. Furthermore they must connect with the members on all levels to become 

part of their self-identity. McIntyre (2009) argues that when individuals experiences pleasure and 

comfort in his/her interaction with the organization, the organization is incorporated into one's extended 

self, which leads to psychological ownership of the organization. When employees feel this kind of 

ownership of the organization they will also advocate the organization in their spare time to friend and 

family (Olivier & Paillé, 2011). 

 

8.2 Companies in China 

The findings from the research can also be used in the management of companies in China. Lately more 

and more companies have had bad publicity in the media in China due to the increased media focus on 

environmental issues. Companies have been exposed in the media for polluting rivers or contaminating 

soil which have forced them to change practices (Shapiro, 2012). With the new online media being 

opened up in China information is now quickly available to most of China and it is getting harder for 

companies to hide bad environmental practices. It is thus better to change practices now than to receive 

bad publicity on that account in the future. Knowing that care for the environment and thus 

environmentally friendly behavior is increasing in China, it would be an opportunity for companies to 

implement more environmentally friendly practices and use it in their branding to show the Chinese 

consumers that they too care for the environment and take their responsibility of the environmental 

problems in China seriously.  

 

Usually it has been seen as the government’s task to solve problems in China, but this research has 

shown that young Chinese consumers take great responsibility of the environmental problems and 

believe that citizen participation could also be of great value in China. This could stem from inspiration 

from the Western countries where the citizens participate in the environmental policy process and act 

themselves. The Chinese companies could also use more corporate social responsibility (CSR) in their 

marketing. In the west many people believe that also companies should take a social responsibility also 

on environmental issues. This can very well also be the case in China. Companies in China should thus 

already now realize their responsibility for China’s environmental issues and participate in solving the 

problems. If they do that now they could change future bad publicity for good publicity and attract more 

customers. 
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Changing to a more green profile would also make companies able to attract more qualified employees. 

As more and more Chinese show concern for the environment many employees might not be willing to 

work for a company that pollutes or in other ways do not consider their environmental impact. As it has 

been confirmed that young educated Chinese are more knowledgeable about the environment and that 

higher knowledge about the environment leads to more environmentally friendly behavior, some of the 

highest educated might not want to work for a company that does not share their values on the 

environment.    

 

If the company changes profile and values towards a more environmentally friendly and socially 

responsible one they can become a part of the employees or members self-identity and increase the level 

of psychological ownership on the workplace. Such change can possibly make them feel like the 

company or ENGO is like their second home, which also increases the level of psychological ownership 

of the workplace. Psychological ownership of the workplace has been determined to have several 

positive effects on both employees and the organization. It makes people more responsible, which can 

lead to increased productivity, lower employee turnover, more organizational commitment, more 

involvement and higher job satisfaction (Pierce et al. 2003, Avay et al, 2009).  

 

8.3 Limitations of research 

Since China is too big a country to cover everything, this research has mainly focused on the larger 

cities in China. Environmentally friendly behavior in other more rural parts of China could be very 

different considering their living conditions are poorer and they thus probably think more of survival 

than environmental protection. The youth is China’s future and therefore this assignment’s focus has 

mainly been on young Chinese consumers. The respondents in the survey are all fairly well educated, 

which also limits the results of the research to these respondents. 

 

As none of the contacted companies in China replied my request for an interview, the environmental 

knowledge from interviews was only received from environmental organizations in China. This limits 

the knowledge, but it is believed that the organizations gave a fairly good picture of the environmental 

situation in China at the moment, as many of the same answers emerged through the four interviews. 

The rather small sample size of the questionnaire limits the ability to generalize the result to all young 

Chinese consumers. With 1,3 billion Chinese where around 40% of them are between 15 and 39 years 

of age, the total amount is around 500 million (Index, 2013), which makes it impossible to get a sample 
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of sufficient size for this research. This research is thus based on the available data, which limits the 

validity for the whole population.  

History, economic development, culture and media are only discussed from an environmental 

perspective. Three assumptions are made in the research after the literature review. Psychological 

ownership affects Consumer citizenship in a positive direction and psychological ownership and 

consumer citizenship both affects environmentally friendly behavior in a positive direction. 

 

9 Conclusion 

Contrary to earlier research and the forecasts based on Chinese culture, economic development and 

governance, psychological ownership of the environment is higher than expected among young Chinese 

consumers. This increase in psychological ownership has affected the environmentally friendly behavior 

in China in a positive direction. The current state of environmental awareness among young Chinese 

consumers is thus rather high. This is a rather big change in the level of psychological ownership of the 

environment compared to earlier research in China. 

 

The findings of this research show that the Chinese respondents now rank the environment and 

economy as equally important. Furthermore it shows that young Chinese consumers rank the 

environment more important as people from any other nation in the world. This may be due to the fact 

that alarmingly many of the Chinese respondents have experienced environmental harm. Young Chinese 

consumers also care more about local problems than global, which is supported by theory. According to 

theory it is very natural to feel a higher degree of ownership of your local environment than the global, 

as you know this more intimately. 

 

It is shown that the young Chinese consumers do believe in citizen participation as the way forward. 

This could indicate that the young Chinese consumers feel empowered in handling the environmental 

problems. Power is a very important root to psychological ownership (Mead, 1934). This is very 

interesting as it is usually the government that deals with such kind of issues in China. The increased 

will to participate could be due to the fact that young Chinese consumers feel a high degree of 

responsibility of the environmental problems as feelings of ownership can stem from responsibility. 

This increased responsibility makes the young Chinese consumers invest more time and energy into 

different environmental aspects. More responsibility thus fosters a higher level of psychological 

ownership of the environment (Pierce et al., 2003). They also feel their help would be of big value, 

which indicates that they believe their environmentally friendly behavior is important. This is especially 

the case for women who estimate citizen participation of higher value than the men.  



77 
 

 

There are many signs of growing consumer citizenship. Many of the respondents participate in activities 

that connect people and demand a lot of time and effort. This investment of self into environmental 

activities indicates a higher degree of psychological ownership (Pierce et al., 2003). It also indicates a 

wish for more consumer citizenship as the activities include joining an environmental organization, 

participating in public meetings and participating in demonstrations; all activities where you connect 

and share values and stories with other with similar values. With a less regulated Internet, new 

possibilities for young Chinese consumers to gather online in various forms of green consumer 

citizenship have emerged. This new possibility can foster even more psychological ownership of the 

environment among young Chinese consumers as it gives them more power to act and a new way to 

express their self identity as an environmentally friendly or conscious person.  

 

It has been found that actions are positively connected with being a member of an ENGO. This could be 

explained through a greater feel of psychological ownership, felt through the increased power and 

improved ways of expression of self that young Chinese consumers are able to obtain through the 

membership of an environmental organization (Pierce et al, 2003) Furthermore a smaller connection 

between age and actions were found. The older the respondents are the more they act on behalf of the 

environment, which indicates an increase in psychological ownership as one get older. Willingness was 

accordingly also positively connected with being a member of an ENGO, which shows that the level 

psychological ownership of future actions also is increased for members. 

 

The NEP score has changed in a positive direction compared to the survey conducted three years ago in 

China. This could be due to the increased access to information that can have made the young Chinese 

consumers more knowledgably now. The increased information in the public has also made them feel 

more powerful, which is one of the roots to psychological ownership (Geall, 2013). It is also found that 

a higher NEP score affects environmentally friendly behavior in a positive direction due to the increase 

in psychological ownership. The more you knowledge one acquire about the environment the more 

intimate the connection will be and the level of psychological ownership will increase accordingly 

(Beggan & Brown, 1994). This is also confirmed as education correlates with the NEP score. The more 

educated the young Chinese consumers are the more environmentally friendly they behave. NEP score 

is also positively correlated with being a member of an environmental organization. Members score 

significantly higher than those who are not due to an increased feeling of psychological ownership as 

explained above. 
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Females also score significantly higher on the NEP scale than males, this is in consistence with other 

research and could be explained by the fact that females also in China are brought up to be more 

sensitive to the feelings and needs of others and thus are more willing to take on caring and nurturing 

roles for nature as well, which could also lead to a higher knowledge of nature and environment. 

 

Environmental harm has a positive effect on the NEP score. If you have experienced environmental 

harm you are more knowledgeable about the environment. Environmental harm also has a positive 

effect on environmentally friendly behavior and on future environmentally friendly behavior as you 

have a higher degree of psychological ownership of the environment if you have experienced 

environmental harm. This is due to the fact that environmental harm can be experienced as a loss of 

one’s extended self. The loss can make you more concerned about protecting the environment that is a 

part of your extended self in the future (Belk, 1988). If you have experienced environmental harm you 

tend to act more on behalf of the environment now and be even more willing to act in the future due to 

an increase in psychological ownership. 

