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Abstract. The transition to the use of eco-products is one of the directions for ensuring the sustainable economic development and security
of territories. This makes it relevant to study the influence of various factors on environmentally responsible consumer behavior. The goal
of this article was to determine the importance of economic interests in the system of factors that determine consumer behavior in relation
to eco-friendly products. The results of a survey of 1102 residents of the Arctic zone of the Republic of Karelia (Russian Federation) served
as the research data. The work was structured within the framework of the reasoned action approach and Maslow's theory, using the
methods of descriptive statistics and confirmatory factor analysis. It was found that economic interests are one of the factors that determine
consumption behavior; however, the significance of economic interests is less than that of ecological interests. The willingness to pay an
increased price for renewable electric energy shows that economic interests mostly control the environmental consumption behavior of
those with a low level of education, low living standards, and short-term budget planning (regardless of gender and age). Taking into
account the identified connections, we propose tools to stimulate the purchase of environmental products. The study findings are of interest
to authorities in order to popularize and distribute eco-friendly products, as well as their manufacturers to choose the best strategy for
promoting the products to the market.
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1. Introduction
The depletion of fossil resources, an increase in waste generation, and the disease rates of the population caused
by the industrialization of agriculture make it urgent to abandon traditional products and switch to the use of their
ecological alternatives—i.e., eco-friendly products. These products are made from natural ingredients, and they
have a less negative impact on both the environment and human health during their production and consumption.
In a number of cases, such products can be completely safe.
However, despite all of the advantages of eco-friendly products, their distribution presents significant difficulties:
Eco-friendly products are less accessible, and consumers are not well acquainted with their brands or not always
satisfied with the quality. One of the key problems is the price of such goods, which often exceeds—sometimes
significantly so—the price of the usual products (Karginova-Gubinova, Shcherbak, et al., 2020).
It is known that each person acts based on their interests, which can be egotistical (maximizing personal gain),
altruistic (maximizing the benefits of society) or biospheric, expressed in pro-ecological behavior, such as
preserving and restoring the environment (Imaningsih et al., 2020) from previously accumulated damage.
Sometimes, pro-ecological behavior is considered as a type of altruistic behavior(Groot et al., 2012), but there is
no connection between such altruistic interests of the individual as, for example, peace and social justice, and the
purchase and use of green goods (Imaningsih et al., 2020). If, in accordance with their biospheric interests, an
individual strives to take care of nature and to carry out conscious consumption, then their economic interests can
lead to a refusal to purchase eco-friendly products due to the fact that they are more expensive than existing
analogues.
The purpose of this study was to estimate the significance of economic interests in the system of factors that affect
consumer behavior in relation to eco-friendly products. The research tasks were as follows:
(1) to analyze the relationship between economic interests and the purchase of eco-friendly products;
(2) to estimate a degree of influence of economic interests on environmental consumer behavior in comparison to
the influence of other groups of factors;
(3) to identify the characteristics of individuals for whom economic interests are of the greatest importance when
purchasing eco-friendly products.
Thus, the following research questions are raised in this article:
(1) Is there a relationship between the economic interests of the population and the purchase of eco-friendly
products?
(2) How much do the economic interests of consumer affect environmental behavior?
(3) For which individuals economic interests are of the greatest importance in buying eco-friendly products?
Consumer behavior of the population of the Arctic zone of the Republic of Karelia in relation to eco-friendly
products was chosen as the object of this study. The subject was the role of economic interests in purchasing ecofriendly products. The willingness to pay an increased price for eco-products was examined using the example of
renewable electricity.
Previously, the factors determining the purchase of eco-friendly products have been studied among consumers
from different countries (e.g., the USA (Milovantseva, 2016), China (Tong et al., 2020; L. Wang et al., 2019; Yue
et al., 2020), India (Aindrila Biswas, 2016), and northern countries such as Finland (Hartikainen et al., 2014),
Sweden, Norway, etc.) and of different goods (food products: minced beef (Grebitus et al., 2013), potatoes
(Grebitus et al., 2013), fruit (L. Wang et al., 2019), rice (Tong et al., 2020);electronics: mobile phones (Grankvist
et al., 2019; Milovantseva, 2016), televisions (Min et al., 2017), etc.). However, these works mainly studied ecofriendly products in general or food products (Bangsa & Schlegelmilch, 2020; Zhang & Dong, 2020). The
following analysis of these works showed that the predictors of consumer behavior in relation to green products
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differ significantly by region and product group. For the Arctic zone of the Russian Federation, in-depth studies of
the factors of ecological behavior have not previously been conducted. This, as well as the importance of the
distribution of eco-friendly products for a sustainable development of the territory, determine the relevance of this
work.
The novelty of the research is: the first, analysis of the environmental consumer behavior of the inhabitants of the
Arctic zone of the Republic of Karelia embraces previously unexplored consumer group; the second, a
comprehensive examination of the individual characteristics that shape their economic interests is performed.
The results obtained can be used by manufacturers of eco-friendly products for their successful promotion to the
market, as well as by government entities and public organizations in order to form the conscious and responsible
consumption of citizens. Ultimately, this will allow the production of competitive goods while minimizing harm
to the environment, and, therefore, will enhance both the ecological and economic security of the regions.
2. Theoretical background
The theoretical framework of this research is represented by three blocks of works: the propensity to buy ecoproducts, the willingness to pay an increased price for eco-friendly products, and renewable electricity as an ecoproduct.
2.1. Propensity to buy eco-products
Factors affecting the purchase of eco-friendly products include the individual characteristics of the buyer (in
particular, their values and beliefs), existing social norms and relationships, as well as the characteristics of the
eco-products (Zhang & Dong, 2020).
Consumers with higher levels of environmental awareness (Al Mamun et al., 2018; Boztepe, 2012;
Kanchanapibul et al., 2014) and environmental responsibility (Yue et al., 2020) are more likely to purchase green
products. Long-term planning (Halder et al., 2020) and collectivism as a social norm (Halder et al., 2020; Sreen et
al., 2018) also have a positive effect. Moreover, those buyers for whom interpersonal values are more important
than intrapersonal ones (more social rather than personal orientation) demonstrate more stable behaviour
(Grebitus et al., 2013). However, a high level of generalized trust does not lead to a greater propensity to buy ecoproducts.
Younger consumers are more committed to choosing eco-labeled products (Grebitus et al., 2015). However, the
age factor is only relevant to certain types of eco-products, such as cosmetics, packaging, and bags (Kucher et al.,
2019). In addition, buyers of ecological goods are distinguished by a higher income, their level of education
(bachelor's degree and above), and concern for their health, particularly food safety (Golnaz Rezai, 2012).
Less inclined to purchase eco-friendly products are those customers who believe that it is the government that
should be primarily concerned with environmental protection (Tong et al., 2020). Moreover, the reason for
choosing traditional products may be that customers are more familiar with their brands (Wheeler et al., 2013).

