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Emotional well-being 
 

Social–environmental 
well-being 

 

 Advertisement 
− NO-S 
− S-REG 
− S-PRO 

 Value orientation 
− SE 
− A 
− BA 

H1: An advertisement that emphasizes 
the sustainability aspects of a product 
and service will enhance recipients’ 
social–environmental well-being.  

Subjective well-being 

H2: An advertisement for a sustainable 
product and service that emphasizes the 
feel-good factor of the product as a 
benefit will enhance recipients’ emotional 
well-being. 

H3: The stronger a person’s biospheric–
altruistic value orientation in relation to 
her self-enhancement value orientation, 
the stronger the postulated effect of 
emphasizing sustainability aspects in 
communication on social–environmental 
well-being. H4: The stronger a person’s self-

enhancement value-orientation in 
relation to her biospheric–altruistic value 
orientation, the stronger the postulated 
effect of the emotionality of the 
communication on emotional well-being. 
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Experiment: Method 

Sample: 
− N = 815 participants (nS-PRO= 282, nS-REG= 256, nNO-S= 277) 

− Soft quotas for age (M = 43.28, SD = 14.06), gender (nfemale= 430, nmale= 385) and 
education (nlow= 249, nmiddle= 320, nhigh= 246) 
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Materials and Procedure:  
− 3 (advertisement: no sustainability aspects communicated 

(NO-S) versus sustainability aspects regularly communicated 
(S-REG) versus sustainability aspects positively communicated 
(S-PRO) × 3 (value orientation: stronger biospheric–altruistic 
(BA) versus ambivalent (A) versus stronger self-enhancement 
(SE) between-subject design 

− Mai 2016, online-experiment 
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Experiment: Measurement 

Value orientation (Stern et al., 1995) 

− Self-enhancement, e.g. “Successful: achieving goals“ 
− Biospheric-altruistic, e.g. “Unity with nature: fitting into nature“ 
 Difference score divided into three quantiles: nSE= 213, nA= 307 and nBA= 295 

Subjective well-being (Keyes, 2014) 

− Social-environmental well-being, e.g. “With this booking I feel that I 
contributed something important to society.” 

− Emotional well-being, e.g. “With this booking I feel that I contributed 
something important to my life’s happiness.“ 
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Manipulation Check 

Measurement 
− Information about sustainability, In your opinion, did the brochure describe in detail 

the economic, social, and environmental commitment of the hotel? 
− Emotional communication style, In your opinion, how much did reading the 

brochure convey positive emotions? In your opinion, how much did the brochure’s images 
specifically aim to convey positive emotions to readers?, r =.68, p < .01 

 

Analysis of variance with Helmert contrasts 
− Information about sustainability F(2,812) = 65.46, p < .001; ηρ

2 = 0.14  
(MS-PRO= 5.07, SDS-PRO= 1.14; MS-REG= 5.16, SDS-REG = 1.42 vs. MNO-S= 3.81, 
SDNO-S= 1.75), contrast = –1.31, SE = .11, p < .001 

− Emotional communication style F(2,812) = 7.55, p < .001; ηρ
2 = 0.02 (MS-PRO= 5.75, 

SDS-PRO= 1.12 vs. MS-REG= 5.42, SDS-REG= 1.29; MNO-S= 5.37, SDNO-S= 1.35),  
contrast = 0.36, SE = .09, p < .001 
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