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1. Introduction
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Design simplicity
(vs. complexity)

Willingness to pay

Ton, Smith, and Sevilla (2024)
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2. Theoretical Background
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2. Theoretical Background
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Moral elevation

Material type
(eco-friendly vs. non- eco friendly)

Prosocial behavior
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Overview of Studies

Study Design Outcome Variables
Study 1 Field study Wood plate vs. Plastic plate Pro-environmental behavior
(The usage of wet wipes)
Study 2 Experiment study Wood key vs. Plastic key Pro-environmental behavior
Study 3 Experiment study Wood box vs. Plastic box Donation intention
(environmental campaign)
Study 4 Experiment study Wood kiosk vs. Plastic kiosk Donation intention toward
(non environmental campaign)
Study 5 Experiment study Wood vs. vs. Plastic vs. Recycled Plastic Moral elevation

Donation intention,
Volunteer intention




3. Study 1: Field Study
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3. Study 1: Field Study
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The usage of wet wipes
1(14) = 4.03, p <.001
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Participants: 91 (Women = 61.5%, M, = 41.57)

[L} 5 wood]

[Pro-environmental behavior]

[&2fAE plastic]

v

GRAND HOTEL

Grand Hotel is committed
to protecting the
environment.

|
We offer eco- conscious options, ‘
including energy and water \
conservation, to help care for
our planet.

Thank you for supporting
our efforts.

ROOM

1203

Thank you for
staying with us

1) After reading the hotel’s policy sign, I would be very likely to sign a commitment to be more energy-efficient during my stay.

2) After reading the hotel’s policy sign, I intend to switch off all devices in my room that are on standby or not in use.

3) After reading the hotel’s policy sign, I intend to systematically switch off the lights whenever I leave the room.

4) After reading the hotel’s policy sign, I intend to reduce my consumption of hot water when I wash.

(1: Strongly disagree, 7: Strongly agree)




[Pro-environmental behavior]

#(89) = -0.2998, p =.004
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4. Study 3: Do Eco-Friendly Materials Promote Donation intention?
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[Donation intention]

6 t(63) = 2.788, p = .007
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5. Study 4: Do Eco-Friendly Materials Promote Donation Intention Regardless of Campaign Type?

Study design: 2(material type: wood vs. plastic) * 2(campaign type: eco-friendly vs. non-ecofriendly)
Participants: 143(male =49.7 %, M,,,= 37.74)
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[Donation intention]

p=.001 p=.023
4.98 5.02

SS df MS F p 4.15
Material type 65.346 | 1 65.346 24925 | <.001
Campaign type 9.619 | 9.619 3.669 0.057
Interaction type 8.136 | 8.136 3.103 0.08
environment non-environment
B wood M plastic
o’

I’ “‘

H1 was supported




Participants: 122 (Women = 77.0%, M, = 43.87)

[U5 wood] [Z 2} A E plastic] [ &L =2t AH recycled plastic]
Help Local Children Help Local Children
Get a Better Education Get a Better Education
Some children in our Some children in our
community still don't have - community still don't have
access to quality education. access to quality education.
Please help children Please help children
get a better education. get a better education.

T— —

You turn the card over and see the following message on the back:

Donate: Support children’s learning by helping provide school materials and meals.

7, Volunteer: Spend time with children through tutoring or school clean-up.

P




Variables

Items

References

Moral elevation

(1) moved.(2) uplifted.(3) optimistic about humanity.
(4) warm feeling in chest.(5) want to help others.

(6) want to become a better person.

Sun et al. (2025)

Donation intention

(1) T am willing to make a donation
(2) Tam very likely to make a donation
(3) I did not intend to make a donation (reverse-coded)

(4) I will not make a donation (reverse-coded)

Ye et al. (2015)

Volunteer intention

(1) Twould be willing to join a campaign that aims to enhance children’s
educational opportunities.

(2) Iwould be willing to support this campaign to improve educational
conditions in the community.

(3) I would be willing to form or participate in citizen-based groups that

promote or volunteer for this education campaign.

Zheng et al. (2019)

Volunteer time

If you were to participate in this education campaign, how much time would you
be willing to volunteer?

(0 minute — 150 minutes)

Mantovani et al. (2017)




Effect Wilks’ A F Hypothesis df| Error df p
Material Type| 0.258 | 22.249 10 230 <.001
0 4

—

[Moral elevation]

p<.001

p<.001 n.s

2.99

plastic

4.35

recycled plastic

F(2,119) = 16.988,p <.

4.67

wood
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[Donation intention]

p<.001
p<.001 n.s
I L} 1
4.98
4.47
3.67
plastic recycled plastic wood

F(2,119) = 10.596, p < .001

A

(98]

N

[u—

[ Volunteer intention]

4.98

wood

p<.001
p<.001 n.s
1 1 1
4.47
3.67
plastic recycled plastic

F(2,119) = 8.604, p < .001




[ Volunteer time]

wood _ 49.33 ] —
n.s
recycled plastic p<.001
p=.071
plastic - 29.03 | i
0 25 50 75 100 125 150

S F(2,119) = 4.806, p = .001




5. Study 5: Do Eco-Friendly Materials Promote Prosocial Behavior Through Moral Elevation?

Hayes process model 4

Moral elevation

1.612%%* 0.8736%%*
Material type R Vol : :
(plastic vs. recycled vs. wooded) 4069 Olunteer intention
Path Effect SE LLCI ULCI
X (recycled vs plastic)-> M ->Y 1.1284 299 5812 1.7589

X (wood vs plastic)-> M ->Y 1.4083 3014 8451 2.0341




5. Study 5: Do Eco-Friendly Materials Promote Prosocial Behavior Through Moral Elevation?

[DV: Donation intentions]

Path Effect SE LLCI ULCI
X (recycled vs plastic)->M ->Y 0.8255 0.2148 0.4159 1.2606
X (wood vs plastic)-> M ->Y 1.0303 0.2318 0.6014 1.5101

[DV: Volunteer time]

Path Effect SE LLCI ULCI
X (recycled vs plastic)-> M ->Y 12.2628 3.8234 5.6233 20.4984
X (wood vs plastic)-> M >Y 15.305 4.4927 7.3811 24.6579

H1 and H2 were supported



6. Discussion
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6. Discussion
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6. Discussion
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