2.2. Willingness to pay an increased price for eco-friendly products
The preferences regarding the price, as well as the quality, of eco-friendly products differ, while a number of
consumers are ready to buy eco-products, even if they are more expensive than their less environmentally friendly
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counterparts and/or are of lower quality (D’Souza et al., 2007).Overall, price sensitivity reduces the consumption
of environmental goods (Hartikainen et al., 2014; Yue et al., 2020).
The willingness to pay an increased premium for the purchase of an eco-friendly product is associated with
involvement in pro-ecological behavior, environmental beliefs(Milovantseva, 2016), the level of environmental
awareness (X. Wang et al., 2020), and orientation toward product safety, as well as having a higher income (L.
Wang et al., 2019) (i.e., a higher purchasing power(Kucher et al., 2019)).According to the study by Wang et al.,
the willingness to pay an increased price for organic products is primarily dependent on the household income (X.
Wang et al., 2020). In addition, a 2010 analysis of British households showed that those with higher incomes
spend more on groceries and buy healthier food (Pechey & Monsivais, 2016). This can be seen as one of the
reasons why wealthy consumers are willing to pay more for organic food.
Women(Chekima et al., 2016; Grankvist et al., 2019) (especially housewives(X. Wang et al., 2020) and mothers
(Min et al., 2017))are willing to pay higher prices than men are. Therefore, the decision to purchase an ecofriendly product among men depends on its cost more often than it does among women (Kucher et al., 2019).
Additionally, people with a good education(Min et al., 2017; X. Wang et al., 2020) and with certain types of
occupations (e.g., civil servants (Chekima et al., 2016; X. Wang et al., 2020)) demonstrate a higher willingness to
pay a higher price.
There is a correlation between the willingness to pay for organic products and age, but some studies show that the
willingness to pay is higher among young people (Hersch & Viscusi, 2006; Min et al., 2017), and sometimes
among older people (Shahsavar et al., 2020). For example, older consumers are less ready for an increase in
gasoline prices to protect the environment than younger consumers. Moreover, it has been established that this
difference cannot be explained by economic and social characteristics, differences in information, health risk
assessments, or the degree of concern about climate change (Hersch & Viscusi, 2006). Conversely, it has been
confirmed that Czech youths are reluctant to purchase eco-friendly furniture (Shahsavar et al., 2020). Based on
this, we can draw a conclusion about the existence of different predictors and about their multidirectional impact
on different environmental products.
There are also cross-country differences in the willingness to pay more for organic products. For example, a study
of attitudes toward green mobile phones showed that, on average, students in Sweden and Norway were willing to
pay more for them than students in Germany (Grankvist et al., 2019). In 2012, in the European Union, the
smallest shares of those willing to pay for eco-friendly products was in Lithuania (64%), Portugal (64%) and
Estonia (65%), while the largest was in Austria (88%). The size of the premium to the price that buyers are
willing to pay also differs: in the European Union, the predominant share is ready for a premium of 5%, but in
countries such as Austria, Bulgaria, Germany, Denmark, Luxembourg, Slovenia, and Sweden, most residents are
ready to pay a premium of 6%–10%. This discrepancy can be partially explained by the frequency of purchases:
the more often eco-friendly products are purchased, the higher the willingness to pay an increased premium for
them, but this correlation cannot be called all-encompassing or strong. Rather, in this case, it is more correct to
state that consumers who do not choose ecological goods do not trust their quality and are therefore not ready to
pay more for them than for other goods (European Commission, 2013).
The desire for self-improvement (in social status, power, etc.) has a negative impact on the willingness to pay
more (Grankvist et al., 2019). In a number of countries, particularly India, for buyers, the functional
characteristics of eco-friendly products dominate the willingness to pay for them (A. Biswas & Roy, 2016).
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2.3. Renewable (green) energy as an eco-product
For consumers in Shanghai (China), low income and poor awareness of the benefits and features of green energy
are the primary obstacles to the spread of clean energy (Vand et al., 2019). In Poland, age, income level,
education, competence, attitude toward the environment, and peer support are named as factors determining the
willingness of the population to pay an increased price for green energy. Polish consumers show a relatively low
willingness to pay a premium for clean electricity, and this is due to the low level of GDP per capita, the lack of
knowledge about green energy, and the experience in using its tariffs (Kowalska-Pyzalska, 2019).
Interestingly, the willingness to pay an increased price for renewable energy also differs in relation to the sources
of its generation. Therefore, for example, solar energy is the most valuable from the point of view of consumers,
while the least valuable are biomass, agricultural methane (Borchers et al., 2007) and hydropower (Sundt &
Rehdanz, 2015).
2.4. Generalization of the theoretical framework
Since the purchase of an eco-product is impossible without agreeing with its higher price, the identified factors
affecting the willingness to buy environmental products are certainly similar to the factors of the willingness to
pay an increased price for an eco-friendly product. Thus, among the common factors are a high level of education
and income, an orientation toward the safety of goods, etc.
Nevertheless, buying an eco-product requires not only the willingness to pay for it, but also satisfaction with its
quality, access to the product, and much more. According to this, it can be assumed that the group of factors for
the purchase of eco-friendly products should be larger than the set of factors affecting the willingness to pay for
an eco-friendly product.
