
sustainability

Article

Green Restaurant Consumers’ Pride and Social
Healthy Narcissism Influencing Self-Actualization
and Self-Transcendence That Drive Customer
Citizenship Behavior

Kumju Hwang 1, Bora Lee 2 and Juhee Hahn 1,*
1 College of Business and Economics, Chung-Ang University, Seoul 06974, Korea; kumju@cau.ac.kr
2 The Graduate School, Chung-Ang University, Seoul 06974, Korea; boralee92@naver.com
* Correspondence: jhan@cau.ac.kr

Received: 23 November 2020; Accepted: 7 December 2020; Published: 10 December 2020 ����������
�������

Abstract: This study explored green restaurant consumers’ self-actualization and self-transcendence
motivations that drive customer citizenship behavior (CCB). A survey of green restaurant consumers
was administered, and structural equation modeling (SEM) analysis was performed. The findings
indicate the presence of positive associations between pride and self-actualization, and healthy
social narcissism and self-transcendence. This study also found a positive relationship between
self-actualization and self-transcendence, and they are positively associated with CCB. Interestingly,
the findings suggest that green restaurant consumers’ pride, self-actualization and CCB path is more
dominant path vis-à-vis the path from healthy social narcissism mediated by self-transcendence
to CCB.

Keywords: green restaurant consumers’ pride; healthy social narcissism; self-actualization;
self-transcendence; customer citizenship behavior; SEM (structural equation modeling)

1. Introduction

As the food-service industry, one of the largest sales and private-sector employers [1], has been
a significant source of a negative environmental impact [2], it should be seriously investigated in
terms of sustainability. As the food-service industry accounts for about 30% of the global greenhouse
gases [3], it is consistently ranked in the top three sources of global negative environmental impact,
followed by the buildings and the transportation industry [4,5].

Revell and Blackburn [6] found that only 29% of the restaurants and hotels in the UK were measured
by environmental impact as compared to 70% of the firms in the chemical sector. The restaurant
industry has been mainly investigated in terms of regulation impacts and not the environmental
practices of the industry; restaurateurs do not recognize the negative environmental impacts caused
by restaurants [6]. However, the green trend in the restaurant industry has accelerated eco-friendly
menu trends, environmental practices, and green qualities that seek animal welfare and health [7,8].
This trend is driven by consumers’ increasing environmental concerns and restaurateurs’ economic
benefit-seeking behavior, such as energy saving [3], and it continues in the future with the growth of
green markets based on consumers’ green preferences [9].

With the growth of consumers’ environmental concerns and ethical consumption and the
food-service industry’s reactions to social pressures related to environmental responsibilities,
the number of green restaurants is increasing [10]. A green restaurant can be defined as “a restaurant
that offers a selection of green food menu items that use locally grown or organic certified food, as well
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as one that implements green practices, such as a recycling program, the efficient use of energy and
water, and the reduction of solid waste” [11] (p. 804).

As compared to the growing number of studies [12,13] on the hospitality industry’s environmental
initiatives and actives, research on the environmental initiatives of restaurants is limited, in particular,
research on consumer behavior regarding green restaurant is scarce. Many studies (e.g., [14,15]) on
green restaurants examine general consumers’ intention to visit green restaurants. Theory of planned
behavior (TPB) or the theory of reasoned action (TRA,) [16] have been mostly used to understand
the factors influencing consumer intentions. The influence of other factors, such as consumers’
perceived value [17] and green restaurant attributes [18], on intentions to visit green restaurants are
also investigated.

Consumers need to spend time and energy to visit green restaurants including searching for the
locations of green restaurants, as restaurants are a location-specific service, and obtaining information
on their credibility. As the information on green restaurants are not readily available and accessible,
consumers may have some difficulties in visiting green restaurants [19]. Golding and Peattie [20]
suggested that the availability of green products should be investigated. Additionally, consumers may
face a trade-off between traveling to visit distant green restaurants and visiting local ordinary restaurants,
and this trade-off creates a dilemma for ethical consumers [21]. Accordingly, ethical consumers
who have undergone difficult processes for ethical consumption may have pride in their ethical
consumption. Pride mediates passion and moral behavior [22]. There is also evidence that pride
motivates prosocial behavior [23]. Goal-achievement generates positive self-appraisal and self-esteem,
which in turn, produces pride. However, previous studies have not sufficiently explored their pride [19].
As narcissists seek to impress and gain admiration from others, they tend to consider the symbolic
value of products or services [24] rather than their utilitarian value. They tend to purchase green
products for altruism and their green consumption seems to be motivated by social admiration
and visibility [25]. Communal narcissists exaggerate helpfulness or care as communal features and
communal knowledge in the agent-communal model [26]. Green restaurant consumers with healthy
social narcissism may regard green restaurant consumption as a good vehicle to gain social visibility
and admiration. More importantly, co-existence of altruistic and egoistic motivations of ethical
consumers and complexity of motivations have been discussed in the literature on ethical consumers
(e.g., [27,28]). However, there is a shortage of research on green restaurant consumers’ egoistic or
self-oriented motivations, such as self-actualization, while altruistic motivations including moral
obligation or empathy have been well-researched [27]. Moreover, research in the relationships between
ethical consumers’ feelings, such as pride or guilt, and their motivations on ethical consumption has
been insufficient.

Although green restaurants are growing with the growth in ethical consumers’ demands,
research on green restaurants largely remains as hypothetical, because most research on green restaurant
consumers focuses on general consumers’ intention to use green restaurants rather than actual green
restaurant consumers. The social desirability that leads the ethical tendency of consumers [29,30] has
been a common problem for studies measuring general consumers’ ethical intention.

