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Even though food consumption has a significant influence on our environment, diet remains an
underappreciated component in global sustainability debates. This study investigates the long-term
effects of socialization towards a vegan diet, which has the lowest environmental footprint. Family
motives and values underlying the adoption of a vegan diet are studied. The long-term impact of this
socialization on young adults is explored to identify the factors that affect the internalization of
sustainable food consumption values into adulthood. This research contributes to the ongoing discussion
by providing a theoretical foundation for understanding family differences in socialization towards
sustainable food consumption. As longitudinal approach to studying sustainable food consumption has
been largely overlooked by previous research, this study goes beyond prevalent child development stages
and builds on the self-determination theory to investigate the long-term impact of socialization on the
older children who no longer live with their families.

INTRODUCTION

Processes related to food production have a massive impact on the environment (Reisch & Gwozdz,
2011). The production and preparation of various foods require different quantities of resources and
varies in terms of greenhouse gas emissions, land requirements, and energy use. Thus, what we consume
is strongly linked to our overall burden on the planet (Geeraert, 2013, p. 127). Also, a reduction in the
negative environmental impact of agriculture (FAO, 2006) can only be achieved through dietary changes
(UNEP, 2010). Therefore, our diet is a major factor in global sustainable development.

Previous research in the area of sustainability focuses on marketing green products, the effectiveness
of different marketing strategies, and ethical aspects of green marketing (e.g. Kumar, 2016; Leonidou, et.
al., 2011; Peattie, 2011; Richey, et. al., 2014; Rolland & Bazzoni, 2009; Wang, et al., 2014). Another
research stream focuses on identifying factors that drive or inhibit environmentally friendly behaviors and
explores consumer motivations, intentions, attitudes, and effects of environmental concern on green
purchases (De Groot & Steg, 2007; Lin & Huang, 2012; Luchs, Naylor, Irwin, & Raghunathan, 2010;
Griskevicius, Tybur, & Van den Bergh, 2010). Even though food consumption has a significant influence
on our environment (FAO, 2006; Geeraert, 2013; UNEP, 2010), diet remains an underdeveloped
component in current global sustainability debates (Geeraert, 2013), thus a sustainable diet should be
given more research attention.

The research stream studying drivers and barriers to sustainable behaviors explores environmentally
friendly behaviors in the context of individual decisions (e.g., Lin & Huang, 2012), but not in the context
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of socializing towards sustainable food consumption. We know that social norms can be either a key
driver or impediment to green consumption (Bennett & Williams, 2011; Brough 2016; Goldstein,
Cialdini, & Griskevicius, 2008). We first acquire certain norms and internalize beliefs and values within a
family (Moore, Wilkie, & Desrochers, 2017; Moschis, Gilbert, & Churchil, 1978; Ward, 1974). This
intergenerational influence is manifested in the acquisition of consumption patterns and other marketplace
behaviors (Moore & Moschis, 1981; Moschis, 1985). Intergenerational influence has also been shown to
shape diet and influence products purchased in adulthood (Connel, Brucks, & Nielsen, 2014; Moore,
Wilkie & Desrochers, 2017; Moore, Wilkie & Lutz, 2002; Richins & Chaplin, 2015). Therefore,
behaviors learned in childhood often have a long-lasting effect. Childhood experiences shape our dietary
preferences, how food tastes to us, and the emotions associated with different products and brands
(Connel, Brucks, & Nielsen, 2014; Moore, Wilkie & Desrochers, 2017; Moore, Wilkie, & Lutz, 2002;
Richins & Chaplin, 2015). However, despite it being a major socialization agent (Moschis, 1985), family
and its role in sustainable food consumption, for the most part, has been ignored by marketing and social
scientists and consumer researchers alike. Thus, there is a need for a better understanding of the nature of
family influence, as well as the communication process involved in transmission and acquisition of pro-
environmental values and behaviors from parents.

Another aspect that requires our attention relates to the longitudinal effects of socializing towards
sustainable food consumption. As intergenerational influences on a diet are expected to weaken when
young adults move away from the family home (Moore, Wilkie, & Desrochers, 2017), understanding the
determinants of long-term sustainable consumption is of paramount importance for society, families, and
policymakers. Previous research looks at how consumer socialization impacts are internalized and persist
into adulthood with regard to diet and health (e.g., Cottee & Wood, 2004; Moore, et al., 2002), but not
with respect to sustainable consumption. Therefore, researchers including John (1999), Moore, Wilkie
and Desrochers (2017), and Wang, et al. (2011) call for investigating which elements of a diet are
strongly integrated and remain into adulthood. Another important question is why they do, or do not.

In summary, what has been lacking in prior consumer behavior research is a theoretical basis for
understanding distinctive values underlying family socialization towards sustainable food consumption
and how they influence the internalization of sustainable food consumption motives into adulthood. Our
research addresses these research gaps in several ways. As food consumption is a major contributor to our
environmental burden on the planet, this research focuses on a sustainable diet and motivations to ‘eat
green’. As there is a need for better understanding of how the family is involved in transmission and
acquisition of pro-environmental values and behaviors, this research investigates the socialization of
children into this particular consumption pattern. Our focus on the family provides an insight into the
immediate social environment and reveals how this environment shapes sustainable dietary values. The
conceptual framework in this study is consistent with previous studies treating consumer socialization as
an integral part of general socialization (Carlson & Grossbart, 1988), and thus, consumer learning is
considered a social process. To answer the calls for longitudinal studies in this area and to address a lack
of understanding under what circumstances sustainable dietary values persist into adulthood, this study
goes beyond prevalent child development stages. Even though the success of long-term socialization
towards sustainable food consumption lies in the internalization of sustainability values, little attention
has yet been paid to this topic. Thus we build on the self-determination theory to investigate the long-term
impact of this socialization on the young adults who no longer live with their families and compare the
impact of different family socialization types on how long-lasting the effects of these types of
socialization are.

To do so, we conducted 71 interviews, analyzed grocery receipts and food consumption diaries of 21
families. Based on this data, this article details four types of inductively derived families based on their
key motivations to eat a sustainable diet. Moreover, we identified the factors in family socialization that
affect internalization of sustainable food consumption. Therefore, we looked at how different family
consumption values, which underline the sustainable diet, shape long-term food preferences and eating
habits of young adults.
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LITERATURE REVIEW

Sustainable Food Consumption

When considering conditions for sustainable food consumption, several factors should be taken into
account: (1) Greenhouse gas emissions (an outcome of the use of fossil fuels and agricultural production
processes) during production, transportation, storage, and consumption (including refrigeration, freezing,
cooking), and waste disposal; (2) Land requirements for the production in m* per 0.1 kg; and (3) Energy
use (Geeraert, 2013). Reduction of the negative environmental impact of agriculture (FAO, 2006) can
only be achieved through dietary changes, including abstaining from or reducing the amount of animal
products consumed (UNEP, 2010). Based on these criteria, a vegan plant-based diet that includes mostly
locally grown foods and no animal products is considered the most sustainable.

In previous research, motives to ‘buy green’ were classified in terms of being intrinsic or extrinsic
and capture several categories of social motives: concern for the environment, functional motives, health
motives (Kim & Choi, 2005; Lin & Huang, 2012; Tanner & Kast, 2003). However, despite their value in
predicting future behavior, these motives have been mostly explored in the context of individual decisions
to buy green products, but not in the context of socializing into specific consumption patterns or the
longitudinal effects of this socialization.