 

The main conclusions from the research are thus that psychological ownership of the environment has 

increased among young Chinese consumers. These findings can be used by ENGOs and companies in 

China to connect better with consumers through psychological ownership and reach out more effectively 

to the young Chinese consumers. ENGO’s can also use the knowledge on how psychological ownership 

affects environmentally friendly behavior to encourage even more environmentally friendly behavior in 

the future. 

 

9.1 Further research  

It would be interesting to investigate whether or not there is a difference in psychological ownership and 

thereby environmentally friendly behavior between the younger and older generations in China or 

between the Chinese from the countryside and the cities. It would also be relevant to expand this type of 

research into a longitudinal study, as the environmentally friendly behavior in China seems to change 

quite fast in the moment. Furthermore it would be interesting to develop new questions on willingness 

to act and actions in order to adapt the questions more to the Chinese environment. This way more 

accurate data could be obtained to further analyze the environmentally friendly behavior in China.  
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Appendix A – Interviewguide 

 

Your organization 

- Information about your organization?  

- What are the goals in your organization? 

 

General info 

 How big is the general awareness about protecting the environment in China? Is it getting bigger or 

lower?  

 How much do Chinese citizens consider the environment in their everyday life?  

 Do you think there is an equal amount of desire towards protecting the local environment and the 

global environment?  

 Do you think the Chinese public feels they have any influence on the environment?  

 How much do you feel people engage in your organization? How do they engage? 

 What do you do to make Chinese citizens engage in your organization?  

 Is it easy to live a sustainable life in China if you want to?  

 

  Chinese Media 

 What is your view on the Chinese Media?  

 How big is their focus on environmental issues? 

 Do you trust the news in the Media?  

 Has the Media changed in the last years? Do you feel that the Media has a big influence in forming 

the public opinion on the environment? 

 Which Media have you used to get your message through to the public?  

 Which Media has the biggest effect when you want to influence public opinion on the 

environment?  

 

Knowledge 

 How much do Chinese citizens know about the environment?  

 How big is the interest for gaining more knowledge? 
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Communication 

 Is it easy or hard to get public awareness about the environment?  

 What messages do you try to get through to the public?  

 Have you done any campaigns?  

 What do you do to make them relevant and interesting to people?  

 Do you do anything to try and change people’s environmental behavior?  

 What do you do to attract members? 

 What do you do to make people feel like a part of your organization/your community? 

 What do you think is the most convincing argument for getting the Chinese citizens to join your 

organization?  

  Do you think there will be more environmental policies in China?   

  

Pollution and health problems  

 How do you feel the status of the Chinese environment is today? What do think the status will be in 

5-10 years?  

 How big do you feel the pollution and following health problems are in Beijing? 

 Do these problems make people more aware of the importance of the environment?  

 Do you think people that experienced pollution and/or health problems would be more willing to 

engage in the protection of the environment?  

 

Thank you very much for participating in this interview 
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Appendix B – Summary of interviews 

 

Global Village of Beijing (GVB) with Wang Xinchao – The China Sustainable Energy Program 

Coordinator and Doc. Hong Zhang – Program Director. 

 

GVB’s goal is to promote environmentally friendly behavior by reaching the public mostly in 

Beijing. They do also try to influence the experts that advise the decision makers in government by 

promoting the government to influence the harming industries, but they are not their primary focus. 

GVB believes there is a change going on in the public right now, particularly over the last 2 years. 

Especially the middle class in the city care more and more about the environment. Awareness in the 

public about environmental disaster and harm is going fast. More citizen protests against large 

environmentally non-friendly projects e.g. chemical projects.  That a chemical plant was moved 

because of demonstrations was a big win for the public. People are empowered more now and have 

greater ability to be heard and do something; GVB says the victims are becoming stronger and 

fights/challenge government more. Lawyers can also use the law to fight for victims more 

nowadays. Even though the awareness is increasing, China still needs more in-depth 

understanding/awareness of the problems.  

 

GVB researches the issues and get the stakeholders and media together to guide discussion in 

certain directions to create more awareness. They try to link or connect problems to daily life and 

find issues the public can relate to, to gain awareness. The Chinese government tries to find cleaner 

ways to use coal, but there has not been a breakthrough yet. GVB has no good solution to point to at 

the moment.  

 

GVB do seminars around Beijing to gain awareness and has also done several campaigns to try and 

change the public’s environmental behavior e.g.  proper use of air conditioning, national non-car 

day, citizens saving energy 20%,  "zero mercury" in hospital, substitute mercury containing medical 

devices, zero-mercury in communities and kindergartens - substitute mercury containing 

thermometers in communities and kindergartens,  no plastic bags, PM 2.5 and air quality awareness 

media campaign. 
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     Chinese media are more and more focused on environmental issues. Most of the media have 

particular sections designated to environmental issues. There has been a big change in the media in 

the last years, they have much more in-depth knowledge about environmental issue, and are very 

willing to work on environmental issues. Consequently their influence in forming the public 

opinion on the environment has increased drastically. GVB need more than one media, especially 

TV is good and papers are also okay to gain awareness. They target different media differently, so 

they need to create more stories or angles on stories. They will push their articles into all the forums 

they can and tell environmental protection channels and experts to push the article. The experts and 

environmental channels have bigger power/influence so it is good if they can make them publish 

their stories. They sometimes try to build up relationship with experts in the media so they easier 

can get access to public stories. The media in China is really good for reaching the public. 

 

GVB try not to just use the western way like many other NGO’s in  

China. In China you need to influence government not the public, because that’s how it works in 

China. They have international volunteers (Japanese, French, German) to help them in the office.  

Their members are primarily employees, but at events it can be everybody. They have a network, 

mail group, for volunteers. They are considering social media, but it is a lot of work.  

GVB also uses Weibo, for example for ceremonies, where “friends” from their group on Weibo are 

invited.   

 

It is hard to research international issues so they focus mostly on china where they can make their 

own research, they don’t do their own research on global issues. They work more as a facilitator in 

global issues. People are getting more active and a lot is happening in china in environmental 

protection, so they have high hopes for the environment in the future. GVB thinks people 

communicate more and share information, which is important to push knowledge to the public as 

well as government. 

   

Greenpeace with Wang Xiaojun (Tom) Communications Director of Greenpeace East Asia. 

 

Greenpeace’s goal is to make sure the largest developing country in the world does not repeat the 

same kind of mistakes as Europe and America. This is important for the whole planet and 

Greenpeace thus try to find ways that support Chinese economy without harming nature.  
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Greenpeace believes that India and Africa are trying to learn from China. If China finds a 

sustainable way to eradicate poverty it will be a good model to give to India and Africa which 

makes it even more important for the world that china succeeds. 

Greenpeace concentrate on four problems, where Climate problems are the biggest issue (coal 

burning especially). They campaign towards policy makers and create dialogue. Problems are 

bigger and closer to the big coal mining cities in the west than in Beijing city. Greenpeace try to 

share stories from the provinces that are worst of from climate changes/coal mining to make people 

relate in Beijing and Shanghai. People in Beijing do not know what is going on in the rest of China, 

which is why Greenpeace try to share stories and tell people that there is another way to go. 

 

Awareness is getting bigger in the bigger cities like Beijing. They are more concerned about air 

quality and food safety, but they need more knowledge on how food can be safe and how to avoid 

pesticides says Tom. People in China think government has a big responsibility; they look to them 

for changes in the environment. Tom thinks it is both scary and sad how much they rely on central 

government. He believes that the public suffer and hope for better times rather than protest. 

Greenpeace tells that central government makes good laws, but at a local level it is hard to 

implement since many local governments are friends with e.g. coal and mining companies and do 

not want to make laws against them. Greenpeace try to attack local government in campaigns. 

 

In the question on local and global issues of interest Tom says that if your own river is polluted the 

thought is of your own survival is high and it is hard to see a bigger picture than that. Tom tells 

about one example of protest and demonstration that has worked out. In 2007 in south east China, 

not too far from shanghai, a plant was going to be build, but local government changed plans 

because of protests. Then the plant was moved to other cities that also rejected it. It has now been 

moved to a third, which they don’t know yet how will turn out. Tom say that this shows that people 

learn from each other and in some ways are empowered. They see that somebody else can make a 

change and believe they can themselves. Moving the plant is though not a solution.  