To fill the research gap, the objective of this study is to investigate factors influencing ethical
consumers’ green restaurant loyalty and cooperation with respect to consumer citizenship behavior
(CCB) as advanced voluntary behaviors that help and advocate service providers. CCB involves
consumers’ extra-role behaviors that include cooperation, participation, word-of-mouth (WOM)
communication, and helping actions towards other customers, employees or firms [31]. This study
explores self-actualization and self-transcendence motivations leading to ethical consumers’ CCB.
By investigating the influence of ethical consumers’ self-actualization as a self-oriented motivation and
self-transcendence as an altruistic motivation on CCB simultaneously, this study attempts to provide
useful theoretical and practical insights for the research on ethical consumers and the literature on the
green restaurant. The influence of pride on self-actualization and that of healthy social narcissism on
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self-transcendence are investigated, which makes theoretical contribution on the literature of ethical
consumers’ emotions and psychological traits.

2. Theoretical Background and Hypotheses

2.1. Motivations for Ethical Consumption

Motivations refer to “the drives, urges, wishes, or desires which initiate the sequence of events
known as “behavior” [32] (p. 282). They occur when a “need is aroused that the consumer wishes
to satisfy” [33] (p. 91). Co-existence of altruistic and egoistic motivations of ethical consumers and
complexity of motivations have been discussed in the literature on ethical consumers (e.g., [27,28]).
Arnocky, Stroink, and DeCiccoc [34] suggested three types of environmental concerns, egoistic,
altruistic, and biospheric concerns based on self-construal concepts. Egoistic environmental concerns
based on independent self-construal concepts are positively associated with self-enhancement [35],
while altruistic ones based on interdependent self-construal concepts are positively associated with
self-transcendence [34]. Biospheric environmental concerns based on meta-personal self-construal
concepts emphasize the inherent value of environment and correlate with self-transcendence, but not
with self-enhancement.

Personal values defined as “concepts or beliefs about desirable end states or behaviors that
transcend specific situations, guide selection or evaluation of behavior and events, and are ordered
by relative importance” [36] (p. 551). They are “socially approved as verbal representations of
basic motivations” [37] (p. 137). Self-enhancement (power and achievement) and self-transcendence
(universalism and benevolence) represent one of the two basic bipolar dimensions of umbrella value
domains covering 10 types of values in Schwartz’s [38] well-known value theory. Most studies
(e.g., [35,37,39]) support the basic idea that as unethical consumer practices engage in focusing on
personal interests even at the cost of others, self-enhancement tends to agree with unethical dispositions,
while self-transcendence tends to be consistent with ethical dispositions because ethical consumers try
to avoid ethical transgressions that can harm others.

Although self-enhancement can be congruent to egoistic environmental concerns [34], many studies
(e.g., [35,37,39]) have found that self-enhancement is negatively associated with an environmental
disposition or behavior. Thus, self-enhancement seems to be controversial in being considered as
an ethical motivation. More importantly, self-enhancement may limit the contents of egoistic ethical
motivations to functional consequences; for example, organic food or environment friendly products
for health. However, ethical consumers have psychological or value-driven egoistic, self-oriented,
or self-conscious ethical motivations [27].

This study is based on the model of value-motivated behavior highlighting that values are
motivations of behavior [40]. The value-belief-norm (VBN) theory that explains the movement of
environmentalism proposes that personal values become the primary aspect of the green behavior [41].
Self-actualization and self-transcendence as motivations for ethical consumption may lead consumers’
green restaurant consumption. Moreover, we link pride to self-actualization driving CCB, and healthy
social narcissism as hubristic pride to self-transcendence driving CCB, similar to the well-known
empathy–altruism hypothesis [42,43] postulating that the greater the empathy, the greater the altruistic
motivation that drives the altruistic behavior.

2.2. Hypothesis Development

Self-actualization, which is a basic motivation and an integrated type of self-development [44]
and self-enhancement, may be an appropriate self-oriented concept to understand ethical consumers’
motivations. Encompassing “a basic drive toward growth, completeness, and fulfillment” [45] (p. 598),
self-actualization can be regarded as a basic motivation for seeking self-fulfillment [46]. Knapp [47]
suggested that self-actualization emphasizes the development of an effective and self-fulfilled
person [47]. Maslow [48] described self-actualization as “the [person’s] desire for self-fulfillment,
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namely, to the tendency for him to become actualized in what he is potentially” [48] (p. 382).
Self-fulfillment, as an internally oriented value in Homer and Kahle’s [49] value system, is positively
linked to environment-friendly consumption [50]. Hwang and Kim [27] found that self-actualization
was a vital motivation for ethical consumers’ fair-trade coffee repurchase.

Levenson et al. [51] explained self-transcendence as “being able to detach from the external
definitions of the self and dissolving rigid boundaries between self and other allows for
self-transcendence” [51] (p. 129). Self-transcendence, which has been proved as an altruistic value and
motivation, was placed in Maslow’s new hierarchy of motivation and it drives individuals to pursue
communal benefits beyond purely personal interests [52]. Self-transcendence reduces attachment to
individuals’ own perspectives, and construal self and increases the extension of care and concern
toward others [53]. Koltko-Rivera [52] argued that self-transcendence goes beyond the pure self and
enables individuals to involve themselves in the service of others, thus surpassing self-actualization in
Maslow’s hierarchy.

Beaumont [54] used self-actualization as a self-related facet and self-transcendence as
a social-cognitive process as a framework of personal wisdom in his study, which argued
that “self-actualization involves advanced self-development or actuation of growth, whereas
self-transcendence involves an ability to expand or transcend the boundaries of one’s ego identity” [54]
(p. 100). Although the previous literature on ethical motivations mainly focuses on altruistic
facets (as ethical consumer motivations include both self-oriented or self-conscious and altruistic
or social facets), this study proposes a framework of ethical consumers’ motivation based on
self-actualization and self-transcendence to yield a novel insight of ethical consumers’ value-driven
ethical consumption processes.