Analysis of the theoretical basis shows that the willingness to pay an increased price for eco-products varies by
age group, but there are conflicting conclusions about the effect of age on the willingness to pay more. The
presence of these contradictions necessitates clarification of the importance of age. Intercountry discrepancies in
the willingness to pay an increased price show that separate studies are required for individual territories, with
their socio-cultural characteristics and traditions.
Based on the analysis of previous studies, the following hypotheses were formulated:
H0: The economic interests of individuals are one of the factors that determine their consumer behavior.
H1: Behavioral beliefs shaped by economic interests have a greater impact on purchasing eco-friendly products
than beliefs shaped by environmental interests.
Н2: In ecological consumer behavior, economic interests are the most constraining factor for men, older people,
and people with a low level of education, a low standard of living, and a short-term budget planning period.
3. Methodology
Research on consumer behavior in relation to eco-friendly products is mainly based on the assumption of linear
and rational decision-making (Bangsa & Schlegelmilch, 2020). A special characteristic of this work was the
consideration of consumer behavior within the framework of the reasoned action approach and Maslow's theory.
According to the reasoned action approach, behavioral beliefs and beliefs about norms and control respectively
form attitudes toward behavior and perceptions of norms and control, which, in turn, lead to the emergence of
behavioral intentions. However, the intentions of the behavior determine the behavior itself, but it is constrained
by the presence of effective control (Fishbein & Ajzen, 2009).
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In this study, we focused on examining the influence of beliefs about behavior and norms. Due to the fact that, in
the Russian Federation, a forced transition to a widespread use of eco-friendly products is still only being
discussed, there is no control over the purchase of eco-friendly products and thus it was not included in this study.
Abraham Maslow compiled a hierarchy of basic human needs: physiological needs, needs for security, love, and
respect, and self-actualization (Maslow, 1970). Later, he emphasized transcendence in self-actualization, defined
in a broad sense as the actualization of the entire society, nature (Maslow, 1976). Thus, in the framework of
Maslow's theory, pro-ecological behavior and the purchase of eco-friendly products are possible only when an
individual reaches a certain level of income that allows satisfying the needs of a lower level.
The data required for the study were obtained through a questionnaire survey. Among the works that form the
methodological and informational basis of the questionnaire used in this study, worth noting are the
questionnaires from the Eurobarometer Surveys and (Liobikienė et al., 2017).
A total of 1102 residents of six municipalities of the Republic of Karelia included in the Arctic zone of the
Russian Federation were interviewed: Belomorsky municipal district, 241 people; Kalevalsky municipal district,
120; Kemsky municipal district, 188; Loukhsky municipal district, 125; Segezha municipal district, 220; the
urban district of Kostomuksha, 208. The sample was represented by the population aged 18–72 years, displaying
information on gender, age, area of residence, and living conditions (private house or apartment building). The
sampling error did not exceed 3%.
The required calculations were made in Microsoft Excel.
Within the framework of the selected methodological provisions to achieve the set goal, we conducted the
following:
1.
Analyzed the frequency of various forms of consumer behavior in relation to eco-friendly products and
behavioral beliefs formed by economic interests by methods of descriptive statistics, revealing the most common
relationships.
2.
Studied the existence of a correlation between the frequency of purchasing eco-products/willingness to
pay an increased price for eco-friendly products and the following:
1.
Sociodemographic characteristics of the population: Gender, age (up to 35 years old, 36–54 years old, 55
years old and older), and educational level (elementary vocational and lower, vocational education, incomplete
higher education and higher).
2.
Economic characteristics: The standard of living of the family and the period of family income planning.
3.
Behavioral beliefs:
2.3.1. Formed by environmental interests: The concern for the generation of household waste, the concern for the
depletion of natural resources, and the assessment of the degree of environmental impact of eco-friendly products
(to analyze the frequency of purchasing eco-products)/the assessment of the possibility of reducing the negative
impact of energy on the environment and climate in the production of renewable energy (for the willingness to
pay an increased price for eco-friendly products).
2.3.2. Formed by economic interests: The importance of the price of a product, the willingness to pay an increased
price for eco-friendly products using the example of green energy (only for analyzing the frequency of purchasing
eco-products), and the assessment of the positive impact of environmental protection on economic growth.
4.
Beliefs about norms: Environmental policies should not cost extra money, and family and friends would
approve of buying and using eco-friendly products.
To investigate the presence of these dependencies, a confirmatory factor analysis was carried out, involving chisquare, p-value, and the root-mean-square error of approximation (RMSEA(Cramer, D., 2003)) calculation. The
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acceptable level of RMSEA significance for the model was taken as 0.05 or higher (in accordance with(Brown,
2006)).
4. Results
The survey showed that more than half of the inhabitants of the Arctic zone of the Republic of Karelia, namely,
51.3%, sometimes bought eco-friendly products; however, the percentage of those who make such purchases
often was almost 4times less (Figure 1). At the same time, almost a third of the population reported not currently
purchasing eco-friendly products and not planning to in the future. A small share (5.9%) used to buy eco-friendly
products earlier, but had stopped.