 

Greenpeace believes that with a raising education level, people are learning how they themselves 

are empowered to make a change like e.g. demonstrations and protests. Environmental problem is 

now not only about money but about life or death of people which also makes people act rather than 

watch. Tom further tells that the goal is to help China to find the solution and that he does not think 
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it too late to be a showcase and good example for the rest of the world if China learns from Europe 

and USA too. He believes that people want to go back and live in harmony with nature. They want 

the beautiful country they once had back. Tom things that the Chinese culturally are already there 

but economically it is hard, but that they have better potential than many other countries. 

 

Media in China: Tom tells that older people in China believe a lot in the media (newspapers + TV). 

Authoritative information is the only thing the elder believe in, which is why media is very 

important to work with for Greenpeace. To create believable articles they thus go through 

authoritative media channels. On a quiet day they get 10 stories in the newspapers. China has a lot 

of newspapers, some prints several times a day. Media is controlled through censorship, Greenpeace 

gets direction from central government on what to print and what not to print. Not all people know 

that the news are censured. Anything not local has to come from Xinghua (agency). If you don’t 

write local you have to go find the story in Xinghua to print it. 

 

The image of Greenpeace in China is very similar to the rest of the world. Activism is important to 

Greenpeace, but there are still relatively few demonstrations in China. In China Greenpeace go to 

the scene and document the problem and try to find out why this problem is there and what can be 

done through legislation and so on. Greenpeace will go through any media that will print the story, 

but try to find the best fitted media if e.g. financial. The most effective way to gain interests from 

the media is to take journalists to the sight of environmental pollution and show them the case, but 

that is of course very hard in reality, because of permissions and so on. Tom tells that digital media 

have made big changes in China. Now anyone can become an investigator and take pictures and do 

interviews. Before TV was the only source of information, so they (older generation) believe in a 

lot. Nowadays people (younger generation) get information from different sources and people 

become more critical. More sources give more power to the people also because everyone can 

report online if they want. 

 

Greenpeace do not use fundraising as it is not allowed in China for foreign NGO’s, but they hope 

that it might be possible later on, with new and better government legislations. Greenpeace have a 

lot of volunteers and supporters online on Weibo. They send stories out there every day, which is 

very powerful. Followers also share their own stories and discuss on Weibo. Tom also uploads 

pictures and stories on Weibo. There is not a lot of public activity from Greenpeace but they did do 
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something for using bicycles. They want to do more so people can find ways to work with 

Greenpeace. Companies change practices because of pressure from the public so Greenpeace want 

to involve more people in the process. The public can also put pressure on the government, so the 

public is very important and they need to educate them by telling them stories. As you cannot 

support Greenpeace economically you can instead change behavior to support the environmental 

movement. Tom believes is getting easier to live sustainable in china and that an environmental 

movement can start with changes in your everyday life. Some people switch to buying organic food 

because of food safety and health and more and more people also realize that it makes more sense to 

go organic than to use money on medical bills later on in life. But organic food is expensive and not 

everybody can afford it. 

 

Coal is the biggest polluter but Greenpeace is optimistic about other sources becoming available. 

More than 70% of the pollution comes from coal and Greenpeace try to find an economical angle to 

show government that is does not make economical sense to use coal. Coal burning pollution made 

external damage for the same amount of money as 70% of China’s GDP in the year of (2008). 

Greenpeace often tries to find the economical angle to talk to people and government, as it is easy 

for people to relate to. They are trying to find solutions for the government and the public to use 

less coal. There is a lot of knowledge sharing between all Greenpeace departments worldwide and 

they help each other also in the field. 

      

WWF with Zeng Ming – Head of Press and Zhou Shuang – Footprint Policy Programme 

Coordinator China 

 

WWF thinks the awareness about the environment is getting bigger, especially over the last 2-3 

years, partially because pollution is now affecting people’s daily life.WWF tells that even villagers 

are now taking action in some places to defend their own rights. Movements are rising because 

people now see that issues are not only far away but also will affect their own life at some point. 

People are now more engaged to take action and discuss online. They are gathering in small groups 

in cities and urge the government to do something.  

 

Nature conservation and protection are in focus in WWF. A successful campaign in China is Earth 

hour. Earth hour is a green week in China where WWF gives green tips that the public can use 
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every year. Advertisement, posters, endorsement by celebrity and websites where you can show 

your green week actions are made. You can also engage online through a platform.  

WWF do not use fundraising, if you want to support you can volunteer and become a member of a 

their volunteer database, where you receive a monthly magazine. The volunteers can then get access 

to internships for university students for different projects. WWF try to engage and recruit students 

for their work. One example is an online recruitment for projects in North east china tiger habitat 

where six volunteers went. As fundraising is now allowed all WWF’s money come from outside 

China. They have a network of countries that gives money to WWF in China, not Denmark at the 

moment. Transparency in NGOs is not very good, which means that many people do not believe 

enough in NGOs to give them money. WWF thinks the younger generations are a lot more aware of 

the environment than the older. 

 

Media: WWF believes there are 2 ways. They respond to the medias questions, but the media also 

often come to them for answers, because they see WWF as experts. WWF also proactively try to 

engage journalists and media’s in their projects and campaigns. They believe there are three ways to 

be proactive: Press conference, event with lunch ceremony in their office or media trip, to a certain 

environmental sight. Sometimes they work out special reports together. Chinese media is very 

interested in the environment, since the public is becoming more interested than before.  

 

WWF believes the future for environment is not too bad. Government pays attention to the 

environmental issues in a very high level now and it has even been mentioned it in national 

congress, which has never happened before. They think an opportunity for China is to change 

growth to a green way. The public might not be so optimistic since problems there gets worse and 

worse right now. WWF has a program to reduce their ecological footprint, where they are also 

working with government. Furthermore NGO’s also work together with each other when they can, 

but many have different agendas. WWF is one of the biggest international NGO’s in China. 

Another big one mentioned by WWF is Greenpeace.  

 

WWF almost have the most fans in the world of NGO’s, and they interact with them online. Social 

media in China grow very quickly. Social Media is changing China and life and WWF sees it as an 

important new information channel. WWF tells that sometimes when other media is forbidden to 

write stories about something; it still comes out in the social media online. It has thus gotten a lot 



X 
 

harder to hide information from the public. WWF hope funding will be possible in the future as it is 

for Chinese NGOs. WWF has no partnerships yet with Chinese companies, but they are starting to, 

but it is not easy in China to create connections.  

Furthermore WWF explains that the public think it is government’s responsibility to resolve the 

environmental issues. Personally they think everybody has a responsibility, also companies in their 

own industry, and that people themselves also need to change their own behavior. People joining 

WWF want to make a real difference and act. 

 

They do not believe that it is easy to live sustainable in China, labels are not sufficient in guiding 

people towards the right products. Cities are furthermore not people centered so you need a car in 

bigger cities like Beijing and Shanghai, which is very polluting. City is planned for Gross domestic 

product (GDP) and cars not people. It is in the 5-year plan to reduce carbon emission and promote 

new energy ways.  

 

Institute of Public and Environmental Affairs (IPEA) with Matthew Collins - Project Manager at 

Institute of Public &Environmental Affairs, Beijing. 

 

IPEA are lobbying the companies more than the government and public, but they do make reports 

with a consumer section but they don’t engage with them directly. 

Their goal is to get more information out to the Chinese public so they can make a more informed 

decision. IPEA believes that people in China are pretty aware of the pollution in China right now, as 

many of them can even see it in the air. IPEA are though not sure that it has an effect on their 

everyday life in a big way. IPEA believe the Chinese public care more about their local 

environment than the global in general as they are more concerned about solving their own 

problems first. The public has more power now; they can protest and participate in demonstration.  

IPEA uses the media a lot.  

 

Matthew explains that IPES releases reports on press conferences where they invite the media. The 

media is becoming freer and most journalists know the limit. They get more and more space as 

journalists so they can push further and further. Members/followers of IPEA are not following them 

directly, but the founder Ma Jun who has a Weibo account. People provide them with information 
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on cases/stories through Weibo so they use that for research, but they do not help the public with 

legal support.  

The environment is becoming more and more interesting to the Chinese people. The media has 

more and more on the environment and it receives greater and greater attention. Ma Jun, the founder 

of IPEA, is on TV occasionally as a guest/expert on environmental issues. IPEA try to create a link 

between the story and people to make it more interesting and attract attention. They guide people 

towards the most trusted brands by creating lists where people can see who does “bad” or “good”. 

This way people can make more informed decisions. They feel that people do use the lists as a 

guide in their buying decision. Companies on the list can correct their behavior and get off the list 

after thorough inspection from IPEA. 