As a self-conscious emotion, pride involves self-evaluative processes which produce behavioral
standards [55]. Pride, a pleasant feeling, and positive self-approval are elicited when individuals do
something right or good [56]. Pride as a moral emotion plays as a moral gauge promoting morally
and socially acceptable behavior [57]. As Mascolo and Fischer [58] emphasized that pride is produced
by appraisals associated with responsibility for prosocial outcome and socially valued individuals,
pride promotes prosocial behavior as well self-worth. Pride as an ego-focused emotion involves
internal state and is closely linked to expression, awareness, and experience [25]. Carver, Sinclair,
and Johnson [59] argued that pride can be categorized as authentic pride (i.e., feelings of self-worth
and self-esteem evoked by self-accomplishment and long-term goal achievement) and hubristic
pride (i.e., narcissistic self-aggrandizement based on short-term goal-attainment). Authentic pride is
positively linked to self-control [60] and achievement [61].

Authentic pride aids in making moral decisions; for example, a decision to allocate resources
among group members [62]. Pride mediates passion and moral behavior [22]. There is also evidence
that pride motivates prosocial behavior [23]. Goal-achievement generates positive self-appraisal and
self-esteem, which in turn, produces authentic pride. Green restaurant consumption incorporates
long-term and short-term goal-driven behaviors [63] that often require complicated decision-making
with time and energy consumption to search for information and a choice in a trade-off between
different ethical behaviors [21]. In these green restaurant consumption processes, ethical consumers
may feel pride based on the achievement of their value and life goal through green restaurant
consumption, which often require efforts and problem-solving processes. The authentic pride is based
on accomplishments and produces genuine self-worth [64]. Maslow [65] argued that one’s pride
in his/her accomplishments became the expression of achieving progress toward self-actualization.
This pride, which is based on self-achievement, self-growth, and positive self-esteem, may lead to the
self-actualization of ethical consumers. Thus, this study establishes the following hypothesis:

Hypothesis 1. Pride in green restaurant service consumption is positively associated with green restaurant
consumers’ self-actualization.
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In this study, the antecedent of self-actualization includes pride. Further, it uses healthy social
narcissism as the antecedent of self-transcendence. Healthy social narcissism as a hubristic pride,
which is closely linked to pride, and the authentic/hubristic (A/H) model of pride [64] proposes the
pride and narcissism relationships. As discussed, hubristic pride, which is different from authentic
pride, is regarded as narcissistic self-aggrandizement and is viewed as a negative psychological trait
causing aggressive and antisocial behavior [59,66]. However, narcissism, closely linked to pride and
high self-esteem, can be viewed normally and positively rather than as a pathological and dysfunctional
perspective [25]. The growing number of narcissists [67] and non-clinical normal research subjects who
indicate psychological traits related to narcissism may make us consider normal or healthy narcissism.
According to Naderi and Strutton [25], two levels of narcissism exist: negative narcissism, which is
“clinical, unhealthy, or pathological narcissism,” and positive narcissism, which is “subclinical, healthy,
or normal narcissism” [25] (p. 376). Self-esteem, which has been proven to have consistent and positive
link to narcissism (e.g., [68,69]), is a vital component of healthy narcissism, and is closely associated
with subjective wellbeing [70] and psychological health. Healthy narcissism embraces a positive aspect
of self that focuses on self-investment derived from self-realization [71] and personal growth [72],
thus leading to the actualization of one’s abilities or potentialities. Moreover, healthy narcissism,
assisted by self-esteem [73], leads to subjective wellbeing [74]. Hwang and Kim [27] also found the
positive association between healthy social narcissism and self-actualization in the context of fair-trade
coffee repurchases.

As narcissists seek to impress and gain admiration from others, they tend to consider the symbolic
value of products or services [24] rather than their utilitarian value. They tend to purchase green
products for altruism and their green consumption seems to be motivated by social admiration
and visibility [25]. The narcissistic personality inventory (NPI) comprises four factors including
self and social aspects. The leadership/authority dimension correlates with social responsibility,
which influences the criticism of the view that narcissism is exclusively a pathological trait and
indicates the complexity of narcissism [75]. The leadership/authority factor represents the ability to
influence others and the confidence to be a good leader [76]. A narcissist might consume ethical products
or services to gain leadership to demonstrate their practices of social responsibility. The leadership
ability in the NPI is found to be linked to positive interpersonal outcomes, which results in the
manifestation of pro-social behavior [77].

Additionally, narcissism is classified into agentic and communal narcissism in an agency–communion
model [26,78]. Communal narcissists exaggerate helpfulness or care as communal features and
communal knowledge in the agent–communal model, which holds that “narcissism may be understood
as an agency–communion trait: an agentic trait that is expressed through communal means” [74] (p. 855).
Although communal narcissism inventory [26,78] has been used to measure positive social narcissism,
this study emphasizes the existence of healthy or positive social narcissism. Leadership/authority and
some other elements of the NPI also exhibit healthy social narcissism. Healthy social narcissists may
engage in ethical consumption for social benefit and responsibilities to prove their ethical leadership
and enhance their grandiose self-image. Green restaurant consumers with healthy social narcissism
may regard green restaurant consumption as a good vehicle to gain social visibility and admiration,
because green restaurant consumption is visible and social. Healthy social narcissism or communal
narcissism develops self–other relationships and serves interpersonal or social benefits, which can lead
to self-transcendence. Thus, the following hypothesis is proposed:

Hypothesis 2. Healthy social narcissism is positively associated with self-transcendence.