Consumer Socialization

Social learning theory emphasizes the environmental sources of normative influence and learning.
Through the socialization process, communication with others facilitates the diffusion of behavioral
norms (De Gregorio & Sung, 2010; Moschis & Moore, 1984;). Socialization can be defined as an “adult-
initiated process by which developing children, through insight, training, and imitation, acquire habits and
values congruent with adaptation to their culture” (Baumrind, 1980, p. 640), and thus develop consumer-
related skills, knowledge, and attitudes (Maccoby, 2007; Moschis & Churchil, 1978; Ward, 1974). This
learning takes place through intergenerational influences, which are “within family transmission of
information, resources, and preferences from one generation to the next” (Moore, Wilkie, & Desrochers,
2017, p. 844).

Consumer socialization is an integral part of socialization and is defined as “the process by which
young people acquire skills, knowledge, and attitudes relevant to their functioning as consumers in the
marketplace” (Ward, 1980, p. 382). As children and adolescents observe the behaviors of their parents,
they learn how to be a consumer (McNeal, 1987). Family communication is therefore important from the
marketing point of view, as parents transmit their marketplace skills and knowledge to their children
(Carlson, Grossbart, & Stuenkel, 1992), who then adopt specific consumption patterns (Moore &
Moschis, 1981; Moschis, 1985).

The social learning theory identifies the following sources of influence (socialization agents): parents
and relatives, peers, media, and schools (Moschis & Churchil, 1978). While social agents such as media
and peers play an important role in socialization, the family influence is the strongest. Parents and
families are so important due to their primacy over children, being the first social agent, the frequency of
contact, and power to grant rewards and punishments, as well as due to a strong predisposition to imitate
behaviors of family members (Brim, 1966; Flouri, 1999; Grusec & Davidov, 2007; John, 1999; McNeal,
2007; Mihalic & Elliot, 2005; Moore, Wilkie, & Desrochers, 2017; Moschis & Churchil, 1978). Not only
family plays an important role in the socialization process by exerting normative influence, but, according
to childhood learning cognitive psychology, early learned concepts are strongly embedded in our
semantic memory (Steyvers & Tenenbaum, 2005).

Therefore, childhood experiences shape religious views, political affiliation and racial attitudes.
Moreover, family influence mediates the effects of other sources of consumer learning (Kohler, Rohm,
Ruyter, & Wetzels, 2011; Moschis, 1985). Family not only teaches us about marketplace behaviors but
also has a big impact on dietary choices (Kirk, et al., 2010), and some argue that it is the family
environment that plays the most important role in shaping what and how we eat (Inglis, Ball, & Crawford,
2005; Swinburn, Caterson, Seidell, & James, 2004; Wansink & Sobal, 2007). Childhood learning from
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parents have been shown to shape diet, consumption, brands preferred, and products consumed in
adulthood (Connel, Brucks, & Nielsen, 2014; Moore, Wilkie, & Desrochers, 2017; Moore, Wilkie, &
Lutz, 2002; Richins & Chaplin, 2015). Intergenerational impacts can be seen in the propensity to exercise,
consume fruit, milk, vegetables, and the perception of diet, or being a picky eater (Moore, Wilkie, &
Desrochers, 2017), as well as can constitute an obesogenic influence (Moore, Wilkie, & Desrochers,
2017; Reid, Worsley, & Mavondo, 2015). This puts the family in a powerful position to potentially shape
sustainable consumption patterns.

Internalization of Consumption Values and Effects into Adulthood

People model their behaviors on what they were exposed to as children (Mihalic & Elliot, 2005) and
lessons learned as children might shape their adult behavior. However, the question remains under what
circumstances these effects last into the future. Young adults who live away from their families,
experience total independence for the first time. As they develop autonomy and independence during
college days, the influences previously imposed by the family lose their power (Brown & Huang, 1995;
Goossens, 2006).

Following the self-determination theory, we define autonomy as self-endorsement, which implies that
an individual’s consumption is based on their values (Deci & Ryan, 2000). Therefore, he/she engages in
specific behavior because they feel “I want to do this” rather than “I feel coerced to do this” by the
environment and social norms. “The more the behavioral regulation has been internalized, the more it is
experienced as autonomous or self-enforced” (Chen, et al., 2013, p. 1186).

As young adults go off to a college (or move out of the family home for other reasons), they start
making their own decisions, without involvement of their parents (Goossens, 2006; Schwartz, 2000) and
oftentimes tend to experiment and explore, consequently developing new food-consumption patterns
(Arnett, 2000; Xu, Shim, Lotz, & Alemida, 2004). Therefore, their consumption (just like other activities)
becomes self-endorsed rather than controlled or pressured (Ryan & Deci, 2000).

Self-determination theory differentiates between intrinsic and extrinsic motives. In the context of this
study, intrinsic motive pertains to internal rewards, e.g. ‘[ am healthy’, whereas extrinsic motives relate to
external rewards and punishments, e.g. ‘I will be approved or disapproved of’. The two motives
characterize two different behaviors; the former, i.e., autonomous, self-endorsed behavior, and the latter,
i.e., controlled behavior. (Deci & Ryan, 1985; Ryan & Deci, 2000). Self-endorsement, i.e. people
regulating their behavior, is critical for maintaining specific behavior, not only because it gives
individuals the sense of freedom and volition (Ryan & Deci, 2011), but more importantly, because when
people stand behind their actions they are more effective in their behaviors and stick to them (Ryan &
Deci, 2011). Self-endorsement also determines if the specific value or behavior is internalized. For
instance, in the context of healthy consumption, Christodouildes, Michaelidou, & Toroya (2012) show
that intrinsic, rather than extrinsic motives predict the intention to eat healthy.

To describe the degree or stages of internalization, self-determination theory differentiates between
four types of motive (1) external, (2) introjected, (3) identified, and (4) integrated (see Figure 1). The
individual is motivated externally when he/she tries to: meet external expectations, obtain a reward, or
avoid punishment. Introjected motive refers to the situation where an individual feels that he or she
‘should’ make a specific decision, but this feeling becomes internalized as internal pressure. Identified
motive represents a deeper internationalization as the particular behavior is in line with individual’s
values and beliefs. The deepest type of internationalization is represented by the integrated motive when
based on self-reflection and introspection, the regulation of particular behavior has become congruent
with other values of the individual (Deci & Ryan, 1985; Chen, et al., 2013; Rayan & Deci, 2011).
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FIGURE 1
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Parents and family are important socialization agents who transmit their values, behaviors, and
attitudes to children. However, little is known about how family values influence the internalization of
sustainable food consumption motives. In this article, we propose such a basis by focusing on variations
in parents’ values underlying sustainable food consumption as the antecedent of differences in food
consumption patterns among their adult children.

METHOD

When choosing the methodological approach of this study, we recognized that the consumers’
perspective should be the focus of attention, and thus we followed the psychology-centered,
phenomenological approach that recognizes knowledge (here knowledge about consumption) as
something acquired through the socialization process (Riley, 1996; Stern, Thompson, & Arnould, 1998).
We decided to conduct interviews as they are considered an effective qualitative means of collecting data
about perceptions (Kvale & Brinkmann, 2009; Qu & Dumay, 2011) and expose the norms of behavior
better than the behavior itself (Moisander & Valtonen, 2006).