 

IPEA think everybody has a responsibility, also government, but legislation is hard to enforce. As 

Matthew tells many companies just pay a fine and keep on polluting. If IPEA have a story on a big 

brand people do listen to it and spread the word and sometime stop buying the products made from 

the brand. The attention then often makes the company change behavior. Matthew does not believe 

that the environment will be better right now, but maybe in 20-30 years, as it takes time to make 

things change in China. IPEA thinks that as the pollution is very visible in China it creates more 

attention about environmental issues, which thus makes people more willing to act on behalf of the 

environment. 
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Appendix C – Questionnaire - Chinese 

 

您好, 

我是在丹麦哥本哈根商学院的硕士研究生。我现在做我的硕士论文，所以我想请

求您的帮助。这是一个中国居民消费观念的调查问卷。这将需要大约5-10 

分钟回答所有的问题。你的答案都是匿名的，将遵守隐私政策的遵守相关法律条

文。 

提前谢谢您的参与! 

此致 Karina Vejlin 

哪些是当今中国最重要的问题? 

(1)   保健 

(2)  教育 

(3)   犯罪 

(4)   环境 

(5)  移民 

(6)  经济 

(7)  恐怖主义 

(8)  贫困 

(9)  以上皆非 

请排名根据环境问题的迫切性，从1到10（1号给最迫切的环境问题。每个数字只能用一次）

。 

 1,2,3,4,5,6,7,8,9,10 

水资源短缺和污染 __________ 

全球变暖/气候变化 __________ 

用尽自然资源 __________ 

空气污染 __________ 

土壤退化和侵蚀 __________ 

生物多样性的丧失 __________ 

化学品和农药 __________ 

沙尘暴 __________ 

海洋污染 __________ 

在热带地区的森林砍伐 __________ 
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近几年，为促进对环境政策过程中公民参与的不断增加而产成了相当多值得考虑的的辩论。

那么，您会将您自己放在如下有关促进此项的结构表中的哪个位置？ 

 

1=公民

参与是

没有多

大价值

，并增

加了不

必要的

政府成

本 

2 3 4= 中性 5 6 

7=公民

参与是

很有价

值的，

即使它

增加了

政府的

成本 

请选择从1到7 

 
(1)  (2)  (3)  (4)  (5)  (6)  (7)  

你如何对环境问题负责的？ 

(1)  积极 

(2)  中度 

(3)  略 

(4)  并非所有负责任的 

 

人们积极参与的各种活动，影响环境问题的各种的决策。请注明您用来试图影响政府环保政

策的影响渠道  (可多项选择）。 

(1)  签署请愿书 

(2)  捐款给环保团体 

(3)  加入一个环保团体 

(4) 

 写信给当地，州或联邦立法者

或机构的官员 

(5)  写信给报社 

(6)  征求签名的请愿书 

(7) 

 打电话或亲自游说立法者或机

构的官员 

(8)  参加候选人的竞选活动 

(9)  参加公众集会 

(10)  参与合法的示威 

(11)  公民抗命（例如非法示威） 

(12)  以上皆非 
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环保行为的操作 

 决不 有时 总是 

我会关掉灯，当我不再需要

它的时候 
(1)  (2)  (3)  

我短距离骑自行车, 

不座公共汽车或出租车, 

以保障空气质量 

(1)  (2)  (3)  

我拒绝使用一次性塑料制品

，以减少“白色污染 
(1)  (2)  (3)  

我洗碗不用洗涤剂，以减少

水的污染 
(1)  (2)  (3)  

我反对野生动物制成的食品 (1)  (2)  (3)  

我尽快叫人来修理漏水的水

龙头 
(1)  (2)  (3)  

我密切关注臭氧消耗在电视

上的报道，报纸，电台或互

联网 

(1)  (2)  (3)  

我更喜欢购买公司的产品，

其利润的一部分捐给中国西

部种树，即使价格较高 

(1)  (2)  (3)  

 

对环境采取行动的意愿 

 决不 有时 总是 

你会付出更多的钱购买一个

非氟氯化碳冰箱？ 
(1)  (2)  (3)  

您会买由雨林材料制作成的

家具吗？ 
(1)  (2)  (3)  

如果非洲大象有危险，你会

捐钱帮助他们呢？ 
(1)  (2)  (3)  

如果你是全国人民代表大会

的成员，你会支持一项法案

，以增加对气候变化的研究

经费？ 

(1)  (2)  (3)  
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 决不 有时 总是 

如果有可能，你想帮助促进

的法律和政策，处理与中国

西部地区的土壤退化和侵蚀

？ 

(1)  (2)  (3)  

如果你在一条船，你会放下

你的的废旧易拉罐或啤酒瓶

入海？ 

(1)  (2)  (3)  

如果一个环保团体招募新成

员，在你的大学，你会加入

，并成为你的专业？ 

(1)  (2)  (3)  

你会在你的大学志愿服务促

进保护热带雨林？ 
(1)  (2)  (3)  

 

 

环境知识 

下列分数基础上五点规模, 从坚决不同意，到强烈同意 

 
坚决不同

意 

轻度不同

意 
不确定 轻度同意 强烈同意 

我们正在接近地球所能承载

人类数量的上限 
(1)  (2)  (3)  (4)  (5)  

人类有权利修改自然环境，

以满足他们的需求 
(1)  (2)  (3)  (4)  (5)  

当人类与自然的干扰，往往

产生灾难性的后果 
(1)  (2)  (3)  (4)  (5)  

人类的聪明才智将确保我们

不要让地球不适合居住 
(1)  (2)  (3)  (4)  (5)  

人类严重滥用环境 (1)  (2)  (3)  (4)  (5)  

地球有充足的自然资源，如

果我们只是学习如何开发 
(1)  (2)  (3)  (4)  (5)  

植物和动物有平等的权利与

人类共存 
(1)  (2)  (3)  (4)  (5)  
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坚决不同

意 

轻度不同

意 
不确定 轻度同意 强烈同意 

大自然的平衡是强大到足以

应付现代工业国家的影响 
(1)  (2)  (3)  (4)  (5)  

尽管我们的特殊能力，人类

仍然受自然规律 
(1)  (2)  (3)  (4)  (5)  

所谓的人类所面临的“生态

危机”已被大大夸大了 
(1)  (2)  (3)  (4)  (5)  

地球就像是飞船有非常有限

的空间和资源 
(1)  (2)  (3)  (4)  (5)  

人类注定要统治除它以外的

自然界 
(1)  (2)  (3)  (4)  (5)  

自然界的平衡是十分微妙，

却又极易被打乱的 
(1)  (2)  (3)  (4)  (5)  

人类最终将会从中掌握足够

的自然界如何运作的方式，

从而能够对它加以控制 

(1)  (2)  (3)  (4)  (5)  

如果问题继续保持现状，我

们很快就会遇到一个重大的

生态灾难 

(1)  (2)  (3)  (4)  (5)  

 

你或你的家庭成员在过去经历了环境损害？ （环境危害是任何环境恶化的负面影响） 

(1)  是 

(2)  否 

 

个人资料 

您的性别？ 

(1)  女性 

(2)  男性 

 

你的年龄？ 

(1)  15-19岁 (2)  20-24岁 
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(3)  25-29岁 

(4)  30-39岁 

(5)  40-49岁 

(6)  年龄大于49 

你住在哪里？ 

(1)  北京 

(2)  上海 

(3)  其他 __________ 

 

你是什么国籍？ 

(1)  中国 

(2)  其他 __________ 

 

你受的最高教育程度？ 

(1)  从来没有参加过学校 

(2)  小学 

(3)  高中 

(4)  本科 

(5)  硕士 

(6)  硕士以上学位 

(7)  其他 __________ 

 

你的婚姻状况是什么？ 

(1)  单 

(2)  交往中 

(3)  已婚 

(4)  其他 __________ 

 

你家里有多少辆车？ 

(1)  没有车 

(2)  1辆车 

(3)  2辆汽车 

(4)  2辆以上 

 

你是一个环保组织的成员/追随者？ 

(1)  是 (哪个?) __________ 

(2)  否 

 

你有任何其他的意见？ 

________________________________________ 

________________________________________ 

________________________________________ 

________________________________________ 
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谢谢您的时间！ 

 

Appendix D – Questionnaire – English 

Welcome, 
 
I am a master student from Copenhagen Business School in Denmark. I am right now doing my 
Master Thesis and in this connection I would like your help. 
 
This is a questionnaire about Consumer Behavior in China, which will be used in my master 
thesis. 
 
It will take about 5-10 minutes to answer all questions. Your answers are anonymous and will be 
treated in accordance to the privacy policy. 
 
Thank you in advance for your participation. 
 
Yours sincerely, 
Karina Vejlin 

1 Issues in China   

Which of these issues is the most important for China today?  