Self-transcendence as an altruistic value and motivation, was placed in Maslow’s new hierarchy of
motivation and it drives individuals to pursue benevolent benefits beyond purely personal interests [52].
Maslow [79] included a new zenith, self-transcendence, in his pyramid, and placed it on top of the
pyramid. Self-transcendence facilitates self-actualization, and leads individuals to connect to outside
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of the self. Reischer et al. [80] contend that “this simultaneity of self-actualization and deep connection
to others illustrates the sympathetic nature of self-transcendence”. Koltko-Rivera [52] argued that
self-transcendence enables individuals to involve themselves in the service of others, thus surpassing
self-actualization in Maslow’s hierarchy.

Hypothesis 3. Self-actualization is positively associated with self-transcendence.

Although traditional value research focuses on a utilitarian functional value [81,82] that determines
purchase and repurchase intentions (e.g., [83–85]), a perspective of multidimensional value is suggested
as a more appropriate view in the context of services [85,86]. Consumers may seek socio–psychological
value due to the relatively close interaction between service providers and consumers and the
heterogeneity of service experiences [87].

The model of value–motivated behavior highlights that values, typically regarded as the
determinants of attitudes and behavior, are motivations of behavior [40]. The value-belief-norm
(VBN) theory that explains the movement of environmentalism with the emphasis of attitudinal and
behavioral changes proposes that personal values become the primary aspect of the green behavior [41].
Self-actualization and self-transcendence as motivations for ethical consumption may lead consumers’
green restaurant consumption. When consumers’ personal values are achieved through service
values, consumers are satisfied with the service [88]. Zhang and Bloemer [89] found that value
congruence, measured by consumers’ perceptions of value congruence between service brand values
and their personal values (measured by the Schwartz value), affects their loyalty and positive WOM
(word-of mouth).

Some consumers behave more advanced activities than loyalty and WOM to support their
favorite brands. Customer voluntary performance (CVP) can be defined as “helpful, discretionary
behaviors of customers that support the ability of the firm to deliver service quality” [90] (p. 384).
Recently, customer citizenship behavior (CCB) has received attention [91–93]. Groth defined CCB
as “voluntary and discretionary behavior of individual customers that is not directly or explicitly
expected or rewarded but that in the aggregate, leads to higher quality service and promotes the
effective functioning of service organizations” [92] (p. 13). CCB is especially relevant to service
firms [94]. According to Fowler [31], CCB has seven dimensions, including affiliation, cooperation,
WOM communication, participation, customer voice, flexibility, and policing of other customers.
Additionally, Yi and Gong [95] proposed four dimensions of CCB, including feedback from customers
to the employees, tolerance related to patience in case of service failure, advocacy and helping other
customers. CCB results in benefits to the customers themselves and other customers as well as service
providers [96]. Bettencourt [90] presented three broad dimensions of CCB, including loyalty (“customer
behaviors indicating allegiance to and promotion of the organization’s interests beyond individual
interests”, p. 385), cooperation (“discretionary customer behaviors indicating respect for the provision
of quality service delivery”. p. 386) and participation (“customer behaviors indicating active and
responsible involvement in the governance and development of the organization”, p. 386). The three
sets of CCB dimensions overlap with each other; we used Bettencourt’s [90] three dimensions that
more broadly cover customers’ voluntary behaviors. CCB creates value to customers themselves by
providing the sense of belonging, social interaction with other customers, being useful by helping
employees and giving feedback to staff [97]. As ethical consumers can achieve ethical values when they
visit green restaurants where ethical practices are carried out, which may lead ethical CCB toward green
restaurants [19]. The green restaurant becomes a value satisfier for ethical consumers. Thus, a green
restaurant service can let ethical consumers achieve their ethical values, which drive them to perform
CCB to maintain their value fulfilment.

Hypothesis 4. Ethical consumers’ self-actualization is positively associated with their CCB.

Hypothesis 5. Ethical consumers’ self-transcendence is positively associated with their CCB.
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The research model includes pride (emotion) and healthy social narcissism (hubristic pride) as
influencing factors on self-actualization and self-transcendence as values that lead CCB (Figure 1). It is
based on the value.

Figure 1. The research model and hypotheses.

3. Method

3.1. Research Design

To test our research model, this study employed latent variable structural equation modeling [98]
using maximum likelihood estimation in AMOS 21. AMOS is effective for predicting or identifying
key target constructs of the research model, while structural equation modeling (SEM) is more
suitable for testing or confirming theories [99]. SEM simultaneously estimates the structure within
a series of dependence relationships between latent variables with multiple indicators while correcting
for measurement errors [100]. This study applied research constructs from the literature to our
research model. Very few studies have empirically tested the relationships among ethical consumers’
self-actualization or self-transcendence and CCB. This paper identifies key target constructs in the
research model and the strong path relationships among them. Consequently, the AMOS method
is an appropriate analysis tool for the main objective of this study. As Hair et al. recommend [95],
we calculated four fit indices to determine how the model fitted the data: χ2, comparative fit index
(CFI), Turker–Lewis Index (TLI), root mean square error of approximation (RMSEA). For CFI and TLI,
values greater than 0.9 represent a good model fit, and for RMSEA a value less than 0.07 indicates
a good model fit [101].

3.2. Measures

The survey was conducted with a Korean version instrument translated from the English version.
In order to ensure the reliability and validity of the scales, we first translated the questionnaire into
Korean language. A focus group interview (FGI) with 6 researchers and 6 postgraduates was run to
check “translate-back translate” procedure for avoiding any possible mistranslation. On the other hand,
another FGI with 10 participants including green restaurant consumers, experts on ethical consumers,
and postgraduate students was performed to review the initial Korean survey and give constructive
advice on modification. Second, we administered post-FGI with same participants of 6 researchers and
6 postgraduates to confirm the appropriateness and comprehensibility of the questionnaire. These tasks
were performed in June 2016.