Face-to-face interviews with family members were conducted based on a semi-structured open-ended
interview protocol (Fontanta & Frey, 1994; Qu & Dumay, 2011). This helped us uncover descriptions
nested in a real-life context of day-to-day family life, to reveal the complexity of the socialization into
consumption as a social phenomenon (Moisander, Valtonen, & Hirsto, 2009). It also allowed us to use a
laddering technique (Sinkovics, Penz, & Ghauri, 2008; Qu & Dumay, 2011). The informants were asked
follow-up questions or were requested to elaborate on their initial response when it had the potential to
yield more detail (Denzin & Lincoln, 2005), which allowed us to uncover underlying factors that
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influence consumption behaviors. Thus, as desired in phenomenological studies, the semi-structured
interview protocol offered more flexibility that would not be granted by structured interviews.

The interview protocol focused on three major areas: (a) the questions about family structure and
family dynamics (e.g., who makes the purchasing decisions surrounding food, the influence of children
and other family members on consumption and buying behaviors), (b) primary diet followed, (c)
purchasing behaviors (e.g. criteria and underlying values for buying food), (d) family activities related to
food (e.g., shopping, eating, cooking, or celebrating together).

Following Cornish and Moraes (2015), to analyze the actual food-consumption-related behaviors and
avoid retrospective bias, we asked our participants to keep the receipts of three major grocery shopping
trips over a period of two months. To have participants record their daily experiences around consumption
in their own words (Corti, 2003), we employed open-format stimuli and suggested that they keep a diary
where they report the rationale behind the purchases and consumption of the food, and their family
experiences around food (e.g., shopping/cooking/eating/celebrating together). We received receipts and
diaries a week before the scheduled interviews. Analyzing this content before conducting the interview
allowed us to ask about specific food consumption behaviors and recognize factors such as motivations or
family dynamics.

The families were recruited at three local restaurants (vegan, raw vegan, and a restaurant offering a
variety of vegan and vegetarian foods alongside non-vegetarian meals). In this way, we were able to
recruit 13 families. They then recommended others (an additional eight families) that would be interested
in participation in this study. Interviewees received movie tickets to a local cinema as compensation for
participation in this project.

We interviewed a total of 47 individuals from 21 families. In the first stage of the study, to ensure that
we had a complete picture of the family dynamics surrounding food consumption behaviors, we
interviewed at least two members of the same family, including at least one parent being the key dietary
gatekeeper, and at least one adolescent child. 47 interviews were conducted at this stage (23 parents and
24 children from 21 families). These interviews were conducted separately with a parent/s and each child.
In the second stage of the study, after two, and in some cases three years, we conducted follow-up
interviews with 24 children (at least a year after the child moved out from the family house). To ensure
the dependability and repeatability of the study, the interviews were tape-recorded (upon participants’
agreement) (Sinkovics, et al., 2008) and transcribed (between 8-19 pages). The interview sessions lasted
between one and two hours.

In the process of data analysis, we were continuously moving back and forth between the empirical
data and notes. The data was read six times, and comparative method, categorization, abstraction, and
scanning for unifying themes were employed to identify the recurring themes, as well as motivations and
values underlying consumption decisions. This iterative process was continued until we gained the
confidence of providing a thick description of the family dynamics in the adoption of the sustainable diet.
Throughout the process, a graduate student provided member checks, which led to revisions. After the
preliminary draft has been completed, ten informants (1 parent from each identified family type and six of
their adult children including both those who persisted with sustainable diet and abandoned it) read the
final draft of the findings and presented favorable comments confirming that the manuscript presents an
accurate depiction of the consumption in their families.

FINDINGS

Food Consumption Decisions

In 12 out of 21 families, children were socialized towards sustainable food consumption throughout
their entire life. In 9 families, this consumption pattern emerged later on due to parent’s changing values
and attitudes. In 5 cases, the family journey into veganism started when the children were in their early
teens; in four cases they were in their late teens two-to-four years before leaving home for college. In the
majority of the families, i.e., 17 cases, both parents are vegan. In 4 cases one of the parents does not
follow a vegan diet, but the child/children followed the diet of a vegan parent (the dietary gatekeeper).
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The dietary keeper, who is the “person most responsible for purchasing foodstuff and cooking family
meals (...) has a significant influence on what a family eats” (Reid, Worsley, & Mavondo, 2015, p.
544,545). Most families agreed that there is one person (most often the mother — in 18 out of 21 cases)
who makes crucial decisions about what is being cooked and what grocery items are bought. This does
not mean that other family members have no influence on what they eat. They do, but these decisions
refer mostly to their items of preference that account for 10-25% of all consumed items that are not
enjoyed by other family members:

1t is mom who cooks and makes the grocery list. We kind of always relied on her when it
comes to our meals. But of course, we eat whatever we want. I like one particular brand
of nuts, |Brother’s name] likes a different one. And then there are some things that only 1
eat. I love raisins, everyone else in my family hates them. So I am the only one who eats
them. I think it is like in any other family. [Family 3, Child 1-1* stage of interviews]

[Father’s name] does most of the grocery shopping but it is [Mother’s name] that cooks
most of the meals, and she tells him what to buy. (...) Well each of us makes some things
that we particularly like. [Father’s name] has this particular type of vegan ‘chicken’ filets
that he makes several times a week. No one eats them aside from him, so he just buys
them and makes them for himself [Family 8, Child 1-1% stage of interviews]

As shown in the above quotes, family members, including children, make autonomous decisions
about specific items they eat. None of the children mentioned that they felt forced to follow a vegan diet.
Many state that they feel that their food consumption decisions were made just like in the families of their
non-vegan friends.

Socialization Towards a Sustainable Diet

Socialization towards sustainable food consumption takes place through joint activities. Celebrations
and shared meals, collective rituals surrounding brands, and leisure activities (Bradford & Sherry, 2015;
Schau, Muniz, & Arnould, 2009; Thomas, Price, & Schau, 2013; Weinberger, 2015) constitute
consumption rituals, which are both a reflection of culture and play an active role in the construction of
culture (Wallendorf & Arnould, 1991). Rituals also build reference group association (Cialdini & Trost,
1998), and create a sense of family culture and family identity as reflected in the quotes below:

I knew that this interview was coming up and talked to my friends from [the name of the
school attended] how they learned to eat what they do (...) I think we came to a
conclusion that this is like an intangible process. We just learned what to eat since we
were small and it just makes sense and seems natural [the friends are meat eaters]
because you just do it with your whole family and you sort of take it for granted and it is
Jjust a part of who you are. [Family 5, Child 2-1* stage of interviews]

1 do not think 1 felt particularly different just like any other kid when they went to
celebrate Christmas, I would celebrate it with my family, we would just eat something
else. We are just like any other family we have our favorite foods for birthdays, my mom
knows that I love the raw blueberry cake so that is what we always have for my birthday,
and [sister’s name] loves the chocolate mint cake so that is what she gets. Food is a part
of our family just like any other family. I guess I never thought of it before, but that is
how it is.

[Family 11, Child 1-1* stage of interviews]

We have this little family tradition that when someone comes back from a trip, for
instance, when I came back from the summer camp or school trip, we sit together and
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talk about the trip and have a ‘golden milk drink’ and the coconut cookies. It is just
something sweet that makes you feel that everyone was waiting for you to come back, it is
nice to have this kind of family thing. [Family 18, Child 1-1% stage of interviews]

This [the family rituals] gave these cookies a special meaning, and you get kind of
emotionally attached to it. When I saw the coconut cookies at a local farmers market, it
made me miss my family and think about them, and I bought them even though I knew
they are not going to taste like mom’s do. (...) Now, whenever I come back from college,
she still makes the cookies, and we sit together as a family. It is just ‘our thing’.