Health Care 

Education 

Crime 

The environment 

Immigration 

The economy 

Terrorism 

Poverty 

None of these 

2 Environmental issues 

Rank following environmental issues after urgency (Give number 1 to the most urgent and so forth. Each 

number should only be used once 

 1,2,3,4,5,6,7,8,9,10 
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 1,2,3,4,5,6,7,8,9,10 

Water scarcity and pollution  __________ 

Global warming/Climate change  __________ 

Using up natural resources __________ 

Air pollution __________ 

Soil degradation and erosion __________ 

Loss of biodiversity __________ 

Chemicals and pesticides __________ 

Sandstorm __________ 

Ocean pollution __________ 

Deforestation in tropical areas 
__________ 

 

3 Citizen Participation 

In recent years, there has been considerable debate over efforts to increase Citizen Participation in the 
environmental policy process. Where would you locate yourself on the following scale regarding these 
efforts?  

 

           1---------2---------3---------4---------5---------6---------7 

                         |  

                  Neutral 

4 How responsible are you for environmental problems?  

1 Extremely 

2 Moderately 

3 Slightly 

4 Not at all responsible 

 
5 People participate in various activities as means of influencing decision making on a variety of 
environmental issues. Please indicate which channels of influence you have used to try to affect 
governmental environmental policy (you can choose more than one).  

Signing petitions 

Donating money to an environmental group  

Citizen participation is of little value and 

adds needlessly to the cost of government  

 

Citizen participation is of great value even 

if it adds to the cost of government 
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Joining an environmental group  

Writing letters to local, state or federal legislators or agency officials  

Writing letters to newspapers  

Soliciting signatures for a petition  

Phoning or personally lobbying legislators or agency officials  

Campaigning for a candidate  

Attending public meetings  

Participating in lawful demonstrations  

Civil disobedience (e.g. unlawful demonstrations)  

None of the above 

 

6 Actions of environmentally friendly  

 Never Sometimes Always 

I switch the light off when I 
don’t need it any more 

(1)  (2)  (3)  

 
I ride bicycles instead of taking 
bus or taxi for short distances to 
protect air quality. 

(1)  
 

(2)  (3)  

 

I refuse to use one-off plastic 

products so as to reduce white 

pollution 

(1)  

 

(2)  

 

(3)  

 

I wash dishes without detergent 

to reduce water pollution  

 

I say “no” to food made of wild 

animals.  

(1)  (2)  (3)  

I ask/call someone to repair a 

leaking water faucet as soon as I 

can 

(1)  (2)  (3)  

I pay close attention to reports 

about ozone depletion on TV, 
(1)  (2)  (3)  
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 Never Sometimes Always 

newspaper, radios or the 

Internet 

I prefer the products made by 

companies that donate part of 

their profit to plant trees in 

western China even if the price 

is higher 

 

 

(1)  (2)  (3)  

7 Willingness to act on behalf of the environment  

 Would not do Do not know Will do 

Will you pay more money to buy 

a non-CFC refrigerator? 
(1)  (2)  (3)  

Will you buy furniture that is 

made from rainforest products?  
(1)  (2)  (3)  

If African elephants are in 

danger, would you donate 

money to help them? 

(1)  (2)  (3)  

If you were a member of the 

National People’s Congress, 

would you support a bill to 

increase funding for research on 

climate change? 

(1)  (2)  (3)  

If it is possible, would you like to 

help promote the laws and 

policies that deal with soil 

degradation and erosion in 

western China? 

(1)  (2)  (3)  

If you were on a boat, would 

you drop your waste cans or 

beer bottles into the sea? 

(1)  (2)  (3)  

If an environmental protection 

group was recruiting new 
(1)  (2)  (3)  
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 Would not do Do not know Will do 

members in your 

university/community, would 

you join and become dedicated 

toward it? 

Will you volunteer to promote 

the protection of rainforests in 

your university/community? 

(1)  (2)  (3)  

 

8 Environmental Knowledge 

The following scores are based on a five-point scale from strongly disagree to strongly agree. 

 Strongly 

disagree 

Mildly 

disagree 
Unsure Mildly agree 

Strongly 

agree 

We are approaching the limit of 

the number of people the Earth 

can support 

(1)  (2)  (3)  (4)  (5)  

Humans have the right to 

modify the natural environment 

to suit their needs 

(1)  (2)  (3)  (4)  (5)  

When humans interfere with 

nature it often produces 

disastrous consequences 

(1)  (2)  (3)  (4)  (5)  

Human ingenuity will insure that 

we do not make the Earth 

unlivable 

(1)  (2)  (3)  (4)  (5)  

Humans are seriously abusing 

the environment 
(1)  (2)  (3)  (4)  (5)  

The Earth has plenty of natural 

resources if we just learn how to 

develop them 

(1)  (2)  (3)  (4)  (5)  

Plants and animals have as 

much right as humans to exist 
(1)  (2)  (3)  (4)  (5)  
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 Strongly 

disagree 

Mildly 

disagree 
Unsure Mildly agree 

Strongly 

agree 

The balance of nature is strong 

enough to cope with the 

impacts of modern industrial 

nations 

(1)  (2)  (3)  (4)  (5)  

Despite our special abilities, 

humans are still subject to the 

laws of nature.  

(1)  (2)  (3)  (4)  (5)  

The so-called “ecological crisis” 

facing humankind has been 

greatly exaggerated 

(1)  (2)  (3)  (4)  (5)  

The Earth is like a spaceship 

with very limited room and 

resources 

(1)  (2)  (3)  (4)  (5)  

Humans were meant to rule 

over the rest of nature 
(1)  (2)  (3)  (4)  (5)  

The balance of nature is very 

delicate and easily upset.  
(1)  (2)  (3)  (4)  (5)  

Humans will eventually learn 

enough about how nature works 

to be able to control it 

(1)  (2)  (3)  (4)  (5)  

If things continue on their 

present course, we will soon 

experience a major ecological 

catastrophe 

(1)  (2)  (3)  (4)  (5)  

9 Environmental Harm 

Have you or members of your family experienced environmental harm in the past? (Environmental harm 

is any negative impact from environmental degradation)  

(1)       Yes 

(2)  No  
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Demographic Information 

10 What is your gender? 

(1)  Female 

(2)  Male 

 

11 What is your age? 

(1)  15-19 years 

(2)  20-24 years 

(3)  25-29 years 

(4)  30-39 years 

(5)  40-49 years 

(6)  Older 

 

12 Where do you live? 

(1)  Beijing 

(2)  Shanghai 

(3)  Other __________ 

 

13 What is your nationality?  

1 Chinese 

2 2 Other _______________ 

 

14 What is your highest level of education? 

(1)  Never attended school 

(2)  Grade school  

(3)  High school 

(4)  Bachelor degree 

(5)  Master degree 

(6)  Above Master degree 

(7)  Other    _____________ 
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15 What is your marital status? 

(1)  Single 

(2)  In a relationship  

(3)  Married 

(4)  Other __________ 

 

16 How many cars does your family have? 

(1)  No car 

(2)  1 car  

(3)  2 cars 

(4)  More than 2 cars 

17 Are you a member/follower of an environmental organization? 

(1)  Yes __________ 

(2)  No 

 

18 Do you have any additional comments? 

________________________________________ 

________________________________________ 

________________________________________ 

 

Thank you for your time! 
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 Appendix E – Answers to survey - English 

Issues in China    

  Which of these issues is the most important for 

China today?  

 

Number of % 
1 = Health Care 1 2 1,2 
2 = Education 2 58 33,7 
3 = Crime 3 12 7,0 
4 = The environment 4 41 23,8 
5 = Immigration 5 0 0,0 
6 = The economy 6 38 22,1 
7 = Terrorism 7 0 0,0 
8 = Poverty 8 5 2,9 
9 = None of these 9 16 9,3 
  172 100,0 

Environmental issues 

   Rank following environmental issues after 

urgency (Give number 1 to the most urgent and 

so forth. Each number should only be used once) 

 

Mean Rank 

1 = Water scarcity and pollution 1 2,6 1 

2 = Global warming/Climate change 2 5,3 4 

3 = Using up natural resources 3 4,9 3 

4 = Air pollution 4 2,8 2 

5 = Soil degradation and erosion 5 5,6 6 

6 = Loss of biodiversity 6 6,3 7 

7 = Chemicals and pesticides 7 5,4 5 

8 = Sandstorm 8 6,9 8 

9 = Ocean pollution 9 7,1 9 
10 = Deforestation in tropical areas 10 

8,2 10 
  

  Citizen Participation 

   In recent years, there has been considerable debate over 

efforts to increase Citizen Participation in the environmental 

policy process. Where would you locate yourself on the 

following scale regarding these efforts?  

