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Executive summary

The rise of the internet, social media and other new forms of media have changed
consumer sd demand of organi zat i onsadtainable anspa
transparency is a worthwhile endeavor, as 75% of all Dutch consumers find that organizations
should contribute positively to society, the environment and the wellbeing of hyimemak
consumersarewilling to pay an additional fee @8% for a product whose sustainabiliig
demonstratedNonetheless, marketeers should be wary of providing too much information, as
information overloadhas been proven to resultriegative effects

A problem thus exists in marketing practi¢@oughthey are faed with the task to fill
the demand for sustainable transparency, marketeersntly do not possess the knowledge
that is needed to meet this demand. As such, there is a gap in marketing knowledge that this
research aims to fillThis research is themafe aimed at providing marketeers with a deeper
understanding of the effect of the online provision of sustainable information on consumer
information overload and purchase intentidio. best provide marketing managers with the
tools to tailor their onlingrovision of sustainable information to the circumstances of their
product, this relationship is moreover studied in the different situations of information
pertaining to a search good and an experience good.

This is researadthrough a 2x2 betweesubpcts experiment, in which the amount of
sustainable information provided to consumers in an online environment (small vs. large) and
the type of good shown (search vs. experience) is manipulated.

This studyshowsthatproviding consumers with more sustainable information increases
the extent to which they feel overloaded, which decreases their intent to buy the product in
guestion. Moreoverthe study shows that merely changing the amount of sustainable
information provded does not affect purchase intention, when it does not lead to a change in
perceived information overloadhough information overloawas expected tbe higher for
experience goodghan for search gooddue tothe need for increased cognitive effart
processing experience attribute® such difference was found. Further investigation show
that this absence of a difference maybleeauseonsumers whghopfor an experience good
spendmore time to evaluate the experience attributes, are more motiuatedte in the
sustainable information, and perceive the information provided as being less uncertain

All'in all, this researclprovides marketeers with the knowledgeptimally respond to
this consumer demanfdr sustainable transpargnoConsideringthe increasingly important
role that sustainability is gaining within society, | hop@ettuce further research into this topic

to increase the knowledge base on how to turn sustainability into a competitive advantage.