[Family 18, Child 1-2" stage of interviews]

Food-consumption-related rituals may include a joint family dinner in the evening, meals eaten at
family celebrations, and holidays such as birthdays, Christmas, Thanksgiving, etc. Thus, “products used
in ordinary [not sacral] rituals can take on emotional meaning (...) becoming symbolic” (Gentina, Palan,
& Fosse-Gomez, 2012, p. 116).

Because of repetition “through collective engagement in consumption rituals”, group members
reinforce intragroup relationships and the boundaries of the group (Weinberger, 2015, p. 378). Therefore,
the participation of family members in collective rituals makes the family members more emotionally
connected (Collins, 2004). Through rituals involving ‘family time’, sharing of stories, the family gains its
own distinct identity (Epp & Prince, 2008).

Family communication involves both verbal communication and purchase-oriented behavior. Daily
interactions shape what family members are expected to do, consume, and how they are expected to
behave (Ronka & Korvela, 2009). This effect is especially seen regarding mundane tasks including
shopping, cooking, dining, going out, and leisure (Grusec & Davidov, 2007), as reflected in the following
quotes:

You know... 1 think it is like with any parents where they tell you what do or not to do. 1
remember when I was maybe in the primary school and went grocery shopping with dad
and I pointed at some cheese crackers... I do not really remember what that was, and he
said no we do not buy this because it has dairy in it. When I asked what that is and why
we cannot eat it he said it is a milk that a little cow is supposed to drink, so it is not good
for us, he also scared me that I would grow little hooves like a baby calf.

[Family 6, Child 1-1" stage of interviews]

One day I came back crying because kids were calling me a grass-eating rabbit. I do not
remember how old I was. My mom showed me a video of rabbits and asked if I prefer to
be a grass eating rabbit or if I would prefer to eat that baby rabbit in the video. Then I
started crying that I do not want to eat the rabbit because it was really cute. We then
talked about the animals and that they are alive and feel just like we do so it is not a good
thing to harm them. She also made it clear that if I wanted to eat meat I can, I would just
need to prepare it myself because she does not want to participate in a murder of an
innocent being.

[Family 1, Child 1-1% stage of interviews]

My parents always took pride in their lifestyle including their diet. I feel they have looked
down at people who would eat at McDonald's or other fast food places as they
considered that not taking care of yourself and putting this kind of stuff into your body is
not being progressive as if you were from the 20" century... you know what I mean. I
remember a couple of times when I bought barbecue chips and ate them in secret, and the
second time my mom found the package in a trashcan, and she would ask me ‘do you
really want to be like those people?’ I felt very ashamed.

[Family 15, Child 1-1% stage of interviews]
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1 remember very vividly when I wanted to have my birthday party at McDonald's just like
all the other kids in class, and my mom was like ‘Do you really want to be like those fat
people on the TV’, we sat down that week and watched ‘Supersize me’ movie. I really
hated that I could not have that one party like all the kids because we were supposed to
watch our weight. [Family 21, Child 1-1% stage of interviews]

As shown in the above quotes, family members consciously and unconsciously communicate certain
norms and expectations to each other. Moreover, at a cognitive level, children learn by observation:

You know as a child you just look up to your parents, I remember a time when [ wanted to
be just like daddy, and if he ate a particular thing I would want to eat it too, I would eat
the whole plate and ask for seconds even though it did not taste good to me, I just wanted
to do what he did... Of course, you know... I am no longer like that, but I guess we learn
by watching our parents, [Family 15, Child 1-1* stage of interviews]

Family communication is defined here as “parent-child overt and cognitive (nonverbal)
communication process and patterns of interaction” (Moschis, 1985, p. 900). Parents’ influence on
children can be direct or indirect. Direct influence involves norms enacted through the system of rewards
and punishments, which can include affection or psychological punishments (Moschis, 1985) as
represented in the following quotes:

My father could not contain himself about how proud he was of me for making the right
choice. Seeing him like this was really priceless. I think this made us all feel even closer
as a family, it felt as if we were really special ... or better.

[Family 1, Child 2-1* stage of interviews]

I knew that when I told my mom that of course, I won't be eating the animals because it
was bad for our body she was very happy and she was proud of me for ‘making the vight
decision’, so (...) If my friends were tempting me, I would remember that I did not want
to do something against her (...) I wanted to avoid conflict.

[Family 11, Child 1-1* stage of interviews]

1 think the biggest problem was the peer pressure and I guess before I really was able to
differentiate what is good or bad myself. Thinking of how disappointed [Mother’s name]
would be in me if I succumbed to that pressure and went against basic values that we
shared as a family would have been the greatest punishment.

[Family 8, Child 2-1" stage of interviews]

As represented by the above quotes, direct influence involves both overt and cognitive
communication about food consumption, as well as rewards and punishments. Moreover, certain rules
might be encouraged through rewards and punishments system. These include psychological punishments
or affection.

Indirect influence, on the other hand, lies in the mediating effect family communication has on other
socialization agents (Moschis, 1985), as reflected in the quotes below:

1 think I have not even realized that my family was different until I went to primary
school. There I got bullied by kids. I remember them calling me a ‘carrot girl’. When my
grandma came to pick me up I was in tears (...) we later talked about it also with my
parents and discussed why we eat this way, and 1 felt it made sense and they gave me
some arguments to give to the kids. It got better over time.

[Family 18, Child 1-1% stage of interviews]
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(...) They poked fun at my lunch box. I remember there was a time when that would be an
everyday dinner conversation, but my parents had good arguments, and while I did want
to be like other kids I also did not want to be a bad person and did not really want to hurt
animals. Anyway, after some time everyone got used to this, and I became just a part of
the team. Some friends even wanted to try some of my things because my lunchbox was
always colorful and theirs looked kind of sad and boring actually.

[Family 1, Child 1-1% stage of interviews]

1 think over time all these stupid encounters became family jokes. My parents would often
come back from work and shared jokes about how colleagues at work commented on the
color of their smoothie or made fun. (...) So we had a lot of stories. At some point, |
actually treated this as a badge of honor if I could come home and have a story about the
carnivore bullies. (...) Seriously at this point, I no longer care, and everyone at school
knows that I am that ‘vegan guy’. Actually, some girls are really interested in that.
[Family 3, Child 1-1% stage of interviews]

The indirect influence was reflected in conversations with peers at school and communications in
media (and advertising) being discussed with parents and other family members at home.

Family Types

We have identified four family types. Each family type represents a different journey to food
sustainability and varying motives for sustainable food consumption: (1) Healthoholics, (2) Tree-huggers,
(3) Mom is always on a diet, and (4) Keeping up with the Joneses. In what follows, we will describe key
characteristics of these family clusters.

Healthoholics

Five families represent the group of ‘healthoholics’ (health-conscious family category). As one of the
family members described, his family is ‘in search of the elixir of eternal life’. While some of the parents
in this group have a background in health (medicine, pharmaceutical, homeopathy, physiotherapy,
acupuncture, dietetics), others had no educational background in health-related disciplines, but were
passionate about a healthy lifestyle as represented in the following quotes:

You know when you look at those videos or the pictures... how can this cow, which is fed
all these antibiotics and hormones, and looking so much like a monster, and it never saw
the sunlight or ate grass be healthy? ... you know how anyone can think that this is
healthy for us to eat? [Family 20, Parent 1]

I have always been passionate about health and longevity and even when I was a
teenager I'was fascinated by all the things we can do to nourish ourselves and extend our
lifespan. Later on, I read many different books and articles and just decided that this
[vegan diet] is a way to go. Looking at my colleagues who are the same age... I do not
want to sound judgmental, but it looks like this is working for me much better than their
carnivore diets for them. (...) Of course, having a family... and my wife shares the same
opinion on this... we want to instill the same values in our kids.

