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Introduction 
Promoting individual sustainable behavior is highly important for 
achieving the United Nations’ 17 Sustainable Development Goals 
(SDGs), as it directly impacts various aspects of environmental, 
social, and economic sustainability. Individual sustainable behavior 
consists of a wide range of actions, from individual choices in 
consumption and lifestyle. Individuals often struggle to maintain 
consistent behavior across different domains of sustainability, such 
as energy consumption, waste management, and transportation 
choices. Trudel (2019) summarized four areas of sustainable 
consumer behavior based on a comprehensive literature review, 
addressing the psychological, sociocultural, economic, and 
technological dimensions influencing sustainable consumption 
practices. Casalegno et al. (2022) found that different age groups 
exhibit varying levels of commitment and willingness to engage in 
environmentally friendly consumption behaviors. In the same vein, 
Ivanova et al. (2019) identified distinct differences in perceived 
consumer effectiveness and media exposure among generational 
cohorts, as well as their intentions to purchase environmentally 
responsible products. Furthermore, statistics reveal that individuals 
may be prone to adopting certain sustainable behaviors while 
refusing other types (DR, 2024). For example, about 70% of 
Danish households engage in energy-saving behaviors at home 
(Energistyrelsen, 2023), while only a small percentage are willing to 
reduce their air travel (DR, 2024). 
 
Understanding inconsistent or partially sustainable behaviors is 
important for developing targeted interventions that encourage 
individuals to adopt more consistent sustainability practices. This 
research has two main objectives. The first objective is to explore 
the nuances of sustainable practices among individuals and across 
different generations. The second objective is to develop and 
validate a sustainable behavior scale. These insights can be valuable 
for policymakers looking to promote sustainable practices, and 
designing effective interventions, as they can tailor their 



approaches to address the specific needs and preferences of 
different generations. 
 
Method 
Data was collected through convenience sampling. Invitations to 
participate in the study were disseminated by asking all 
undergraduate students in a quantitative data analysis class at the 
University of Southern Denmark to share a link to the online 
survey via mail and social media platforms. The questionnaire 
consists of questions concerning respondents’ social demographic 
profiles, attitudes toward sustainability, and daily practices of 
sustainable behavior. 537 responses were usable for the present 
study. The sample is skewed toward female respondents (63.7% of 
the total sample). Most of our participants had or are taking a 
short/medium higher education (52.7%) in the 20-29 years range 
(55.6%), and with lower income (46.2% below 300.000 DDK). 
Questionnaires used to examine sustainable behavior were adopted 
from extant literature and the brainstorming among students.  
 
Results 
The descriptive statistics in Table 1 indicate that consumers 
generally engage in sustainable behaviors to a large extent. These 
behaviors include avoiding the purchase of plastic carrier bags 
when shopping, refraining from throwing batteries in unsorted 
trash, recycling used glass and metals, turning off lights in unused 
rooms, and filling washing machines or dishwashers fully before 
running them or using energy-saving programs. However, 
consumers exhibit a lower level of engagement with other 
behaviors, such as choosing products with the most 
environmentally friendly packaging, avoiding plastic packaging, 
driving less to protect the environment, and limiting air travel in 
the future. 
 
A one-sample t-test was conducted to assess whether these 
behaviors were statistically significant. The results indicated that 
consumers are indeed practicing sustainable behaviors to a large 
extent, with the five practices mentioned above being found 
statistically significant.  
 
Subsequently, an ANOVA test was performed to determine 
whether there were differences in sustainable behaviors among 
generational cohorts. The analysis revealed that three sustainable 
behaviors significantly differed across generations. Specifically, the 
younger generation (e.g., Generation Z) is more likely to reduce air 
travel in the future compared to older generations (e.g., Baby 
Boomers). However, reducing air travel generally has lower 
engagement. At the same time, Generation Z is more inclined to 
choose products with environmentally friendly packaging and 
those with minimal packaging. 