Figure 1. Distribution of the residents of the Arctic zone of the Republic of Karelia by frequency of purchasing eco-friendly
products(%).Source of data: Calculated based on the data of the conducted questionnaire survey.
Source: Calculated based on the data of the conducted questionnaire survey.

When choosing products, the price is a significant factor: it was ranked as very important for 57.7% of the
respondents and as moderately important for 33.9%, played a secondary role for 5.7% and was absolutely not
important for only 2.6%.
Mostly, the surveyed population (60.4%) was not ready to pay more for renewable electricity that would reduce
the burden on the environment. Less than a third (26.4%) were willing to pay a little more, with 1.7% willing to
pay one and a half times more and 0.8% willing to pay twice as much. The remaining 10.6% were undecided.
It is evident that the price importance factor correlates with the willingness to pay an increased price for ecofriendly products. For approximately the same share of the population, the purchase price was very important
(57.7%) and they were not ready to pay more for renewable electricity (60.4%). In addition, the shares of those
for whom the price was moderately important (33.9%) and who were willing to pay a little more for electricity
(26.4%) practically coincided as well.
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Among those who buy eco-friendly products, the significance of the price was lower; the price played a secondary
role or was absolutely not important (Table 1). Among those who do not purchase eco-friendly products, the
largest share was composed of those for whom the price was very important—70.6%.
Table 1. Frequency of the combinations of various forms of consumer behavior in relation to eco-friendly products and behavioral beliefs
regarding the price of the product