[Family 19, Parent 2]

When my mother died of cancer, 1 started paying more attention to my health and
introduced many positive changes. Later I studied to be a dietitian so with that I was
exposed to many studies on nutrition and based on that decided that vegan diet is the best
option if I not only want to avoid cancer but also enjoy health. When I met my husband,
he was hesitant at first, but I was the one cooking (...) [Family 12, Parent 1]
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My father was a Chinese medicine doctor, so I grew up with a more holistic approach to
health and body than most people. Even though my career has nothing to do with health,
the childhood experience motivated me to pay attention to what we eat and make sure
that it is the healthiest diet possible. I did not grow up in a vegan family but based on my
own studies I came to the conclusion, and in today’s world, this is our best shot at
longevity. [Family 4, Parent 1]

As represented by the above quotes, the dietary choices of this family type are driven by the
motivation to maximize the health and fitness of their family. The dietary gatekeeper, i.e. key decision-
making family member(s) tries to keep up with the current research and reports about a healthy lifestyle.
They chose a vegan or a raw-vegan diet based on extensive research through reading articles and books
about nutrition, even when their professional lives are unrelated to these subjects.

This family category pays close attention to what they buy, e.g., lists of ingredients, origin (organic)
and health claims made by the producer:

1 bought this coconut milk because it does not have any bad additives, I think this is the
only brand we found that is relatively pure (...) Yes I check the ingredients of everything
we buy. [Family 6, Parent 1]

I am very careful and check all the labels and do little research about them. For instance
on pretty much everything you can see ‘Natural’ well that is something that you can put
on everything. Everything is natural you could put ‘natural’ label on CocaCola. So... we
try to buy only organic certified products, and before I fall for a label I always do my
research and check what it stands for because sometimes producers just come up with
something that sounds green and there is no certification supporting it!

[Family 20, Parent 1]

This customer category can be persuaded to buy a new product if the advertising content focuses on
informative appeals that emphasize health benefits and longevity. Therefore, they avoid ‘vegan junk food’
or highly calorific vegan meals. At the same time, they are very knowledgeable about different labels and
not susceptible to greenwashing claims. They can be found at yoga studios, health and organic stores, and
chiropractor offices. They trust the owners of these companies and can be influenced by them to a bigger
extent than by other ‘experts’.

Tree-huggers
There were six ethically-driven families. They have chosen a vegan lifestyle based on their concern
for the environment and animals:

I work in academia, and we had a project on environmental impacts of agriculture, of
course, I could not continue with a traditional diet knowing that the plant-based vegan
diet with locally sourced ingredients has the lowest negative impact on the environment,
so that is how it started and that is what motivates me. And of course, I do not want to eat
an animal that suffered so much. I think if people were not so removed from their food
sources and really saw what is going on on those farms we would have many more
vegans.

[Family 7, Parent 1]

When you watch the videos and see how the animals are treated... Once I learned about

this... Ljust... I just could not look at myself in the mirror knowing that I am contributing
to this. And 1 feel I would have failed as a parent if I taught my children that it is ok to
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mistreat and murder any living beings in this way. I have never second-guessed my
decision on this. [Family 18, Parent 1]

1 think we are the most egoistic of species, look at what we have done to our planet and
what we are leaving for our children and grandchildren. Even though I know that mine
and my family’s actions alone have a very small impact in the grand scheme of things, 1
could not sleep at night knowing that I am contributing fo this madness.

[Family 3, Parent 1]

As the quotes above show, the ethically driven family recognizes that a vegan diet has the lowest
environmental footprint. Moreover, they do not want to contribute to cruelty toward animals. Their
consumption behaviors are based to a lesser extent on the health implications than environmental impact,
as indicated by the following quotes:

Oh yes I know there are many that say this is not healthy for humans, seriously would you
really kill someone. I prefer to live a bit shorter and have a clear conscience.
[Family 14, Parent 1]

Imean... Ireally... there was a time when I really loved milk like I would drink a gallon a
day. That is until I read about the treatment of diary cows. How they separate baby cows
shortly after they are born, I mean what if they separated you from your child and forcing
you to be a milking machine. Sorry no... I just cannot contribute to this.

[Family 8, Parent 1]

The way I was taught was do not do to others what you would not want to be done to you,
whether it is a human being or any other living being. So to us, killing animals or
treating them as I said, this is just like a crime. [Family 1, Parent 1]

(...) Oh if I did something like that [ate meat] my parents would be really disappointed
Just like any parent when their child commits a crime. (...) Really being a good person
matters more than what my friends at school would say, it is their conscience.

[Family 1, Child 1, 1* stage of interviews]

The quotes above show that the food consumption in this family is value-driven, and this aspect of
life is very important as the dietary choices are seen in categories of being good or bad, and lead to
perception of oneself as a ‘good person’ or a ‘bad person’. Unlike a health-conscious family, the tree-
hugger family eats ‘vegan junk-food’.

Keeping up with the Joneses
There were six families in the ‘Keeping up with the Joneses’ category. This type of family is
influenced, to a great extent, by consumption patterns of their working and social environment:

Well, we really wanted to move to this new schick green neighborhood.... And we paid a
premium for it... The main reason was that we wanted the children to grow up with the
freedoms we had and did not want to worry about them running around the block etc.
(...) We were rather careful and conscious about what we were buying and eating, but of
course moving in here adds... 1 do not want to say it adds pressure, but you know... there
are certain expectations. And especially when you are new, people stare into your
grocery basket. [Family 5, Parent 1]
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When we had [son’s name] birthday party, and he gave out the invitations, I got ten
phone calls about his friends’ dietary restrictions. They were mainly about eating only
organic, no meat, no dairy that is not from free-range animals, being vegan not drinking,
e.g., packaged juice which has sugar and a dozen other requirements. This is the
neighborhood we live in. [Family 9, Parent 1]

When I went for lunch with a next-door neighbor and ordered a salad topped with
parmesan cheese, our lunch turned out into an hour-long lecture about the suffering of
animals. [Husband’s name] had a similar experience with his new poker buddies. I felt as
if my neighbor saw me as an uneducated savage. She followed up the lunch with sending
me some recipes... and called the next morning to invite me to join her for shopping at a
farmers’ market. [Family 13, Parent 1]

As reflected in the above quotes, the families in this category live in the geographical regions or
neighborhoods characterized by many health-conscious or environmentally conscious people. They do not
have as long a history of eating a sustainable diet as the previous two types. This is how they elaborate on
their motivations:

You know our social circle and we just consider it to be rather uneducated or primitive
not to acknowledge the impact human race has on this planet (...) It would be social
suicide if I bought leather sandals and [Daughter’s name] had... I do not know... cheese
crackers in her lunchbox. (...) That is the trend here... We just want to be progressive
(...) and being vegan is a part of that. [Family 15, Parent 1]

At [the name of the company] everyone is very ‘green’, sometimes even fanatically. When
1 started out and brought my lunch to work and got the looks and comments I knew that
to be accepted I need to conform to a specific lifestyle (...) to be honest I would not have
been able to climb the ladder here if I did not show I was progressive, if it wasn’t for
these changes. (...) You need to show you know that you are up to date with the current
trends. [Family 16, Parent 1]

‘Keeping up with the Joneses’ families adopt the vegan diet because it is trendy in their social circles,
as represented in the above quotes. While they enjoy the health benefits of the vegan diet, they are more
concerned with how others perceive them and feel that the specific consumption behavior determines
their social status.