The scale items for all variables were measured on a seven-point Likert scale ranging from
“strongly disagree” (1) to “strongly agree” (7). The items for pride were derived from Kim and
Johnson’s [102] three-item scale. The items for healthy social narcissism were based on Ames, Rose,
and Anderson’s [103] shorter version of the narcissism personality inventory (NPI), which was reduced
by Raskin and Terry’s NPI [104]. In order to denote healthy social narcissism, we administered FGI
interviews with 12 researchers and postgraduate students and selected two items for leadership,
one item for authority, and one item for entitlement [105].
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The self-actualization items were taken from Phang et al.’s [106] five-item scale. Moreover,
the self-transcendence items were taken from Nordlund and Garvill’s [107] six-item scale [108,109].
The CCB items were taken from Bettencourt’s [91] research’s 17-item scale. However, two items of CCB
were eliminated from the FGIs because they lacked item appropriateness. For example, “Even if a price
is incorrect to my advantage, I still advise someone at this store” was an improper item to use when
consumers already accepted the proper premium of green restaurants. If the prices in the restaurant
menu are too high, consumers will not be satisfied with its service, thus inhibiting consumers’ CCB in
the FGIs.

3.3. Data Collection

The second author distributed the survey questionnaire to 551 regular green restaurant customers in
Seoul, including Dr. Robbin, Seven Springs, Yaksikdongwon, and environmental-friendly agricultural
product restaurants, between 1 March and 30 June 2017. As the study focused only on regular
customers of green restaurants, we used judgmental sampling as a form of nonprobability sampling
for sample selection. As there are only a few green restaurants in Korea, the second author visited
those green restaurants and administered a survey through a personal survey method. A total of
551 questionnaires were collected, 343 (62%) of which were used in the analysis. We used a screening
question, “Are you a customer of this green restaurant because you are an ethical consumer?” to select
only ethical consumers who are green restaurant customers, as some consumers visit green restaurants
without an ethical purpose. Based on the screening question, 164 questionnaires were discarded on the
basis of consumers visit to green restaurants without any ethical purpose. Incomplete and unreliable
responses were carefully checked, and 44 questionnaires were eliminated accordingly. Table 1 presents
the respondents’ demographic characteristics.

Table 1. Demographic characteristics of respondents.

Description Frequency Composition (%) Description Frequency Composition (%)

Frequency of visiting green restaurants (per month) Education

Once 241 70.3 High school or less 8 2.3
2–3 times 78 22.7 College student 48 14.0
4–5 times 13 3.8 Graduated college 218 63.6
6–7 times 6 1.7 College drop-out 9 2.6

Over 8 times 5 1.5 Graduated from
graduate school 60 17.5

Gender Income

Male 73 21.3
If income < USD 1000 76 22.2

USD 1000-less than 2000 71 20.7

Female 270 78.7
USD 2000-less than 3000 77 22.4
USD 3000-less than 4000 53 15.5

USD 4000 or more 66 19.2

Age Occupation

Under 20 2 0.6 College student 78 22.7
20–29 133 38.8 Office worker 102 29.7
30–39 121 35.3 Specialized job 70 20.4
40–49 49 14.3 Self-employed 17 5.0
50–59 35 10.2 Housewife 65 19.0

60 or more 3 0.9 Others 11 3.2

Total 343 (100%)

3.4. Data Analysis and Results

3.4.1. Preliminary Analyses

We validated measurements using confirmatory factor analysis (CFA) entering 33 items for
five multi-item constructs, pride, healthy social narcissism, self-actualization, self-transcendence,
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customer citizenship behavior, into one analysis. This process was done based on two-step analysis.
This result showed a poor model fit (CFI = 0.838, TLI = 0.822). Then we deleted items loading below
0.6 on their constructs [110]. Deleted items are: one item from healthy social narcissism, “I think
that I would be a good leader”, two items from self-transcendence, “Equality is a guiding principle
in my life” and “Social justice is a guiding principle in my life”, and four out of seventeen items
for CCB, e.g., “When I experience a problem at the green restaurant, I let someone know so they
can improve service” and “If I have a useful idea on how to improve service, I give it to someone
at the green restaurant”. After these modifications deleting seven items, we repeated CFA with
26 parameters to verify the convergent and discriminant validity of the measures. The convergent
validity of the constructs was calculated by a test of the average variance extracted (AVE). The results
were all over 0.5 [111], that is, between 0.513 and 0.646, which indicate their acceptable convergent
validity. The results of the construct reliability tests for all variables are over 0.7, between 0.756
and 0.920, which indicates their acceptable construct reliability (see Table 2). The results showed
an acceptable model fit (χ2 = 720.975, df = 282, CFI = 0.929, TLI = 0.919, RMSEA = 0.067), indicating
that the measurement scales showed validity.

Table 2. Validity and reliability of the reflective constructs.