 
Table 1. Descriptive statistics of consumers’ sustainable lifestyle practice  

  
 Whole Sample Baby Boomers Generation X Generation Y Generation Z 

Mean S.D. Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Choose products packed in the most 

environmentally friendly packaging. 2.27 1.02 2.09 1.02 2.21 1.06 2.30 0.99 2.56 0.91 

Choose products with the least packaging possible. 2.38 1.03 2.17 1.00 2.34 1.17 2.44 0.92 2.92 1.04 

Repair old/used items instead of buying new ones.  2.97 1.07 2.82 1.10 3.01 .99 3.10 0.90 3.14 1.14 
Repair old/used items instead of throwing them 

away. 3.02 1.07 2.92 1.08 3.09 1.04 3.11 1.03 3.03 1.16 

Avoid buying plastic carrier bags when shopping. 4.15 1.17 4.03 1.25 3.85 1.35 4.30 1.02 4.42 1.04 
Buying items that can be recycled, e.g., second-

hand clothes and or furniture. 2.82 1.21 2.90 1.24 2.96 1.20 2.71 1.19 2.71 1.18 

Avoid throwing batteries in unsorted trash.  4.63 0.91 4.46 1.07 4.51 1.06 4.8 0.61 4.83 0.70 
Sort waste. 4.01 1.08 3.57 1.14 3.91 1.16 4.42 0.81 4.49 0.84 
Try to recycle used glass and metals. 4.13 1.16 3.59 1.30 4.11 1.17 4.66 0.65 4.56 0.84 
Drive as little as possible to help save the 

environment. 2.38 1.19 2.49 1.34 2.45 1.16 2.16 1.03 2.51 1.02 

Use public transportation or bicycles instead of 
driving a car. 2.6 1.47 3.12 1.50 2.40 1.39 2.05 1.24 2.44 1.42 

Prefer electric cars over fossil-fuel-driven 
alternatives. 2.62 1.39 2.76 1.32 2.83 1.32 2.51 1.50 2.29 1.31 

Turns off the light in the rooms I'm not using. 4.32 0.89 4.27 0.91 4.34 1.03 4.36 0.83 4.37 0.87 
 Fill the washing machine and/or dishwasher fully 

before running them, or use energy-saving 
programs. 

4.20 0.87 4.19 0.89 4.23 0.87 4.20 0.85 4.20 0.87 

Turn off or adjust the radiator valve when 
windows open for better ventilation. 3.43 1.40 3.58 1.44 3.21 1.40 3.38 1.38 3.29 1.34 

Limit my clothing consumption by purchasing 
clothes that can be used in multiple contexts 
and/or for longer periods. 

3.56 1.23 3.49 1.26 3.68 1.30 3.55 1.22 3.69 1.13 

Avoid using one-time service. 3.55 1.25 3.39 1.38 3.53 1.35 3.62 1.03 3.86 1.15 
Take a train, bus, or car instead of flying. 2.50 1.33 2.49 1.35 2.57 1.36 2.47 1.3 2.53 1.31 
I will limit my air travel in the future. 2.49 1.27 2.28 1.22 2.55 1.28 2.63 1.26 2.71 1.37 

Note:  For each statement, consumers are asked to indicate to what extent 1 = not at all to 5= to a very high extent. 
 
We further use exploratory factor analysis with Varimax rotation 
to refine the underlying dimensions from the above sustainable 
behavior questions and create an internally consistent scale. The 
Bartellet’s Test of Sphericity p-value = 0.00, KMO statistic =.78, 
indicating that it was appropriate to run the analysis (Hair et al., 
2006). Evaluation of the Eigenvalues suggested a six-factor 
solution, which explains about 67.9% of the total variance in the 
data: (1) sort wastes and recycle, (2) repair and reuse, (3) reduce air 
travel, (4) choose sustainable packaging, (5) choose sustainable 
transport mode, and (6) practice energy-saving behavior. Factor 
loadings for each sustainable behavior question were .60 or above, 
indicating strong relationships between the items and their 
respective factors. We then use confirmatory factor analysis to 
validate the six constructs. The goodness of fit indices (GFI = 
.948, AGFI =.922, TLI = .947, CFI = .908, and RMSEA = .049) 
indicated that the unidimensionality of the four measurements was 
reasonable (Brown, 2006; Hair et al., 2006).  
 



Table 2. The sustainable behavior scale  
Factor 
loading 

Variance 
Explained 

Construct 
Reliability  

Sort waste and recycle 
 

27.30% .780 
   Avoid throwing batteries in unspecified trash can .74 
   Sort waste .75 
   Try to recycle used glass and metals .83 
Repair and reuse  

 
11.70% .806 

   Repair old/used items instead of throwing them out .87 
   Repair old/used items instead of buying new .89 
   Buy items that can be recycled, e.g., second-hand clothes 
and or furniture 

.63 
 

Reduce air travel 
 

9.01% .804 
   Take a train, bus, or car instead of fly .79 
   I will limit my air travel in the future .79 
Choose sustainable packaging  

 
7.67% .902 

   Choose products packed in the most environmentally 
friendly package .80 
   Choose products with the least possible packaging .87 
   Avoid plastic packaging .82 
Choose sustainable transport mode 