 

  

1--------2--------3--------4--------5--------6--------7 

 

Number of % 
1 = Citizen participation is of little value and adds needlessly 

to the cost of government  1 9 5,2 
2 2 2 1,2 
3 3 7 4,1 
4 = Neutral 4 23 13,4 
5 5 18 10,5 
6 6 31 18,0 
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7 = Citizen participation is of great value  

             even if it adds to the cost of government 

7 82 47,7 
  172 

 How responsible are you for environmental problems?  
  

    1 = Extremely 1 88 51,2 

2 = Moderately 2 70 40,7 

3 = Slightly 3 7 4,1 

4 = Not at all responsible 4 7 4,1 

  

172 

 

    People participate in various activities as means 

of influencing decision making on a variety of 

environmental issues. Please indicate which 

channels of influence you have used to try to 

affect governmental environmental policy (you 

can choose more than one).  

   

    

1 = Signing petitions 1 53 30,8 
2 = Donating money to an environmental group  2 42 24,4 
3 = Joining an environmental group  3 77 44,8 
4 = Writing letters to local, state or federal legislators or 

agency officials  

4 

12 7,0 
5 = Writing letters to newspapers  5 42 24,4 
6 = Soliciting signatures for a petition  6 21 12,2 
7 = Phoning or personally lobbying legislators or agency 

officials  

7 

14 8,1 
8 = Campaigning for a candidate  8 4 2,3 
9 = Attending public meetings  9 38 22,1 
10 = Participating in lawful demonstrations  10 33 19,2 
11 = Civil disobedience (e.g. unlawful demonstrations)  11 7 4,1 
12 = None of the above 12 45 26,2 

  

172 

 Actions of environmentally friendly  

   

    I switch the light off when I don’t need it any more    

1 = never 1 3 1,7 

2 = sometimes 2 49 28,5 

3= always 3 120 69,8 

I ride bicycles instead of taking bus or taxi for short 

distances to protect air quality. 

   

1 = never 1 16 9,3 
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2 = sometimes 2 95 55,2 

3= always 3 61 35,5 

I refuse to use one-off plastic products so as to reduce 

white pollution 

   

1 = never 1 15 8,7 

2 = sometimes 2 126 73,3 

3= always 3 31 18 

I wash dishes without detergent to reduce water 

pollution 

   

1 = never 1 45 26,2 

2 = sometimes 2 104 60,5 

3= always 3 23 13,4 

I say “no” to food made of wild animals.  

 

  

1 = never 1 12 7 

2 = sometimes 2 54 31,4 

3= always 3 106 61,6 

I ask/call someone to repair a leaking water faucet as 

soon as I can 

   

1 = never 1 1 0,6 

2 = sometimes 2 44 25,6 

3= always 3 127 73,8 

I pay close attention to reports about ozone depletion 

on TV, newspaper, radios or the Internet 

   

1 = never 1 21 12,2 

2 = sometimes 2 120 69,8 

3= always 3 31 18,0 
I prefer the products made by companies that donate 

part of their profit to plant trees in western China even 

if the price is higher 

 

  1 = never 1 28 16,3 
2 = sometimes 2 113 65,7 
3= always 3 31 18 

  

  Willingness to act on behalf of the environment  

   

  Will you pay more money to buy a non-CFC 

refrigerator? 

 

  1 = Would not do 1 14 8,1 
2 = Do not know 2 72 41,9 
3 = Will do 3 86 50,0 
Will you buy furniture that is made from rainforest 

products?  

 

  1 = Would not do 1 83 48,3 
2 = Do not know 2 74 43,0 
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3 = Will do 3 15 8,7 
If African elephants are in danger, would you donate 

money to help them? 

 

  1 = Would not do 1 21 12,2 
2 = Do not know 2 94 54,7 
3 = Will do 3 57 33,1 
If you were a member of the National People’s 

Congress, would you support a bill to increase funding 

for research on climate change? 

 

  1 = Would not do 1 4 2,3 
2 = Do not know 2 44 25,6 
3 = Will do 3 214 72,1 
If it is possible, would you like to help promote the laws 

and policies that deal with soil degradation and erosion 

in western China? 

 

  1 = Would not do 1 3 1,7 
2 = Do not know 2 36 20,9 
3 = Will do 3 133 77,3 
If you were on a boat, would you drop your waste cans 

or beer bottles into the sea? 

 

  1 = Would not do 1 110 64,0 
2 = Do not know 2 32 18,6 
3 = Will do 3 30 17,4 
If an environmental protection group was recruiting 

new members in your university/community, would you 

join and become dedicated toward it? 

 

  1 = Would not do 1 26 15,1 
2 = Do not know 2 85 49,4 
3 = Will do 3 61 35,5 
Will you volunteer to promote the protection of 

rainforests in your university/community? 

 

  1 = Would not do 1 19 11,0 
2 = Do not know 2 87 50,6 
3 = Will do 3 66 38,4 

  

  Environmental Knowledge 

   The following scores are based on a five-point scale from strongly disagree to strongly 

agree. 

    
We are approaching the limit of the number of people 

the Earth can support 

   
1 = Strongly disagree 1 2 1,2 

2 = Mildly disagree 2 7 4,1 
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3 = Unsure 3 32 18,6 

4 = Mildly agree 4 55 32,0 

5 = Strongly agree 5 76 44,2 

Humans have the right to modify the natural 

environment to suit their needs 

   
1 = Strongly disagree 1 36 20,9 

2 = Mildly disagree 2 61 35,5 

3 = Unsure 3 32 18,6 

4 = Mildly agree 4 32 18,6 

5 = Strongly agree 5 11 6,4 

When humans interfere with nature it often produces 

disastrous consequences 

   1 = Strongly disagree 1 2 1,2 

2 = Mildly disagree 2 20 11,6 

3 = Unsure 3 19 11,0 

4 = Mildly agree 4 53 30,8 

5 = Strongly agree 5 78 45,3 

Human ingenuity will insure that we do not make the 

Earth unlivable 

   1 = Strongly disagree 1 15 8,7 

2 = Mildly disagree 2 41 23,8 

3 = Unsure 3 47 27,3 

4 = Mildly agree 4 48 27,9 

5 = Strongly agree 5 21 12,2 

Humans are seriously abusing the environment 

   1 = Strongly disagree 1 2 1,2 

2 = Mildly disagree 2 7 4,1 

3 = Unsure 3 17 9,9 

4 = Mildly agree 4 64 37,2 

5 = Strongly agree 5 82 47,7 

The Earth has plenty of natural resources if we just 

learn how to develop them 

   1 = Strongly disagree 1 32 18,6 

2 = Mildly disagree 2 36 20,9 

3 = Unsure 3 49 28,5 

4 = Mildly agree 4 28 16,3 

5 = Strongly agree 5 27 15,7 

Plants and animals have as much right as humans to 

exist 

   1 = Strongly disagree 1 4 2,3 

2 = Mildly disagree 2 12 7,0 

3 = Unsure 3 15 8,7 

4 = Mildly agree 4 51 29,7 

5 = Strongly agree 5 90 52,3 
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The balance of nature is strong enough to cope with 

the impacts of modern industrial nations 

   1 = Strongly disagree 1 51 29,7 

2 = Mildly disagree 2 45 26,2 

3 = Unsure 3 29 16,9 

4 = Mildly agree 4 27 15,7 

5 = Strongly agree 5 20 11,6 

Despite our special abilities, humans are still subject to 

the laws of nature.  

   1 = Strongly disagree 1 1 0,6 

2 = Mildly disagree 2 10 5,8 

3 = Unsure 3 14 8,1 

4 = Mildly agree 4 41 23,8 

5 = Strongly agree 5 106 61,6 

The so-called “ecological crisis” facing humankind has 

been greatly exaggerated 

   1 = Strongly disagree 1 55 32,0 

2 = Mildly disagree 2 49 28,5 

3 = Unsure 3 26 15,1 

4 = Mildly agree 4 30 17,4 

5 = Strongly agree 5 12 7,0 

The Earth is like a spaceship with very limited room 

and resources 

   1 = Strongly disagree 1 3 1,7 

2 = Mildly disagree 2 11 6,4 

3 = Unsure 3 26 15,1 

4 = Mildly agree 4 47 27,3 

5 = Strongly agree 5 85 49,4 

Humans were meant to rule over the rest of nature 

   1 = Strongly disagree 1 51 29,7 

2 = Mildly disagree 2 44 25,6 

3 = Unsure 3 35 20,3 

4 = Mildly agree 4 25 14,5 

5 = Strongly agree 5 17 9,9 

The balance of nature is very delicate and easily upset.  