Mom is always on a diet

In our four ‘Mom is always on a diet’ families, the decisions about food consumption are shaped by
weight goals or concerns of one of the decision-makers in the family (the dietary gatekeeper), as
described in the following quotes.

1 have always had problems managing weight, and I do not want my daughters to have
the same problem. That is why we are on a strictly vegan diet. I have tried a lot of other
diets before, and this is the only one that works for me for years now. [Family 11, Parent

1]

1t’s been a few years now, this is the only diet that keeps my weight where I want it to be.
I read a lot and always incorporate more vegan superfoods and supplements, I like
experimenting. This lets me have variety and not get bored as on other diets I have been
on because there are so many different smoothies, salads, etc. you can try. (...) I do not
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The food consumption choices of the dietary gatekeeper are shaped by the current trends and reports
next new ‘miracle’ superfood or supplement. While the ‘health-conscious family’ did much
research about the nutrition and health claims of the products, this family is very susceptible to different
labels and health claims. Also unlike the health-conscious family, this family’s tenure in sustainable

of the

want my daughter to be obese so yes she has to follow it, and she knows and understands
why. [Family 2, Parent 1]

I do not want my daughters to be fat. We all know how the society treats fat people and
how it will affect their career and relationships. That is why I have been watching my
weight since I was ten years old. (...) Veganism is the easiest way to control them [the
daughters] because they know exactly what to eat and not to eat, and they know it is for
their best. [Family 10, Parent 1]

consumption is relatively shorter.

Internalization of Sustainable Consumption Values

Young adults, who live away from their families and experience more independence for the first time
in their lives often tend to experiment and explore different lifestyles and, as a consequence, develop new
food consumption patterns (Arnett, 2000; Xu, Shim, Lotz, & Alemida, 2004). As they develop autonomy
and independence during their college days, the influences previously imposed by the family lose their
strength (Brown & Huang 1995; Goossens, 2006). Thus, when the previously established behavior or diet

appears to be difficult to maintain, they question it:

As presented in the above quote, which is representative of experiences of all interviewed young
adults, low-income consumers face more restrictions when making food consumption decisions and often
have to compromise on the quality or nutritional value (Chung & Meyers, 1999; Curtis, 2000; Hamilton,

2009).

As I am waiting at the [city name] train station, I have a choice: a cheeseburger that will
keep me full until the dinner for a fraction of the cost of a smoothie or a salad, which cost
three times more... and I will be hungry perhaps after one hour. Not to mention it is not
even the end of the month, and I am short on budget.

[Family 11, Child 1, 2™ stage of interviews]

Aside from financial difficulties, other factors are an important barrier to continuing the diet:

(...) not to mention all the problems when you go out to eat and many restaurants have
no vegan options, or all you can eat is a salad that has five calories.
[Family 8, Child 1, 2™ stage of interviews]

Going out with non-vegan friends is a nightmare if everyone wants to go to a fast food
restaurant or a steakhouse (...) after some time people stop inviting you because they do
not want to look for a place or feel bad that you have nothing to eat.

[Family 14, Child 1, 2" stage of interviews]

Of course, that is the thing people notice about you, and some make jokes, it is nothing
different than in the primary school really (...) Oh, and all the people telling me that I am
slim enough and do not need to watch my calories. It gets annoying, and I hate that
people see it in this way. They do not understand I was vegan not because of my weight.
[Family 4, Child 1, 2™ stage of interviews]
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The above quotes show that young adults face peer pressure and other difficulties characterizing
vegan diet (e.g., eating out or traveling). While they lived at home, the content of peer communications
and other influences were discussed with other family members (see the discussion on the indirect
parental influence above), but that is not the case when they move out from their family home.

Perceived barriers affect the individual’s perception or opinion about the cost of specific behavior
(Fila & Smith, 2006; Rosenstock, et al. 1994), which determine whether we will engage in a specific
behavior or not (if we find it too costly). All young adults in this study agreed that the vegan and
sustainable food consumption has a much higher cost than the mainstream diet. However, the responses to
the above-mentioned situations differed dramatically when we compare young adults from families driven
by different motives. Despite these difficulties, some young adults remain faithful to the vegan diet they
were socialized into, whereas others change their consumption patterns. What makes these few continue
with the sustainable diet is the key question we posed.

Internalization is a process through which “individuals acquire beliefs, attitudes or behavioral
regulations from external sources and progressively transform those external regulations into personal
attributes, values, or regulatory styles” (Grolnick, et al. 1997, p. 139). Self-determination theory
differentiates between four types of motives (1) external, (2) introjected, (3) identified, and (4) integrated.
The following quotes represent different types of motive or stages of internalization.

(1) External motive

Of course, as a small child, I just ate like any other child... whatever my parents would
put on my plate... without thinking about it. [Family 18, Child 1, 2" stage of interviews]

I would not want to anger my mom and be punished to go to my room if mom was angry
that I was a picky eater so I would eat it. [Family 21, Child 1, 2™ stage of interviews]

At first, when the motive is external, as reflected in the quotes above, a child is motivated by external
contingencies including parental requests, rewards, and punishments.

(2) Introjected Motive

... At that point, I knew we were a vegan family, so that is what we ate.
[Family 13, Child 1, 2" stage of interviews]

It was a part of being a family, every family has its own rituals. So I did not really think
that much about it. 1 did not feel forced, but I also did not decide to be vegan, I did not
really consider it to be up to me. [Family 18, Child 1, 2" stage of interviews]

This is followed by a stage when we talk about introjected motive, when, as reflected in the above
quotes, the child is motivated internally, i.e., he/she accepts the external rules as their own but still sees
his/her behavior as something that is a subject to external control.

(3) Identified Motive

1 do want to be healthy, and I think this keeps me in good shape.
[Family 19, Child 1, 1™ stage of interviews]

1 just really love the animals and cannot imagine eating one and playing with another an

hour later, I do not want to be a hypocrite (...) I do not feel being forced at all.
[Family 7, Child 1, 1** stage of interviews]
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I want to follow basic ethical principles and being vegan was a way to do so. I am at the
age when I can make my own decisions, and my family knows that
[Family 18, Child 1, 1™ stage of interviews]

In the next phase, i.e. when the motive is identified, as reflected in the quotes above, the children
perceive the specific behavior as something that helps fulfill their own objectives and recognizes their
right to choose.

(4) Integrated motive

You know how it is in college, you can do all those things when your parents are not
around that you perhaps normally would not (...) and re-think many things about your
own identity (...) but this [eating vegan] it is at my very core and even though it is much
more difficult than it was when I lived with my parents. Oh so much more difficult! This is
not going to change because it is a part of what I truly believe in.

[Family 3, Child 1, 2nd stage of interviews]

I know I want to be a good person, and I deeply care about our planet. More so, I care
about the wellbeing of all animals, so that [being vegan] is just a part of who I am. (...) I
think that moving out and living on my own really gave me an opportunity to crystalize it
in my head what I want and there is no doubt in my head that that is who I am and want
to remain. [Family 18, Child 1, 2" stage of interviews]

In the last stage, when the motive is integrated, as reflected in the interview excerpts above, the
children identify with specific behavior and perceives it as a part of one’s self, and considers it as a part of
their own values.