 
6.45% .658 

   Driving the least amount possible in the car to help save the 
environment .67 
   Use public transportation or bicycles instead of driving a 
car .82 
    Prefer electric cars to fossil-fuel-driven alternatives .65 
Practice energy-saving behavior  

 
5.85% .601 

   Turns off the light in the rooms I'm not in .68 
   Fill the washing machine and/or dishwasher fully before 
running them, or opt for energy-saving programs when using 
them 

.65 
 

   Turn off or adjust the radiator valve when windows open 
for better ventilation 

.61 
 

  
 
Discussion and conclusion 
This study aimed to provide a nuanced understanding of individual 
sustainable behaviors and to develop and validate a scale for 
measuring sustainable behavior. The results indicate that 
individuals are not engaging in sustainable behavior across all 
aspects. While they generally practice behaviors such as avoiding 
the purchase of plastic carrier bags, refraining from disposing of 
batteries in unsorted trash, recycling glass and metal, turning off 
lights in unused rooms, and fully filling washing machines or 
dishwashers before using or selecting energy-saving programs, they 
engage in other sustainable behaviors to a lesser extent. These 
behaviors include choosing products with environmentally friendly 
packaging, avoiding plastic packaging, driving less to reduce 
environmental impact, and limiting air travel in the future. 
 



Unfortunately, some of the less frequent behaviors, such as 
limiting air travel, have a significant impact on the environment. 
The inconsistency in sustainable behavior can be explained by the 
fact that high-engagement behaviors, such as recycling and waste 
sorting, have been strongly promoted through long-term, 
nationwide campaigns. These campaigns, alongside policies such as 
the fee for plastic carrier bags (Dansk Erhverv, 2020), advices for 
energy saving (Energistyrelsen SparEnergi, 2025), sort of waste 
(Miljøstyrelsen, 2025), have helped citizens form habits around 
these actions. However, citizens tend to engage less in high-impact 
behaviors, such as reducing air travel and driving less. Several 
factors may explain this discrepancy. First, citizens may view air 
travel as having an irreplaceable value beyond its negative 
environmental effects. Second, the societal carbon lock-in effect of 
existing infrastructure (Lorenzen, 2018; Seto et al., 2016) plays a 
role, as public transportation options are often inconvenient or 
unavailable for certain destinations, making driving or flying the 
more viable option.   
 
The sustainable behavior scale developed in this study consists of 
six constructs: (1) waste sorting and recycling, (2) repair and reuse, 
(3) reducing air travel, (4) choosing sustainable packaging, (5) 
opting for sustainable transport modes, and (6) practicing energy-
saving behaviors. The six constructs identified in the scale 
encompass a wide range of daily activities and choices that can 
significantly impact the environment. Waste sorting and recycling 
focus on proper disposal and material recovery, while repair and 
reuse emphasize extending product lifecycles and reducing 
consumption. Reducing air travel addresses the substantial carbon 
footprint associated with aviation, encouraging individuals to 
consider other alternative modes of transportation when possible. 
The scale further explores consumer choices related to sustainable 
packaging, prompting individuals to consider the environmental 
impact of product packaging and opt for more eco-friendly 
alternatives. The construct of choosing sustainable transport 
modes encourages the use of public transportation, and driving 
electric vehicles, thereby reducing emissions and congestion. 
Lastly, practicing energy-saving behaviors targets household and 
personal energy consumption, including actions such as turning off 
lights when a room is unoccupied, using energy-saving programs, 
and adjusting thermostat settings. Together, these six constructs 
provide a holistic approach to measuring and promoting 
sustainable behaviors across various aspects of daily life, offering 
valuable insights for researchers and policymakers seeking to 
assess and promote sustainable behavior.    
 
In conclusion, the inconsistency in sustainable behavior 
underscores the inherent complexity of sustainability, as some 
actions are easier to adopt than others. The differences in 



sustainable behavior among generations could be attributed to 
different factors such as lifestyle, culture and education, and 
varying perceptions of the impact of their actions. These 
observations create opportunities for further research.  
 
The major limitation of this study is its representativeness. The 
lack of representativeness can significantly impact the 
generalizability of the findings, as the results may not apply to 
other groups, settings, or situations beyond those specifically 
examined in the study. To address this limitation, future research 
should focus on a representative sample. 
 
 
References 
Brown, T. A. (2006). Confirmatory Factor Analysis for Applied Research. The 
 Guildford Press.  
Casalegno, C., Candelo, E., & Santoro, G. (2022). Exploring the antecedents of 
 green and sustainable purchase behaviour: A comparison among different 
 generations. Psychology & Marketing, 39(5), 1007-1021. 
 https://doi.org/https://doi.org/10.1002/mar.21637  
Dansk Erhverv. (2020). Uddeling af  gratis bæreposer forbydes per 1. januar 2021.   