Constructs Items Item Loading t-Value AVE Composite
Reliability

Cronbach’s
Alpha

Pride

I am proud of myself for visiting
a green restaurant. 0.938 6.206

0.646 0.844 0.906
I am confident about visiting

a green restaurant. 0.961 4.064

I am excited about visiting
a green restaurant. 0.735 12.310

Healthy
Social Narcissism

I would prefer to be a leader. 0.677 10.171

0.513 0.756 0.824
I have a natural talent for

influencing people. 0.935 7.564

I like to take responsibility for
making decisions. 0.751 9.617

Self-Actualization

Visiting green restaurants gives me
an opportunity for personal growth. 0.887 12.391

0.560 0.863 0.928

Visiting green restaurants gives me
an opportunity for personal progress. 0.942 11.787

Visiting green restaurants gives me
an opportunity for

personal development.
0.890 11.544

Visiting green restaurants increases
my feeling of self-fulfillment. 0.676 9.815

Visiting green restaurants gives me
a feeling of accomplishment. 0.768 7.986

Self-Transcendence

Honesty is a guiding principle in
my life. 0.649 12.320

0.514 0.807 0.845

Helpfulness is a guiding principle in
my life. 0.786 12.144

Forgiveness is a guiding principle in
my life. 0.876 10.810

Broad-mindedness is a guiding
principle in my life. 0.736 11.200
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Table 2. Cont.

Constructs Items Item Loading t-Value AVE Composite
Reliability

Cronbach’s
Alpha

CCB

I say positive things about green
restaurants to others. 0.527 10.931

0.517 0.920 0.907

I encourage friends and relatives to
visit green restaurants. 0.582 10.209

I try to help keep green
restaurants clean. 0.786 11.741

The employees of green restaurants
get my full cooperation. 0.802 11.526

I carefully observe the rules and
policies of green restaurants. 0.842 11.489

I go out of my way to treat green
restaurants’ personnel with kindness

and respect.
0.707 11.023

When I leave green restaurants, I tidy
my tables and surroundings. 0.728 2.465

I do things to make the cashier’s
job easier. 0.743 9.377

I make constructive suggestions to
green restaurants on how to improve

its service.
0.512 12.616

If I notice a problem, I inform
an employee of the green restaurant

even if it does not affect me.
0.586 12.870

If an employee at the green
restaurant gives me good service, I

let them know It.
0.614 12.326

Table 2 presented the results of preliminary analyses including CFAs and reliability tests.
Throughout these jobs, we assessed the reliability and validity of the measurement scales. The reliability
of constructs was estimated using Cronbach’s alpha coefficients. The Cronbach’s alpha for all the
variables range from 0.824 to 0.928, which indicates that they are within the acceptable range [111].

Correlations and descriptive statistics for the research variables are presented in Table 3.
The discriminant validity for all constructs is established when a diagonal value is higher than
the values in other rows and columns. Meanwhile, the square roots of the AVE values in Table 3 exceed
the value of correlations, which verifies discriminant validity [112].

Table 3. Mean, standard deviation, and correlations for the variables.

M SD 1. 2. 3. 4. 5.

1. P 4.292 1.292 0.804
2. HSN 4.913 1.120 0.212 ** 0.716
3. SA 4.538 1.218 0.621 ** 0.159 ** 0.749
4. ST 5.279 0.095 0.223 ** 0.159 ** 0.360 ** 0.717

5. CCB 5.045 0.910 0.507 ** 0.177 ** 0.459 ** 0.279 ** 0.719

** p < 0.01. The diagonal values (in bold) is the square root of average variance extracted (AVE). P: Pride; HSN: Healthy
social narcissism; SA: Self-actualization; ST: Self-transcendence; CCB: Customer citizenship behavior.

Given that our data were collected from a single source, the procedures recommended by
Podsakoff et al. [113] were followed to remedy the influence of common method bias. We conducted
the Harman’s single-factor test, the most commonly used technique for addressing common method
variance [113]. Then we compared the Harman’s single-factor CFA solution to the original five-factor
measurement model and found that the single-factor model indicated a worse fit (χ2 = 2930.642,
df = 292, CFI = 0.575, TLI = 0.527, RMSEA = 0.163). After we added an orthogonal latent common
method factor to the theoretical model in order to assess the potential increase in model fit, we found:
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∆χ2 = 2930.642, ∆df = 10, p < 0.001. In addition, the first principal component accounted for only
34.15% of the total variance. In this research with the five factor measurement model, the results report
that our research model is valid and is not seriously compromised by common method bias.

3.4.2. Hypothesis Tests

The next step is to evaluate the results of the structural model, its effects, and the significance of
the results. In the measurement model, where the loadings represent the reflective indicator and the
weights represent the formative indicators, the AMOS method produces loadings and weights [111].
The loadings, t-values, and significance of the path coefficients were calculated to analyze the structural
model. The bootstrapping algorithm with 1000 times was calculated to assess the path (see Table 4).
We conducted structural equation modeling to test the hypotheses. The hypothesized model provided
a good fit for the data (χ2 = 736.070, df = 286, CFI = 0.928, TLI = 0.918, RMSEA = 0.068) and the majority
of our hypotheses were supported by the data.

Table 4. Testing results of the structural model.

Structural Model Path β t Statistics Result

H1 Pride→ Self-Actualization 0.624 *** 12.426 Accepted
H2 Healthy Social Narcissism→ Self-Transcendence 0.129 ** 2.206 Accepted
H3 Self-Actualization→ Self-Transcendence 0.362 *** 5.874 Accepted
H4 Self-Actualization→ Customer Citizenship Behavior 0.398 *** 5.761 Accepted
H5 Self-Transcendence→ Customer Citizenship Behavior 0.136 ** 2.200 Accepted

** p < 0.01; *** p < 0.001.

Hypothesis 1 (pride is positively associated with self-actualization) is supported (β = 0.624,
p < 0.01). Hypothesis 2 (healthy social narcissism is positively associated with self-transcendence)
is supported (β = 0.129, p < 0.05). Hypothesis 3 (self-actualization is positively associated with
self-transcendence) is supported (β = 0.362, p < 0.01). Hypothesis 4 (self-actualization is positively
associated with CCB) is supported (β = 0.398, p < 0.01). Hypothesis 5 (self-transcendence is positively
associated with CCB) is supported (β = 0.136, p < 0.05). Figure 2 depicts the results of the research
model analysis.