Behavioral belief
Price importance when choosing goods:
Very important
Moderately important
Plays a secondary role
Absolutely not important
Willingness to pay more for renewable
energy:
Ready to pay 2 times more
Ready to pay 1.5 times more
Ready to pay a little more
Not ready to pay more
Undecided

Frequency of purchasing eco-friendly products
Used to buy but
Often
Sometimes
stopped
37.50
54.87
63.08

Never
70.64

38.19
13.89
10.42
2.08

39.65
4.60
0.88
0.71

32.31
3.08
1.54
0.00

22.32
4.59
2.45
0.61

6.25
43.06
40.28
8.33

1.24
29.73
56.64
11.68

3.08
23.08
64.62
9.23

0.31
14.07
74.92
10.09

Source: Compiled on the basis of the conducted questionnaire survey.

At the same time, 40.3% of those who often buy eco-products were not ready to pay more for renewable
electricity in comparison to its traditional alternative. For those purchasing eco-friendly products less often or not
purchasing them at all, this percentage was even higher. Thus, the less often eco-friendly products are purchased,
the lower the willingness to pay an increased price.
Next, we analyzed the existence of a relationship between the frequency of purchasing eco-friendly products and
the various characteristics and beliefs of individuals.
Based on the data in Table 2, we can conclude that not all of the selected characteristics were factors that
influence the purchase of eco-friendly products. Taking into account the established level of significance of the
RMSEA, among the economic characteristics, we can observe that the living standard had a reasonable degree of
influence, but the period of budget planning did not. For example, of those who believed that they live in full
prosperity, without denying themselves anything, 61.3% bought eco-friendly products, which is 4.7 percentage
points more than in the group of people living from paycheck to paycheck, and 36.3 percentage points more than
in the group borrowing money even for food.
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Table 2. Results of a confirmatory factor analysis for the frequency of purchase of eco-products

Factors
1.Sociodemographic characteristics
Gender
Age
Education
2. Economic characteristics
Standard of living
Income planning period
3. Behavioral beliefs
3.1. Formed by ecological interests
Concern for generation of household waste
Concern for depletion of natural resources
Assessment of the degree of environmental impact of
eco-friendly products
3.2. Formed by economic interests
Importance of the price of the product
Willingness to pay an increased price for eco-friendly
products using the example of green energy
Assessment of the positive impact of environmental
protection on economic growth
4. Beliefs about norms
Environmental policies should not cost extra money
Family and friends would approve of buying and
using eco-friendly products

Chi-square of the sample

Critical value at
α=0.05

p-Value

13.97

7.81

0.0029

18.58
11.36

12.59
12.59

0.0049
0.0779

72.65

21.03

0.0000

44.56

25.00

0.0001

43.58

21.03

0.0000

41.70

21.03

0.0000

215.41

16.92

0.0000

99.61

16.92

0.0000

86.65

21.03

0.0000

17.06

21.03

0.1475

37.19

21.03

0.0002

236.29

16.92

0.0000

Source: Calculated based on the data of the conducted questionnaire survey.