Retrieved from https://www.danskerhverv.dk/presse-og-
nyheder/nyheder/2020/februar/ uddeling-af-gratis-bareposer-forbydes-per-
1. januar-2021/ 

DR. (2024). Rekordmange flyver i år på efterårsferie: 'Flertallet af  danskerne har aldrig 
 rigtig haft flyskam'. https://www.dr.dk/nyheder/indland/rekordmange-flyver 
 i-aar-paa-efteraarsferie-flertallet-af-danskerne-har-aldrig 

Energistyrelsen. (2023). Danskernes energiforbrug daler : Syv ud af  ti sparer på energien. 
 https://ens.dk/presse/danskernes-energiforbrug-daler-syv-ud-af-ti-sparer-
paa-
energien#:~:text=Det%20viser%20ny%20unders%C3%B8gelse%20fra,om
%20i%20mange%20danske%20hjem. 

Energistyrelsen SparEnergi. (2025). Spar energi, penge og CO2 derhjemme. Retrieved 
 from https://sparenergi.dk/ 
Hair, J., Black, W., Babin, B., Anderson, R., & Tatham, R. (2006). Multivariate data 
 analysis. Pearson Prentice Hall.  
Ivanova, O., Flores-Zamora, J., Khelladi, I., & Ivanaj, S. (2019). The generational 
 cohort effect in the context of  responsible consumption. Management 
 Decision, 57(5), 1162-1183. https://doi.org/10.1108/MD-12-2016-0915  
Lorenzen, J. (2018). The limits of  household change: structural influences over 
 individual consumption. In D. Davidson & M. Gross (Eds.), The Oxford 
 Handbook of  Energy and Society (pp. 243-260). Oxford University Press.  
Miljøstyrelsen. (2025). Sådan sorterer du dit affald.  Retrieved from 
 https://mst.dk/borger/affald-og-forurening/sortering-af 
 affald/saadan-sorterer-du-dit-affald 
Seto, K. C., Davis, S. J., Mitchell, R. B., Stokes, E. C., Unruh, G., & Ürge 
 Vorsatz, D. (2016). Carbon Lock-In: Types, Causes, and Policy Implications. 
 Annual Review of  Environment and Resources, 41(1), 425-452. 
 https://doi.org/10.1146/annurevenviron-110615-085934 
Trudel, R. (2019). Sustainable consumer behavior. Consumer Psychology Review, 
 2(1), 85-96. https://doi.org/https://doi.org/10.1002/arcp.1045  
 
 
 
 



YDERLIGERE OPLYSNINGER  
 
 
Tidligere numre af Nyhedsbrevet kan ses her: 
 https://rauli.cbs.dk 
 
 
Hvis du ikke allerede er tilmeldt, men ønsker at modtage kommende numre af 
Nyhedsbrevet, bedes du venligst sende os din e-mailadresse med overskriften 
’Nyhedsbrev’ til følgende e-mailadresse: th.marktg@cbs.dk 
Eventuel afmelding af Nyhedsbrevet foretages til samme e-mail adresse. 
 
Redaktørgruppen 

Redaktørgruppen for Nyhedsbrevet om Forbrugeradfærd omfatter for tiden 
ni medlemmer:  
 
Flemming Cumberland, cand.polit  
e-mail: fc.marktg@cbs.dk 
 
Jens Geersbro, cand. polyt, MBA, Ph.D. 
 
Torben Hansen (chefredaktør), professor, Ph.D., cand.merc. 
e-mail: th.marktg@cbs.dk 
 
Anne Toldbod Jakobsen, PhD-studerende., cand.merc. 
e-mail: atj.marktg@cbs.dk 
  
Hanne Pico Larsen, Ph.D. 
 
Anne Martensen, ekstern lektor, Ph.D., cand.merc.  
e-mail: am.marktg@cbs.dk 
 
Szilvia Gyimothy Mørup-Petersen, lektor, Ph.D. 
e-mail: sgy.marktg@cbs.dk 
 
Diana Storm, studielektor, cand.negot. 
e-mail: dst.marktg@cbs.dk 
 
Thyra Uth Thomsen, Institutleder, professor mso., Ph.D., cand.merc. 
e-mail: tt.marktg@cbs.dk 
 
Klik her for yderligere info om redaktørgruppen:  
http://www.cbs.dk/en/research/departments-and-
centres/department-of-marketing/staff 