   1 = Strongly disagree 1 3 1,7 

2 = Mildly disagree 2 8 4,7 

3 = Unsure 3 16 9,3 

4 = Mildly agree 4 62 36,0 

5 = Strongly agree 5 83 48,3 

Humans will eventually learn enough about how 

nature works to be able to control it 

   1 = Strongly disagree 1 23 13,4 
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2 = Mildly disagree 2 44 25,6 

3 = Unsure 3 42 24,4 

4 = Mildly agree 4 50 29,1 

5 = Strongly agree 5 13 7,6 

If things continue on their present course, we will soon 

experience a major ecological catastrophe 

   1 = Strongly disagree 1 0 0,0 

2 = Mildly disagree 2 8 4,7 

3 = Unsure 3 45 26,2 

4 = Mildly agree 4 63 36,6 

5 = Strongly agree 5 56 32,6 

    Environmental Harm  

  Have you or members of your family experienced 

environmental harm in the past? (Environmental 

harm is any negative impact from environmental 

degradation)  

 

  1 = Yes 1 117 68,0 
2 = No 2 55 32,0 

    Demographic Information  

  What is your gender? 

   1 = Female 1 85 49,4 

2 = Male 2 87 50,6 

    What is your age? 

   1 = 15-19 years 1 9 5,2 
2 = 20-24 years 2 66 38,4 

3 = 25-29 years 3 76 44,2 

4 = 30-39 years 4 21 12,2 

5 = 40-49 years 5 0 0,0 
6 =Older 6 0 0,0 

    Where do you live? 

   1 = Beijing 1 44 25,6 
2 = Shanghai 2 35 20,3 

3 = Other 3 93 54,1 

    What is your nationality?  

   1 = Chinese 1 172 100,0 

2 = Other 2 0 0,0 

    What is your highest level of education? 

   1 = Never attended school 1 0 0,0 



 

 
XXXIV 

 

2 = Grade school  2 0 0,0 
3 = High school 3 19 11,0 
4 = Bachelor degree 4 73 42,4 
5 = Master degree 5 64 37,2 
6 = Above Master degree 6 16 9,3 
7 =Other  7 0 0,0 
  

  What is your marital status? 

   1 = Single 1 93 54,1 

2 = In a relationship 2 53 30,8 

3 = Married 3 26 15,1 

4 = Other 4 0 0,0 

    How many cars does your family have? 

   1 = No car 1 101 58,7 
2 = 1 car  2 60 34,9 
3 = 2 cars 3 8 4,7 
4 = More than 2 cars 4 3 1,7 

    Are you a member/follower of an environmental 

organization? 

 

  1 = Yes 1 52 30,2 
2 = No 2 120 69,8 
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Appendix F – Environmental issues in China 

    

95% confidence 
Interval of the 

Difference 
  

Issues Mean Lower Upper Rank 

Waterscarcity 2,6 2,291 2,907 1 

Global Warming/Climate Change 5,3 4,888 5,752 4 

Using up natural resources 4,9 4,487 5,280 3 

Airpollution 2,8 2,478 3,033 2 

Soil degradation and erosion 5,6 5,244 5,884 6 

Loss of biodiversity 6,3 5,945 6,612 7 

Chemicals and pesticides 5,4 4,977 5,766 5 

Sandstorms 6,9 6,596 7,276 8 

Ocean pollution 7,1 6,745 7,382 9 

Deforestation in tropical areas 8,2 7,894 8,559 10 

  

Factor analyse 

Rotated Component Matrix
a
 

 Component 

1 2 3 4 

Waterscarcity ,616    

GlobalwarmingClimateChange  -,593 -,543  

Usingupnaturalresources  -,651   

Airpollution ,659    

Soildegradationanderosion   ,759  

Lossofbiodiversity    -,903 

Chemicalsandpesticides  ,791   

Sandstorm   -,563  

Oceanpollution -,597    

Deforestationintropicalareas -,788    

 

 

Chronbach’s Alpha 

 

Reliability Statistics 

ronbach's 

Alpha
a
 

N of Items 

-,558 4 

 

 

Reliability Statistics 

Cronbach's 

Alpha
a
 

N of Items 

-1,145 3 
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Appendix G – Citizen Participation 

Linear Regression Analysis - Citizen Participation and number of political activities 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 1,159 ,472  2,453 ,015 ,226 2,092 

Citizenparticipation ,147 ,080 ,140 1,845 ,067 -,010 ,305 

a. Dependent Variable: Participationinactivities 

 

Linear Regression Analysis – Citizen Participation and gender 

 
Model Summary

b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,204
a
 ,041 ,036 1,6685 

a. Predictors: (Constant), Gender . b. Dependent Variable: 

Citizenparticipation 
 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 6,714 ,404  16,628 ,000 5,917 7,511 

Gender -,690 ,254 -,204 -2,712 ,007 -1,193 -,188 

a. Dependent Variable: Citizenparticipation 
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Appendix H – Responsibility 

 

Crosstab between responsibility and not doing any activities to affect policy 

 Howresponsibleareyouforenvironmentalproblems Total 

Extremely Moderately Slightly Not at all 

responsible 

Noneoftheabove 
,0 73 48 3 3 127 

1,0 15 22 4 4 45 

Total 88 70 7 7 172 

 

Linear Regression analysis – Responsibility and not participating in any activities to affect policy 
Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,256
a
 ,066 ,060 ,4274 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) ,020 ,077  ,261 ,794 -,132 ,172 

Howresponsibleareyouforenvir

onmentalproblems 

,150 ,043 ,256 3,454 ,001 ,064 ,236 

a. Dependent Variable: Noneoftheabove 
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Appendix I – Citizen Participation and Education 

Linear regression analysis – citizen participation and education 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,187
a
 ,035 ,029 1,6742 

a. Predictors: (Constant), Education 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 3,933 ,713  5,512 ,000 2,524 5,341 

Education ,392 ,158 ,187 2,481 ,014 ,080 ,703 

a. Dependent Variable: Citizenparticipation 
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Appendix J – Actions and age 

 

Linear regression – Actions individually and age  
Coefficients

a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) 1,192 ,469  2,544 ,012 ,267 2,118 

IswitchthelightoffwhenIdontnee

ditanymore 

-,021 ,127 -,014 -,165 ,869 -,272 ,230 

Iridebicyclesinsteadoftakingbu

sortaxiforshortdistance 

,065 ,098 ,053 ,661 ,509 -,129 ,259 

Irefusetouseoneoffplasticprodu

ctssoastoreducewhitep 

,359 ,129 ,240 2,782 ,006 ,104 ,614 

Iwashdisheswithoutdetergentto

reducewaterpollution 

,102 ,104 ,082 ,978 ,330 -,104 ,308 

Isaynotofoodmadeofwildanimal

s 

-,008 ,111 -,007 -,073 ,942 -,227 ,211 

Iaskcallsomeonetorepairaleaki

ngwaterfaucetassoonasI 

,206 ,148 ,123 1,388 ,167 -,087 ,499 

Ipaycloseattentiontoreportsabo

utozonedepletiononTVne 

,180 ,117 ,129 1,542 ,125 -,051 ,412 

Iprefertheproductsmadebycom

paniesthatdonatepartofthei 

-,251 ,115 -,193 -2,176 ,031 -,479 -,023 

a. Dependent Variable: Age 



 

 
XL 

 

Linear regression – Total count of actions and age 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,199
a
 ,040 ,034 2,540 

a. Predictors: (Constant), Age 

b. Dependent Variable: Actions 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 16,502 ,697  23,684 ,000 15,126 17,877 

Age ,673 ,254 ,199 2,647 ,009 ,171 1,174 

a. Dependent Variable: Actions 
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Appendix K – Actions and membership ENGO 

 

Linear regression analysis – actions and membership of ENGO 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,289
a
 ,083 ,078 2,482 

a. Predictors: (Constant), MemberogENGO 

b. Dependent Variable: Actions 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 21,024 ,725  29,016 ,000 19,594 22,455 

MemberogENGO -1,621 ,412 -,289 -3,933 ,000 -2,434 -,807 

a. Dependent Variable: Actions 
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Appendix L – Willingness and membership of ENGO 

 

Linear regression analysis – willingness and membership of ENGO 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,271
a
 ,073 ,068 2,273 

a. Predictors: (Constant), MemberogENGO 

b. Dependent Variable: Willingness 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 21,769 ,664  32,801 ,000 20,459 23,079 

MemberogENGO -1,385 ,377 -,271 -3,669 ,000 -2,130 -,640 

a. Dependent Variable: Willingness 
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Appendix M – NEP score 

 

Reliability analysis – 15 NEP items 
Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,618 15 