Figure 2. The test results of research model. ** p < 0.01; *** p < 0.001.

In addition, an assumption of the model proposed by this research contains several indirect
paths. In order to determine the significance of indirect effect of the independent variable on
the dependent variable through mediator variables, the bootstrap method was used in this study.
As our data are not normally distributed as found through normality tests and mediation tests,
such as the Sobel test, an assumption of normal distribution is not appropriate [114]. For a skewed
distribution of data, bootstrapped sampling distribution becomes an alternative approach [114].
The bootstrapping approach displays a confidence interval with empirically bootstrapped sampling
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distribution. Thus, we used AMOS 21 using 1000 bootstrap samples to examine indirect effect.
Specifically, bootstrapped confidence interval (CI) estimates for the indirect elects of pride and healthy
social narcissism on customer citizenship behavior through self-actualization and self-transcendence
were calculated. The bootstrapping process essentially consists of estimating the indirect effect of
independent variables using a large number of random resamples. Table 5 shows bootstrap results for
mediator paths of our research model.

Table 5. Bootstrap estimates of cross-sectional indirect effects.

Indirect Effect Point Estimate 1 SE
95% Confidence Level

Result
Lower Upper

P→ SA→ ST 0.244 ** 0.051 0.146 0.346 Accepted
P→ SA→ CCB 0.168 ** 0.046 0.083 0.264 Accepted

SA→ ST→ CCB 0.055 * 0.028 0.009 0.115 Accepted
HSN→ ST→ CCB 0.019 0.014 −0.003 0.051 Rejected

1 Point estimates are standardized estimates. Bootstrap sample 1000. * p < 0.05; ** p < 0.01. P: Pride; HSN: Healthy
social narcissism; SA: Self-actualization; ST: Self-transcendence; CCB: Customer citizenship behavior.

In our research model, self-actualization potentially mediated between pride, self-transcendence
and CCB. In addition, self-transcendence potentially mediated between self-actualization and CCB and
between healthy social narcissism and CCB. To test mediation, the direct paths between the predictors
and outcomes were assessed. In this analysis, the model fits are χ2 = 721.064, df = 283, CFI = 0.930,
TLI = 0.919, RMSEA = 0.067. Pride (β = 0.258, p < 0.001) and self-actualization (β = 0.227, p < 0.01)
were related to CCB. However, the direct effect of pride on self-transcendence and the direct effect
of healthy social narcissism on CCB were not significant. Then, the indirect paths were assessed to
calculate SEs and 95% bias-corrected CIs. Mediation occurs when the 95% CIs of the indirect effect do
not include zero [114]. As Table 5 shows, our results demonstrate as followed: The indirect effects of
pride mediated by self-actualization on two variables, self-transcendence (CIs 0.146 to 0.346) and CCB
(CIs 0.083 to 0.264) are statistically significant. The indirect effect of self-actualization mediated by
self-transcendence on CCB (CIs 0.009 to 0.115) is statistically significant while healthy social narcissism’s
indirect effect on CCB is not.

3.4.3. Robustness Tests

We used SEM for our main testing of hypotheses for following reasons. First, SEM depends
on maximum likelihood estimation. Second, the recommended minimum sample size in SEM is 10
to 20 times the number of parameters estimated [115]. Our research model contains 26 parameters
while the sample size is 343. Thus, it makes this ratio about 13.19. Among our research variables,
customer citizenship behavior meets the required normality (Shapiro–Wilk: 0.058 > 0.05) [116].
Thus, we employed an additional analysis to confirm our research results [117].

We tested the robustness of our results by conducting regression analyses for the customer
citizenship behavior dependent variable. The regression analysis was repeated; pride (β = 0.614 ***)
and healthy social narcissism on self-actualization (Model 1), pride (β = 0.200 ***) and healthy social
narcissism (β = 0.125 ***) on self-transcendence (Model 2), pride, healthy social narcissism (β = 0.113 *),
and self-actualization (β = 0.355 ***) on self-transcendence (Model 3), and finally self-actualization
(β = 0.409 ***) and self-transcendence (β = 0.134 **) on customer citizenship behavior (Model 4).
These analyses are shown in Table 6.

These results of the four models are qualitatively identical to our main analyses with SEM (structural
equation modeling), confirming the robustness of our main analyses. All hypotheses supported in
the main analyses were confirmed with regression analyses. We also tested our conceptual model
adding two mediating variables in separate model, pride, healthy social narcissism, self-actualization,
and self-transcendence on customer citizenship behavior (Model 5). It was necessary to test the
combined analysis controlling pride and healthy social narcissism on customer citizenship behavior.
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We also found that self-actualization (β = 0.181 **) and self-transcendence (β = 0.127 **) are positively
related to customer citizenship behavior, and results indicate significant main effects exist. These five
analyses generated identical results for our hypothesis tests, supporting that our findings are robust.

Table 6. Regression analysis for CCB: model summary (n = 343).

Variable

Model 1 Model 2 Model 3 Model 4 Model 5

SA ST ST CCB CCB

β t β t β t β t β t

P 0.614 *** 14.321 0.200 *** 3.773 −0.019 −0.291 0.358 *** 6.227
HSN 0.033 0.761 0.125 ** 2.354 0.113 * 2.225 0.057 1.133
SA 0.355 *** 5.602 0.409 *** 8.091 0.181 ** 3.048
ST 0.134 ** 2.646 0.127 ** 2.638

Variance
Analysis Model F = 109.63 *** F = 12.212 *** F = 19.314 *** F = 50.598 *** F = 38.871 ***

R2 0.387 0.066 0.143 0.225 0.311

* p < 0.05; ** p < 0.01; *** p < 0.001. P: Pride; HSN: Healthy social narcissism; SA: Self-actualization;
ST: Self-transcendence; CCB: Customer citizenship behavior.