The degree of significance of the standard of living was comparable to the significance of such a
sociodemographic characteristic as gender (the influence of age was insignificant and the frequency of purchasing
ecological goods did not depend on the level of education). Men were somewhat more likely to purchase ecofriendly products than women (68.3% versus 59.0%), although more women made such purchases frequently
(15.7% versus 12.2%). Moreover, 31.7% of men and 41.0% of women neither bought nor intended to buy ecofriendly products.
Among the considered behavioral beliefs based on both environmental and economic interests, there were
insignificantly influencing and non-influencing factors; however, in general, the degree of significance of
environmental interests (the assessment of the degree of influence of eco-friendly products on the environment)
can be recognized as being higher than that of economic interests (the significance of product prices). However,
environmental consumer behavior was observed to depend only on individual economic interests, and not on
public ones.
Thus, the lack of growth in demand for eco-friendly products, although being due to the individual economic
interests of citizens, can primarily be associated with low environmental literacy, lack of knowledge about
reducing generated household waste and saving natural resources in the production and use of eco-friendly
products, and failure to realize the possibility of achieving economic growth through transition to the production
and consumption of eco-friendly products.However, the average assessment by the population of the concern for
the generation of household waste on a five-point scale was 4.34, and the average assessment of the concern for
depletion of natural resources was 4.26. Assessing whether environmental protection contributes to economic
growth, 25.4% of respondents found it difficult to give an answer, while the majority of the remaining
respondents agreed with this statement (35.4% agreed completely and 45.9% agreed rather than disagreed).
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The lack of approval of purchasing eco-friendly products by the immediate circle, i.e., family and friends, also
played a significant role. Similarly, we considered the results of the analysis of consumers' willingness to pay an
increased price for renewable electricity (Table 3).
Table 3. Results of a confirmatory factor analysis for the willingness to pay an increased price for renewable electricity of consumers

Factors
1.Sociodemographic characteristics
Gender
Age
Education
2. Economic characteristics
Standard of living
Income planning period
3. Behavioral beliefs
3.1. Formed by ecological interests
Concern for generation of household waste
Concern for depletion of natural resources
Assessment of the degree of environmental impact of
eco-friendly products
3.2. Formed by economic interests
Importance of the price of the product
Willingness to pay an increased price for eco-friendly
products using the example of green energy
Assessment of the positive impact of environmental
protection on economic growth
4. Beliefs about norms
Environmental policies should not cost extra money
Family and friends would approve of buying and
using eco-friendly products

Chi-square of the sample

Critical value at
α=0.05

p-Value

4.14

9.49

0.3879

10.41
32.22

15.51
15.51

0.2376
0.0001

113.30

26.30

0.0000

180.67

31.41

0.0000

48.48

26.30

0.0000

49.61

26.30

0.0000

50.74

26.30

0.0000

185.34

21.03

0.0000

22.60

26.30

0.1250

96.43

26.30

0.0000

45.17

21.03

0.0000

4.14

9.49

0.3879

Source: Calculated based on the data of the conducted questionnaire survey.

The willingness to pay an increased price for renewable electricity to the greatest extent unsurprisingly depended
on the importance of the price (the individual economic interests), but public economic interests, as well as the
frequency of purchasing eco-friendly products, did not have any influence. Moreover, significant were the
economic characteristics of the individual (the living standards and the period of budget planning), the beliefs
about norms, and the level of education. It is worth noting that gender and age in this case were not influencing
factors. The environmental interests were not significant.
Consequently, increasing the financial literacy of the population for the transition to long-term planning of the
household budget can be considered as a special direction of the formation of readiness for a higher price of ecofriendly products. In addition, it is in the long-term perspective that the benefits of purchasing certain types of
eco-friendly products (e.g., care products) can be assessed.
Based on the above, hypothesis H0 can be confirmed: economic interests are one of the factors that determine the
consumer behavior of individuals.
Hypothesis H1 can be rejected: the importance of environmental interests exceeds the importance of economic
interests. Among the individuals who agreed that eco-friendly products have a positive impact on the
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environment, and at the same time who considered the price of a product to be very or moderately important,
72.5% stated that they bought eco-friendly products, while 27.5% did not (Figure 2).

Figure 2. Distribution by the frequency of purchasing eco-friendly products of those who believe that they have a positive impact on the
environment and who consider the price to be very or moderately significant(%). Source: Calculated based on the data of the conducted
questionnaire survey.
Source: Calculated based on the data of the conducted questionnaire survey.