 

Principal component analysis – 15 NEP items 
Communalities 

 Initial Extraction 

WeareapproachingthelimitofthenumberofpeopletheEarthc 1,000 ,425 

Humanshavetherighttomodifythenaturalenvironmenttosuit 1,000 ,445 

Whenhumansinterferewithnatureitoftenproducesdisastrousc 1,000 ,692 

HumaningenuitywillinsurethatwedonotmaketheEarthunliva 1,000 ,543 

Humansareseriouslyabusingtheenvironment 1,000 ,421 

TheEarthhasplentyofnaturalresourcesifwejustlearnhowt 1,000 ,369 

Plantsandanimalshaveasmuchrightashumanstoexist 1,000 ,412 

Thebalanceofnatureisstrongenoughtocopewiththeimpacts 1,000 ,383 

Despiteourspecialabilitieshumansarestillsubjecttothel 1,000 ,441 

Thesocalledecologicalcrisisfacinghumankindhasbeengrea 1,000 ,503 

TheEarthislikeaspaceshipwithverylimitedroomandresourc 1,000 ,594 

Humansweremeanttoruleovertherestofnature 1,000 ,597 

Thebalanceofnatureisverydelicateandeasilyupset 1,000 ,531 

Humanswilleventuallylearnenoughabouthownatureworkstobe 1,000 ,648 

Ifthingscontinueontheirpresentcoursewewillsoonexperie 1,000 ,366 
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Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 3,750 24,998 24,998 3,750 24,998 24,998 3,007 20,048 20,048 

2 2,442 16,283 41,282 2,442 16,283 41,282 2,791 18,610 38,658 

3 1,179 7,860 49,142 1,179 7,860 49,142 1,573 10,484 49,142 

4 ,955 6,368 55,510       

5 ,867 5,781 61,291       

6 ,834 5,557 66,848       

7 ,814 5,428 72,276       

8 ,683 4,555 76,831       

9 ,603 4,018 80,849       

10 ,572 3,814 84,664       

11 ,533 3,550 88,214       

12 ,519 3,461 91,675       

13 ,485 3,235 94,909       

14 ,408 2,717 97,627       

15 ,356 2,373 100,000       

Extraction Method: Principal Component Analysis. 

 

Varimax rotation – 15 NEP items 
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Rotated Component Matrix
a
 

 Component 

1 2 3 

WeareapproachingthelimitofthenumberofpeopletheEarthc    

Humanshavetherighttomodifythenaturalenvironmenttosuit ,551   

Whenhumansinterferewithnatureitoftenproducesdisastrousc   ,817 

HumaningenuitywillinsurethatwedonotmaketheEarthunliva ,698   

Humansareseriouslyabusingtheenvironment  ,583  

TheEarthhasplentyofnaturalresourcesifwejustlearnhowt ,580   

Plantsandanimalshaveasmuchrightashumanstoexist  ,641  

Thebalanceofnatureisstrongenoughtocopewiththeimpacts ,616   

Despiteourspecialabilitieshumansarestillsubjecttothel  ,602  

Thesocalledecologicalcrisisfacinghumankindhasbeengrea ,596   

TheEarthislikeaspaceshipwithverylimitedroomandresourc  ,764  

Humansweremeanttoruleovertherestofnature ,713   

Thebalanceofnatureisverydelicateandeasilyupset  ,708  

Humanswilleventuallylearnenoughabouthownatureworkstobe ,768   

Ifthingscontinueontheirpresentcoursewewillsoonexperie   ,530 

Extraction Method: Principal Component Analysis.  Rotation Method: Varimax with Kaiser Normalization.
a.  

a. Rotation converged in 6 iterations. 

Mean of NEP score – China 

N 

Valid 172 

Missing 0 

Mean 56,5872 
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Appendix N – NEP score and actions 

 

Linear regression analysis – NEP score and actions 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,453
a
 ,205 ,200 2,311 

a. Predictors: (Constant), NEPScore 

b. Dependent Variable: Actions 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 10,194 1,233  8,270 ,000 7,761 12,628 

NEPScore ,143 ,022 ,453 6,622 ,000 ,100 ,185 

a. Dependent Variable: Actions 
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Appendix O – NEP score and willingness to act 

 

Linear regression analysis – NEP score and willingness 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,367
a
 ,135 ,130 7,64784 

a. Predictors: (Constant), Willingness 

b. Dependent Variable: NEPScore 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 31,783 4,859  6,541 ,000 22,192 41,375 

Willingness 1,277 ,248 ,367 5,142 ,000 ,787 1,768 

a. Dependent Variable: NEPScore 
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Appendix P – NEP score and membership of ENGO 

 

Linear regression analysis – NEP score and membership of ENGO 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,468
a
 ,219 ,215 7,26312 

a. Predictors: (Constant), MemberogENGO 

b. Dependent Variable: NEPScore 

 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 70,741 2,121  33,357 ,000 66,555 74,927 

MemberogENGO -8,337 1,206 -,468 -6,914 ,000 -10,718 -5,957 

a. Dependent Variable: NEPScore 
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Appendix Q - NEP score and gender/NEP score and education 

 

Linear regression analysis – NEP score and gender 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,154
a
 ,024 ,018 8,12330 

a. Predictors: (Constant), Gender 

b. Dependent Variable: NEPScore 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 60,373 1,966  30,714 ,000 56,493 64,253 

Gender -2,514 1,239 -,154 -2,029 ,044 -4,960 -,068 

a. Dependent Variable: NEPScore 
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Linear regression analysis – NEP score and education 

 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,222
a
 ,049 ,044 8,01537 

a. Predictors: (Constant), Education 

b. Dependent Variable: NEPScore 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 46,596 3,416  13,641 ,000 39,853 53,339 

Education 2,246 ,756 ,222 2,973 ,003 ,755 3,738 

a. Dependent Variable: NEPScore 
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Appendix R – NEP score and age, marital status and income 

 

Linear regression analysis – NEP score and age 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 2,122 ,407  5,213 ,000 1,318 2,925 

NEPScore ,009 ,007 ,097 1,271 ,205 -,005 ,023 

a. Dependent Variable: Age 

 

Linear regression analysis – NEP score and marital status 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 1,456 ,394  3,695 ,000 ,678 2,234 

NEPScore ,003 ,007 ,030 ,396 ,693 -,011 ,016 

a. Dependent Variable: Maritalstatus 
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Linear regression analysis – NEP score and income 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 1,976 ,357  5,536 ,000 1,272 2,681 

NEPScore -,009 ,006 -,104 -1,365 ,174 -,021 ,004 

a. Dependent Variable: Numberofcars 

 

Linear regression analysis – NEP score and city 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 
(Constant) 2,175 ,454  4,795 ,000 1,280 3,071 

NEPScore ,002 ,008 ,019 ,244 ,808 -,014 ,018 

a. Dependent Variable: City 
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Appendix S – Environmental harm and NEP score 

Linear regression analysis – Environmental harm and NEP score 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) 58,608 1,874  31,272 ,000 54,909 62,308 

Haveyouormembersofyourfami

lyexperiencedenvironmentalha

r 

-1,531 1,339 -,087 -1,144 ,254 -4,175 1,112 

a. Dependent Variable: NEPScore 
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Appendix T – Environmental harm and actions 

Linear regression analysis – Environmental harm and actions 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,155
a
 ,024 ,018 2,561 

a. Predictors: (Constant), 

Haveyouormembersofyourfamilyexperiencedenvironmentalhar 

 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) 19,403 ,586  33,111 ,000 18,246 20,560 

Haveyouormembersofyourfami

lyexperiencedenvironmentalha

r 

-,856 ,419 -,155 -2,045 ,042 -1,683 -,030 

a. Dependent Variable: Actions 
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Appendix U – Environmental harm and responsibility 

 

Linear regression analysis- environmental harm and responsibility 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,206
a
 ,043 ,037 ,4590 

a. Predictors: (Constant), 

Howresponsibleareyouforenvironmentalproblems 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) 1,113 ,083  13,437 ,000 ,950 1,277 

Howresponsibleareyouforenvir

onmentalproblems 

,128 ,047 ,206 2,750 ,007 ,036 ,220 

a. Dependent Variable: Haveyouormembersofyourfamilyexperiencedenvironmentalhar 
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Appendix V – Environmental harm and willingness 

 

Linear regression – environmental harm and willingness 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 95,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 

(Constant) 20,125 ,537  37,455 ,000 19,064 21,186 

Haveyouormembersofyourfami

lyexperiencedenvironmentalha

r 

-,535 ,384 -,106 -1,394 ,165 -1,293 ,223 

a. Dependent Variable: Willingness 
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