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Objectives | :::

e Highlighting the importance of recycling behaviour
as an affective conduct.

e Giving more insight into how emotions work in this
recycling adoption process.

3) The analysis of results
4) The conclusions
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ITERATURE (1)

The general idea that a
person with some
degree of ecological
conscience is
susceptible to
environmental
behaviours is highly
plausible and thus it
IS not surprising that
cognitive based
behavioural models
have received such
attention from
environmental Nevertheless

educators and social Do they adopt a person-centred

marketers. mindset for strategy development

starting with what the audience
might process far better?
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REVIEW OF THE LITERATURE (2)

HYPOTHESIS 1

Recycling behaviour is
correlated more with
emotions than with
cognitions.
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REVIEW OF THE LITERATURE (3) | 3¢

Nevertheless

(1) Should one ask whether society need to feel
threatened with ecological catastrophe.

20 There must be some ethical shortcomings
Inherent to provoking fear and anguish in the
public.

@) The latest research clearly shows recycling

consumer as a person driven by environmental
habit.

Then what type of emotions would it be associated with recycling
n behaviour?
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REVIEW OF THE LITERATURE (4)

HYPOTHESIS 2

Recycling behaviour is more correlated with positive emaotions than
with negative emotions.



REVIEW OF THE LITERATURE (5) | ¢s¢

It seems logical to think that the higher involvement
with recycling, the higer satisfaction is obtained by
consumer since recycler is performing what he/she
considers relevant to be developed.

HYPOTHESIS 3

i The higher the
Involvement with
recycling Is, the more
strongly the positive
emotions are

= associated with

== 2 recycling behaviour.



REVIEW OF THE LITERATURE (6) | ¢s¢

When the consumer is highly involved with recycling,
It Is because recycler has relevant information
about nature and the principal environmental
problem.

HYPOTHESIS 4

The higher the
Involvement with recycling
IS, the more strongly the
cognitive resources are
associated with recycling
behaviour.
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REVIEW OF THE LITERATURE (7) | ¢s¢

The level of recycling involvement is more linked to
Informative or cognitive aspects since attitudes
display this nature of cognition or belief and not a
personal or experiential character. By contrast,
recycling behaviour has an experiential, rather than
theoretical, nature.

(& Tl HYPOTHESIS 5

)y 7 8 \While any change in
Involvement with recycling is
associated with more
differences in terms of
cognitions than of emotions,
any change in recycling
behaviour is associated with
more differences in terms of
emotions than of cognitions.




METHOLOGOGICAL ASPECTS
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ANALYSIS OF RESULTS (2) ceso
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ANAI%EU T%‘F

Recycling behaviour is correlated more with emotions than with
cognitions. OK

HYPOTHESIS 2

Recycling behaviour is more correlated with positive emotions than
with negative cognitions. OK
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ANALYSIS OF RESULTS (4) 43
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HYPOTHESIS 3

The higher the involvement with recycling is, the more strongly the
positive emotions are associated with recycling behaviour. OK

HYPOTHESIS 4

The higher the involvement with recycling is, the more strongly the
cognitive resources are associated with recycling behaviour.
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ANALYSIS OF RESULTS (6) 43
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HYPOTHESIS 5

While any change in involvement with recycling is associated with
more differences in terms of cognitions than of emotions, any change
In recycling behaviour is associated with more differences in terms of
emotions than of cognitions.
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CONCLUSIONS (1) 2

The result show that, if the aim is to design
campaigns in keeping with the target audience,
there must be greater emphasis on emotional than
on cognitive aspects.
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IMPLICATIONS (1)




CONCLUSIONS (2)

The consumer lives recycling as a pleasant and
positive experience in which the feeling of
confidence and peace of mind is always stronger
than other, disagreeble emotions such as anghish,
rage or guilt.
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CONCLUSIONS (3)

That evidence not only challenges the traditional
doctrine based on the theories of multiple attributes
and reasoned action, which stress the importance
of the persuasive power of informative content, it
also questions the suppossed good fit between
campaings that emphasise fear of an ecological
disaster.
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IMPLICATIONS (2)
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CONCLUSIONS (3)

The more consumer is involved with recycling, the
more cognitive is his/her approach. The less
consumer is involved with recycling, the more
emotional is his/her approach.
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IMPLICATIONS (4)
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Why have the Eéac_ eoreti’z:ll-c.onter_]t
and the invocation of fear acquired suchunotoriety
In academic and professional cenSultancy circles?

We should explain the importance of emotion as an
essential variable to explain human behaviour and
therefore the recycling conduct.
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, eCr ¢ port..‘p!e-e of the
moderating role'e ' mographte and
psychographics characteristics onithe emotional

processing response.




THE END

OY RECYCLING?.
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