Based on the data regarding renewable electricity, hypothesis Н2 can be confirmed only partially: economic
interests mostly constrain the ecological consumer behavior of people with a low level of education, a low
standard of living, and a short-term budget planning period, but not men or older people.
4. Discussion
Authors should discuss their results and how they can be interpreted from the perspective of previous studies and
of the working hypotheses. The findings and their implications should be discussed in the broadest context
possible. Future research directions may also be highlighted.
As shown in this study, for most individuals, behavioral beliefs based on environmental interests had a greater
impact on the purchase of eco-friendly products compared to beliefs shaped by economic interests. This
conclusion contradicts Maslow's theory of the satisfaction of physiological needs overriding safety and
transcendence. However, this discrepancy can be explained by a higher standard of living. Among those who
believed that eco-friendly products have a positive impact on the environment and at the same time believed that
the price is very or moderately significant, as well as those who rated their living standards higher, were more
likely to buy environmental products, while those who rated them lower were not (Figure 3). For example, 64.2%
of those living in prosperity purchased eco-friendly products, and so did only 36.4% of those who borrow money
even for food (the presence of low-income buyers of environmental goods may be due to the rural nature of the
surveyed territories, where purchases of products from local farmers are quite common). Thus, with the
possibility of satisfying the needs of a higher level, the satisfaction of the needs of a lower level changes.
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Figure 3. Frequency of the purchases of eco-friendly products and the living standards of those who believe that eco-friendly products
have a positive impact on the environment and who consider the price to be very or moderately significant. (1)Living in full prosperity; (2)
having to save up for larger purchases; (3) living from paycheck to paycheck, where the money is only enough for current expenses (food,
maintenance bills, etc.); (4) having enough money only for food and the most necessary things, while maintenance and utility bills are often
postponed; (5) having to borrow money for food from friends and acquaintances. Source of data: Calculated based on the data of the
conducted questionnaire survey.
Source: Calculated based on the data of the conducted questionnaire survey.