4. Discussions and Conclusions

This study’s central focus was to explore egoistic and altruistic motivations of green restaurant
consumption and their influence on CCB simultaneously in a single model. Our hypotheses established
that pride affects self-actualization and healthy social narcissism affects self-transcendence. Hwang and
Kim [27] found the relationships between healthy narcissism and self-actualization, however the
current study explored the relationships between healthy social narcissism and self-transcendence,
which has not been previously investigated. In this study, we demonstrated the appropriateness of
our research model and the hypotheses. However, interestingly, self-actualization affected by pride
indicated a stronger impact on CCB than the other path, and the path from pride to self-actualization
to CCB indicated stronger relationships. Self-conscious motivations for ethical consumption have not
been sufficiently investigated in the previous literature. Moreover, the literature on ethical consumers
does not address how ethical consumption experiences develop voluntary consumer behavior.

Although most studies on ethical consumers have focused on altruistic or ethical obligations or
identity, our study demonstrated pride, which is known as a self-focused emotion that is different
from others, pursuit of social status, and privilege [66], which plays an effective self-conscious moral
emotion that drives self-actualization as a motivation for ethical consumption. Self-actualization also
indicates a powerful motivation that drives CCB as compared to self-transcendence, which is known
as a motivation for altruism.

Pride plays a vital role in promoting CCB as it has both a direct effect on CCB and an indirect
effect via self-actualization on the CCB based on the mediation effect analysis. When ethical
consumption incorporates goal-driven behaviors with complicated decision-making based on time
and energy-consuming information searches and trade-offs between different ethical behaviors [21],
ethical consumers might feel pride in their ethical consumption. As green restaurant consumers need
to undergo time-consuming problem-solving processes with great efforts to achieve their long-term
value or life goal, such as ethical consumerism or environmentalism, with their own choice out of
their own free will, they may feel pride in their achievement through green restaurant consumption.
Ethical consumers may need to be appreciated and commended for their efforts and actual ethical
purchases that everyone cannot undertake readily. Additionally, ethical consciousness does not
necessarily drive ethical consumption; however, ethical consumers put such ethical consciousness
and social responsibility into practice and this deserves to be taken pride in. Ethical consumption
should not be taken for granted. Furthermore, their moral obligations and social responsibilities do
not solve difficult problems related to ethical consumption. It is possible that ethical consumers have
ethical elitism similar to compositional environmental elitism as “the accusation that the supporters
of environmentalism are drawn primarily from the privileged or upper socioeconomic strata—that
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is, that environmentalists constitute a socioeconomic elite” [118] (p. 581). Some ethical consumers
may take pride based on the elitism of ethical consumers, that is, being considered as privileged and
intelligent social leaders. Further studies can address the different sources of ethical consumers’ pride.
With an emphasis on the co-existence of ethical consumers’ altruistic and egoistic motivations and
their complexity (e.g., [27,28]), further studies investigating various psychosocial motivations in ethical
consumer research can provide interesting findings in the literature on ethical consumer behavior.

Our study found that both self-actualization as a self-oriented motivation and self-transcendence as
an altruistic motivation led green restaurant consumption and advanced voluntary consumer behavior,
CCB. Although many studies (e.g., [35,37,39]) have found that self-enhancement is negatively associated
with an environmental disposition or behavior, and self-enhancement seems to be controversial in
being considered as an ethical motivation, our study provides an empirical evidence of ethical
consumers’ psychological or value-driven egoistic, self-oriented, or self-conscious ethical motivations.
Thus, self-actualization may be an appropriate self-oriented concept to understand ethical consumers’
motivations. Moreover, the results of our study present that the path from pride via self-actualization
to CCB is stronger than the path from social healthy narcissism via self-transcendence to CCB.

Practically speaking, the self-actualization benefit rather than the emphasis on the altruistic
benefit should be emphasized in social marketing to promote ethical consumption or marketing
communications for green restaurants. As our result shows that the self-actualization leads
self-transcendence, the marketing communications for ethical consumption including green restaurants
should focus on simultaneity and the link between self-actualization and self-transcendence.
People are concern with how to help others, however they may pay more attention to the self.
Thus, marketing communications could focus on ethical consumers’ pride and how ethical consumption
can achieve self-actualization, and finally self-transcendence instead of the emphasis of others’ benefits.
As ethical consumers want to enjoy their pride and healthy social narcissism as a hubristic pride,
marketing communications for green restaurant would promote their consumers’ pride and healthy
social narcissism. Green restaurants could be a community place for ethical consumers to cultivate
profound environmental information and knowledge, and share their ethical consumption experiences
with community programs. Green restaurateurs could satisfy ethical consumers’ pride by emphasizing
ethical consumers’ efforts and extraordinariness and developing voluntary behaviors to improve
ethical consumers’ social identity. Thus, green restaurants have a special capacity to become a nest for
the ethical consumer community.

Although this study makes contribution to the literature on green restaurant consumers, it has
several limitations. This study may have a problem of common self-reporting bias that is common to
a survey method. Although green restaurants are appropriate places to investigate CCB, research in
green restaurants that have strong interactions between service providers and consumers may have
limited generalizability of the findings. We recommend that future studies should explore various
service industries or products. As this study did not include other moral emotions, such as guilt,
empathy, shame and embarrassment, further studies can provide more interesting findings from
investigating these emotions. Cultural differences related to moral emotions and CCB may exist,
and further studies can explore impacts of cultural differences.
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