
Despite growing consumer concern for sustainability, the adoption of
sustainable products remains limited, largely due to higher prices.
Price promotions can reduce this barrier but may simultaneously
erode the perceived ethicality value of such products. This research
project examines how price promotion framing, i.e., monetary (e.g., –
50%) versus non-monetary (e.g., Buy-One-Get-One-Free, BOGOF)
shapes consumer responses to sustainable products. Building on
prospect theory and the price promotion literature, existing research
suggests that monetary discounts may reduce perceived
sustainability, particularly among ethically minded consumers,
whereas non-monetary promotions may help preserve ethical value.
Yet, this reframing may not be without risk: although BOGOF can
protect perceived value, it may paradoxically trigger concerns about
overconsumption or waste. Through experimental studies, this
research aims to clarify when and how price promotions can make
sustainability more accessible without undermining its moral or
environmental promise.
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