The children, who before moving out (at the first stage of the interviews) have not been at least at the
3" stage of the internalization process (i.e. identified motive), abandoned the food consumption pattern in
which they were socialized between two months and one year after moving out from the family house,
and did not eat vegan at the time of the second interview which took place two-to-three years after they
moved out, due to the obstacles discussed below.

1 am sorry, but with a limited budget, as a student, I just could not afford to do that.
[Family 6, Child 1-2" stage of interviews]

You know, I wanted to go out with friends and just enjoy being a student without dealing
with the peer pressure and all that. [Family 13, Child 1-2" stage of interviews]

1 did not want the only thing the guy remember about me after a date is that we had to
spend 30 minutes looking for a place I could eat at, or that I ordered salad and reduced it
from 10 to 3 ingredients. I just wanted a normal life every student has.

[Family 4, Child 1-2" stage of interviews]

In some cases, when children did not agree with parents values, they were very quick to give up on
the vegan diet:

I really hated that I could not have that one party like all the kids |birthday party at
McDonald's] because we were supposed to watch our weight. It was just one party after
all. (...) For a long time, I thought ‘once I get out of this house [move out] I am gonna
eat McDonald's every day. I, of course, do not do that, but I also do not follow the family
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diet anymore (...) I still try to eat healthy, but I do not believe you have to be so
draconian about it [Family 21, Child 1-2" stage of interviews]

1 feel my mom has been really obsessed about her weight and I do not appreciate her
obsession with my own body and my own weight. I really do not care about it, and I am
so happy not to listen to all the comments that I put on half a pound last week. (...) no, 1
do not see myself following this diet in the future [Family 10, Child 1-2™ stage of
interviews]

1 still have this vivid memory of when me and [Sister’s name] decided to have a real
adventure and go to the McDonalds to try the chicken nuggets. We carefully planned
everything and made sure that our parents were not going to be anywhere nearby. As we
approached it and stood in front of the doors with excitement in our eyes and huge smiles
we noticed my mom’s friend on the other side of the pavement. We were terrified. We
knew that if mom learned about this, she would be so so sad. I think she would have even
preferred us to have it at home but to have it outside where someone else would see, she
would see it as a real betrayal... we often heard her say: ‘what will people say?!’ (...)
Now 1 feel she cares about it more than what her own family thinks (...) when I come
home for the holidays I pretend that I am vegan. But I am really happy to be 8 hours
away and eat whatever I want. [Family 15, Child 1, 2" stage of interviews]

The above quotes show that the consumption values which are not internalized become rejected and
may even cause resentment when children do not agree with the values presented by parents.

In our research, only children who fully internalized the sustainable consumption values and were at
the level 4 of the internalization process (i.e. integrated motive) continued eating vegan after 2-3 years
moving out from the family house (at a time of the second round of the interviews) and declared that they
were determined to keep it up.

Yes, it is difficult, it is difficult to go out with a girl you just met and be so picky when you
are ordering a simple meal. But, this is who I am and these are my values. So if someone
does not respect that... I mean then they are not for me.

[Family 14, Child 1, 2" stage of interviews]

So, as I already said, it is much more expensive. But, this is not something I can
compromise on... like would you eat your dog if you were hungry? I do not mean you... 1
mean many people would not... and that dog is like any other animal to me... I mean any
other animal is like that dog to me. [Family 1, Child 1, 2™ stage of interviews]

It [being vegan] causes many awkward social interactions. (...) But if someone really
accepts you and they are your real friends they will just take me like that. If they do not,
they are definitely not worth committing such a sin and going against what 1 truly believe
in. [Family 7, Child 1, ond stage of interviews|

Intergenerational impacts have a very strong influence on values (Moore, Wilkie, & Desrochers,
2017), which is exhibited in the above quotes. Only integrated and fully internalized motives, which
become one’s core values and self-endorsed goals (see figure 2), protect the young adults from all the
temptations and obstacles and ensure that they will continue the specific food consumption pattern they
were socialized into. This was the case for all 6 tree-hugger families (and 8 young adults within these
families), and one child from one healthoholic family (1 out of 5 families representing this family

category).
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FIGURE 2
INTERNALIZATION OF SUSTAINABILITY VALUES
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DISCUSSION

To answer the question posed at the beginning of this paper as to the role of a family in the
socialization towards sustainable food consumption we analyzed over 70 interviews, grocery shopping
receipts, and consumer diaries from 21 families. Families were grouped based on similarities in general
food consumption tendencies and values underlying their dietary decisions. Through this analysis, this
article details four types of inductively derived families. For each of these families, the article uses
consumer socialization theory and self-determination theory to analyze and articulate long-term
implications for sustainable food consumption of their adult children. It thus provides an answer under
which circumstances sustainable consumption values are internalized and vegan diet is continued into
adulthood.

As the family is a very interdependent system (Moore, Wilkie & Desrochers, 2017), family members
conform to dietary choices of the family to prevent conflict (Hamilton, 2009; Holdert & Antonides, 1997;
Hasford, Kidwell & Lopez-Kidwell, 2018). Moreover, the family identity is reinforced by family routines
and rituals (Epp & Price, 2012; Grusec & Davidov, 2007; Moore, Wilkie, & Desrochers 2017; Ronka &
Korvela, 2009). This interdependence and family identity maintained by family consumption rituals are
evident in studied families and resulted in children conforming to the dietary choices of their parents
across different family types while they lived with their parents. Moreover, consistent with the resources’
theory (Inglis, Ball, & Crawford, 2005; Turner & West, 2006; Wansink & Sobel, 2007), the dietary
keepers, who were attributed power over family food consumption decisions, influenced the dietary
choices of their children.

However, as we show, neither the conditions of interdependence and shared identity, nor the power of
the dietary gatekeeper, are enough for the socialization effects to last into adulthood. We thus show that
the power-oriented resources approach, which is the foundation of many family studies (Inglis, Ball, &
Crawford, 2005; Turner & West, 2006; Wansink & Sobel, 2007), cannot explain the long-term
socialization into consumption. Mere compliance when living with parents does not mean that sustainable
food consumption has been fully internalized. The effectiveness of the socialization towards sustainable
food consumption requires more than just complacency combined with the parental demands. As we
show in this study, for internal adaptation to take place, the sustainability values have to be integrated into
one’s own self (Moore, Wilkie, & Desrochers, 2017). Appropriate conditions, including self-endorsement
and internalization of the values, need to be in place for this integration to take place, to ensure that
sustainable food consumption is continued in adulthood.

Therefore, the self-determination theory offers the answer to the question posed in this research as we
show that self-endorsement guarantees better accomplishment of the goal, consistent with other
longitudinal research on self-endorsed goals (see Sheldon & Elliot 1999; Smith, Ntoumanis, Duda, &
Vansteenkister, 2011). Even though, as we show, the success of the long-term socialization towards

28 Journal of Marketing Development and Competitiveness Vol. 12(4) 2018



sustainable food consumption lies in the internalization of sustainability values, little attention has yet
been given to this topic. Thus, we expand this theoretical approach on the premise of sustainable food
consumption and show that self-endorsed consumption is the key to internalizing sustainable values. As
our research shows, the success of the socialization towards sustainable consumption depends on it being
driven by ethical values (tree-hugger families), rather than self-centered motives (e.g. being healthy,
progressive, or weight goals). Only ethical values and perciving the consumption behaviors in terms of
them being good vs. bad, or as a sign of being a good vs. bad person, are internalized and become
integrated motives. Only integrated and internalized motives result in the vegan diet becoming self-
endorsed, which protects young adults from all the temptations and obstacles they endure upon moving
out of the family home, and ensure the long-term continuation of the food consumption behaviors they
were socialized into.