Another interesting point is the greater propensity of men to buy eco-friendly products in comparison to women.
Moreover, the more frequent purchases of eco-friendly products by men cannot be explained by a higher standard
of living (the calculations showed no connection between these indicators). While most researchers conclude that
women are more active in purchasing eco-friendly products(Liobikienė et al., 2017) and other forms of ecoconsumption (e.g., reducing the amount of water used(Gilg & Barr, 2006)), there are studies showing that gender
does not matter in shopping for eco-friendly products (Zhao et al., 2014). It can be assumed that the resulting
discrepancies are explained by the different distribution of values in cultures, as well as by the different roles of
men and women in organizing the household under different sociocultural conditions. Thus, in further research, it
would be advisable to include the measurement of the degree of participation of individuals in the decisions and
consumption practices of the household. It should also be noted that, according to the survey, men buy ecofriendly products more often than women do, but a larger proportion of women do it often. Accordingly, it can be
assumed that, in the absolute amount, a greater number of eco-friendly products will be bought by women, not
men. This assumption should be verified in further studies.
However, there is no connection between gender and the willingness to pay an increased price for renewable
electricity. Women’s acceptance of a higher price for eco-friendly products has been shown in other studies
(Chekima et al., 2016; Grankvist et al., 2019; Min et al., 2017; X. Wang et al., 2020). This discrepancy can be
explained by the existing asymmetry in the perception of the value of eco-friendly products not only by age, but
also by gender.
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A similar explanation is possible for the existence of a relationship between the level of education and the
willingness to pay more for renewable electricity than for traditional electricity, while there is no relationship
between the frequency of purchasing eco-friendly products and the level of education. This is due to the fact that,
these days,there is an increasing number of sources of information on ecology, which allow people to
significantly expand their knowledge in this area outside of the classical multi-stage education system. However,
understanding the characteristics of such goods as electricity from renewable sources requires a certain knowledge
base.
Thus, we can conclude that the identified factors that determine the consumer behavior in relation to eco-friendly
products of the population of the Arctic zone of the Republic of Karelia correspond to most of the previously
conducted studies. This increases the scientific value of the main conclusion—determining the degree of influence
of the economic interests of individuals in comparison to other factors—in connection with the possibility of
transferring this conclusion to other groups of consumers.
This research, however, is subject to several limitations. A number of the limitations are due to the fact that the
collection of baseline data was carried out in the context of the unfolding coronavirus disease 2019 (COVID-19)
pandemic. Despite the fact that at the time of data collection, the number of infections in the study region did not
exceed 316 people per 100,000 people (with the total number of people living in the region as of 1 January 2020
being 113,572, the number of cases at the start date of the study on 8 July 2020 was 359 people), strict restrictive
measures in the studied territories were introduced from 1 April 2020. These included both the introduction of a
self-isolation regime for citizens and the restriction and suspension of the provision of services and commercial
activities involving physical contact between consumers and workers or consumers with one another. These
restrictions managed to have a certain impact on the economic activity and well-being of the inhabitants of
Karelia, as well as on the level of their consumption and consumption habits. Nevertheless, the research toolkit
was directed at identifying common practices, and three months is clearly not enough for the formation of new
consumer habits of individuals. Moreover, at that time, people viewed the COVID-19 pandemic as a temporary
phenomenon and, obviously, perceived its consequences as temporary. The interviewers took notes when people
talked about a significant change in their habits and preferences due to the pandemic, but such an emphasis on the
specifics of the current situation was rather an exception and was not widespread.
We also note that the study was conducted in compliance with all anti-epidemic and sanitary standards, which
made it difficult for the interviewers and the respondents to interact directly, which could have some impact on
the respondent's openness in answering questions.
Summarizing the results, it should be noted that each product has its own specific characteristics; therefore, the
conclusions drawn based on the willingness of individuals to pay an increased price for renewable electricity
cannot be fully transferred to their behavior in relation to other eco-friendly products. In addition, the lower
interest in eco-friendly products in comparison to their existing traditional counterparts can be associated with a
lower prevalence of eco-friendly products, a lack of knowledge about their brands, and dissatisfaction with their
quality (it is known that certain types of eco-friendly products cannot fully functionally replace traditional
counterparts (Karginova-Gubinova, Tishkov, et al., 2020)).
Promising in terms of further research are the following:
1. Studying the dynamics and factors of environmental consumption during the COVID-19 pandemic and the
manifestation of its socioeconomic consequences.
2. Analysis of the reasons for the various results of ongoing research in the field of environmental consumption in
a number of countries by organizing and conducting an intercountry international study with a single
methodological toolkit.
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Conclusions
The economic interests of individuals are one of the factors that significantly limits the distribution of ecofriendly products, but the importance of economic interests is less than importance of environmental interests
(almost three quarters of individuals with both economic and environmental interests buy eco- products). First of
all, economic interests are holding back the purchase of people with a low level of education, a low standard of
living, and a short-term budget planning period, but not men or older people.
Accordingly, to ensure economic and environmental safety, the global community faces two urgent tasks:
reducing the cost of eco-friendly products and reducing the negative impact of economic interests on
environmental consumer behavior.
To ensure a lower cost of eco-friendly products, it is necessary to further develop the equipment and
technologies, optimize the production and logistics chains, and improve cooperation. It is also possible to
establish quotas for eco-friendly products within the framework of public procurement, to hold exhibitions and
fairs, to organize access for eco-friendly products, especially local ones, to large retail chains and to put them on
marketplaces, to subsidize them on a competitive basis for obtaining green labels, etc.
In order to reduce the negative impact of economic interests on environmental behavior, and the purchase of ecofriendly products in particular, it is necessary to popularize an ecological lifestyle, as well as to increase
environmental literacy and consumer awareness of the long-term consequences of purchasing non-eco-friendly
products for nature and public health. The population should understand not only the importance of reducing the
volume of waste generated, but also the possibility of achieving this by switching to eco-friendly products.
Currently, as shown above, the majority of consumers do not comprehend this connection. It also requires an
understanding of the relationship between companies' transition to the production and consumption of
environmental products and the economic growth of the territory. These measures will also increase the approval
of eco-friendly purchases by family and friends. Improving financial literacy and stimulating the transition to
long-term budget planning can be considered a separate approach for increasing the willingness to pay a higher
price for eco-friendly products.
At the same time, there should also be economic incentives for consumers to purchase eco-friendly products.
Thus, for example, currently in the study area, the payment for waste collection does not depend on the volume
of its production. In the case of using eco-friendly products, the volume of waste generated by households will
decrease. Consequently, the fee for the collected waste should also decrease. Ecological goods can also be
recycled. Therefore, it is required to ensure the possibility of delivering waste for recycling. Currently, the
organization of the mass collection of sorted waste, especially in remote areas, is only being planned.
Manufacturers, first of all, can be recommended to focus their products on the consumer groups least susceptible
to the negative influence of economic interests: men, young people, and highly educated people (the latter in
relation to goods that have the greatest price difference to their traditional counterparts).
We assume that the measures described above will increase the demand for eco-friendly products and,
accordingly, their supply. Thus, the economy will come closer to achieving sustainable development without
additional harm to the environment, and ensuring the ecological and economic security of the territories.
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