CONTRIBUTIONS

Theoretical Contributions

Given a limited stream of research on the topic, our understanding as to why consumers engage in
sustainable food consumption remains largely elusive, even with the proliferation of pro-environmental
campaigns. While much research has focused on purchasing green products by individuals (De Groot &
Steg, 2007; Griskevicius, Tybur, & Van den Bergh, 2010; Lin & Huang, 2012; Luchs, Naylor, Irwin, &
Raghunathan, 2010), fewer studies have focused on family sustainable food consumption decisions, and
how the family consumption of a sustainable diet shapes long-term food preferences and eating habits of
young adults. Surprisingly little attention has been given to the topic of internalization of sustainability
values. What has been lacking in prior consumer behavior research is a theoretical basis for understanding
distinctive values underlying family socialization towards sustainable food consumption and how they
influence the internalization of sustainable consumption values into adulthood. To address this gap, we
identify the factors in family socialization that affect internalization of the sustainable food consumption.

Therefore, this study contributes to the existing knowledge in three ways. First, as diet is a major
factor in sustainable development (Geeraert, 2013; FAO, 2006; UNEP, 2010), understanding the
determinants of long-term sustainable consumption is of paramount importance for society, families, and
policy makers. Both food production and consumption are important issues for sustainable development.
Despite food consumption patterns having a significant influence on our environment, this constitutes an
underdeveloped component in global sustainability debates (Geeraert, 2013). We contribute to this
understanding by studying why people decide to eat a vegan diet.

Second, although past studies have examined motives underpinning environmentally friendly
purchases, there is still a gap in the literature with regard to family socialization towards sustainable
consumption. Our framework, with its focus on the family, addresses this gap within the sustainability
domain. Shifting focus to the family highlights the importance of socialization towards sustainable
consumption, reflecting that some children begin their lives being conditioned toward environmentally
friendly behaviors. We contribute to this discussion by identifying different family motives and rituals
surrounding this process and provide a theoretical foundation for understanding family differences in
socialization towards sustainable food consumption.

Third, while previous literature focused on the socialization of children and adolescents (e.g., Wut &
Chou, 2013; Ekstrom, 2006; Harris, Gordon, McKontosh, & Hastings, 2015), a longitudinal approach has
been largely overlooked by previous research (John, 1999). While the previous studies examined
differences in parents’ consumer socialization tendencies and implications for children’s autonomy, they
did not look at the long-term effects of various socialization patterns towards sustainable food
consumption. Therefore, this study goes beyond prevalent child development stages and builds on the
self-determination theory to investigate the long-term impact of this socialization of young adults who no
longer live with their families and compares the impact of different family socialization processes on how
lasting the effects of the socialization are. Our study expands the self-determination theory to the context
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of sustainable consumption as we show that self-endorsed food consumption is the key to internalizing
sustainability values and long-term socialization towards this type of food consumption.

Practical Implications

This research also has implications for marketers and will help them improve their communication
campaigns directed at families and young adults. We show, against general preconceptions, that vegans
are not a homogeneous customer group. As family culture is more diverse, new factors that influence
consumption behavior create new challenges and opportunities for marketers. Not only parenting styles
differ (Carlson, Grossbart, & Stuenkel, 1992), but also socialization towards sustainable food
consumption is unlikely to be uniform as consumers vary in their motivations for engaging in ‘green’
consumption.

From a business standpoint, this study provides an initial examination of consumer socialization in a
sustainability-oriented context. Identified family types could provide a means of segmenting parents
across international boundaries, and social campaigns could be used to ensure internalization of
sustainable food consumption patterns.

The following consumer segments should be targeted with different marketing and advertising
strategies (See Table 1). The ‘healthoholics’ are very knowledgeable about different labels and not
susceptible to ‘greenwashing’ claims. They can be found at yoga studios, health and organic stores, and
chiropractor offices. They trust the owners of these companies and can be influenced by them to a bigger
extent than other ‘experts’. They can be influenced by informative content which is supported by solid
research about health implications. Advertising with emotional appeals easily persuades the ‘tree-
huggers’, (e.g., ads emphasizing concern for the environment, compassion toward animals), rather than
informative, health-oriented ads. The ‘keeping up with the Jones’ family can be appealed to with
emotional appeals related to status. The ‘mom is always on a diet’ family can be targeted by emotional
appeals stimulating positive emotions. This family is also the most susceptible to dietary changes and
changes regarding consumed products.
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TABLE 1
MANAGERIAL IMPLICATIONS

FAMILY KEY CHARACTERISTICS MARKETING IMPLICATIONS
— Advertising with informative appeals;
— Passionate about a healthy lifestyle; — Solid research must support claims;
Healthoholics |~ Keep up.with current rése‘arch apd reports; |- Fqund at yoga studios, health stores,
— The motivation to maximize their health chiropractor;
drives dietary choices. — Wary of false labels and greenwashing
attempts.
— Believe that a sustainable lifestyle reflects a |-~ Emotional appeals related to their status;
Keeping up higher social status; — Tend to live in green and upscale
with the — Influenced by their working and social communities;
Joneses environment; — Ready to spend more money than other
— Want to appear trendy and progressive. groups to appear ’green.’
— A diet that has the lowest environmental — Advertising with emotional appeals
footprint; (concern for the environment, compassion
Tree-huggers - ancern for the ?nviron.lll.ent and animals toward anima!s); .
drives consumption decisions; — Ready to sacrifice product effectiveness;
— Not concerned about health — Consume ‘vegan junk-food’ (no concern
implications/effectiveness. for health).
— Weight goals of the dietary gatekeeper — Emotional appeals stimulating positive
Mom is shape the decisions relating to food emotions;
always on a consumption; — The most susceptible to miracle claims;
diet — Not concerned about health or — Very susceptible to different labels and
environmental implications. health claims.

FUTURE RESEARCH DIRECTIONS

This research opens a discussion on the role of the family in socialization towards sustainable food
consumption. We have highlighted the importance of self-endorsement and autonomy for the long-lasting
effect of this socialization. The concept of autonomy is perceived differently across cultures (Iyengar &
DeVoe, 2003; Markus & Kitayama, 2003), with important differences seen between collectivistic and
individualistic cultures. In the former, young adults might pay more attention to societal norms and thus
refer back to their parents’ consumption patterns even when they live autonomously (Chen, et al., 2013).
Therefore, future research should compare long-lasting family socialization towards sustainable food
consumption in individualistic and collectivistic cultures. Moreover, food consumption and food culture
are related to geographical location (Geeraert, 2013), which may have implications for sustainable
consumption. Future studies could compare the collective consumption of specific product categories in
different countries or geographical regions.

This research focused on the content of the communication, namely what kind of values are
communicated in the process of socializing towards sustainable food consumption. Therefore, future
studies should consider other family-related factors that influence young adults to change their
consumption patterns. As the previous research showed that the internalization of behaviors is fostered by
autonomy support, clarity of expectations, personal involvement (Grusec & Davidov, 2007), and the
household’s emotional climate (Moore, Wilkie, & Dersochers, 2017), as well as, family structure e.g.
single parent, or two separate households (Moore, Wilkie, & Desrochers, 2017), these factors should be
taken into account in future research. Other factors may include, but are not limited to, economic reasons
(Hamilton, 2009; Curtis, 2000), or dietary preferences of romantic partners (Hasford, Kidwell, & Lopez-
Kidwell, 2018).
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