Individual preferences?!

Social norms, too.
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2. Social Norms - Theoretical Underpinnings

SOCIAL NORMS are shared rules of conduct partly sustained by (dis)approval.

(Elster, 1989)

DESCRIPTIVE INJUNCTIVE
PERCEIVED
“what most people do” “what most people
(Farrow et al., 2017) approve of doing” (Farrow et al., 2017)
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2. Social Norms - Theoretical Underpinnings

Social Norms and Pro-environmental Behavior

Empirical studies’ previous focus:
Positive effects of social norms
on pro-environmental behavior

SOCIAL
NORMS

Existing social norms frequently

do not support sustainability (f
transformations :‘ ® ¢
(e.g. [3-33])
\ [ 4 g
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3. The Transport Sector - A “Stocktaking”

Global CO, Emissions by Sector in 2017 (GtCO,) (2 2019)
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3. The Transport Sector - A “Stocktaking”

The SUV - The World's New Favorite Among Cars

“SUVs are becoming ever more
popular in Germany”

- Handelsblatt, 05/07/2019
A general
trend towards
“The World Is Embracing SUVs. larger

That's Bad News for the Climate.”

— New York Times, 03/03/2018 heavier, more

fuel-intensive
cars

“SUVs second biggest cause of

emissions rise, figures reveal”
- The Guardian, 25/10/2019
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4. The Influence of Social Norms in Car-Buying Decisions

Quantified

Stated motives for buying a car clustered according to their underlying share
of self-interest and normative social influence

Price-performance ratio
Safety

Comfort

Price

Design

Fuel consumption

influence

Space
Family-friendliness

-

. Environmental friendliness
0,4 0,6 0,

o
(@]
@)
()]
V)

=

-
©
=
| -
@)
(=

G
@)
Q
| -
©

-

(Vp)]

Resale value

Share of self-interest Image/prestige

-3 Importance for the
" purchase decision

; IJ JULICH

Forschungszentrum

Source: Authors’ conception, own compilation
based on Aral (2019)

12/12/2019 — Lisa Hanna Broska



4. The Influence of Social Norms in Car-Buying Decisions

Quantified

The heterogeneity of actors - The Sinus-Milieus characterizing Germany’s population in 2018

(Sinus-Institut, 2019)
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4. The Influence of Social Norms in Car-Buying Decisions
Quantified

The heterogeneity of actors - Two examples from the Sinus-Milieus

Performers
> Age concentration: 30 to 50 years of age; average: 43.
> Men are slightly over-represented.
2 High percentage of couples; frequently with children.
> Frequently have higher educational qualifications.
> Mostly full-time employees; many in senior positions;
high net household income.

IT-minded individuals with a
global economic outlook

Social Ecologicals
> Wide age range from 30 years of age; average: 52.

Socially engaged individuals > Mostly married.
with normative notions about Y High level of formal education.
ecology and society > Many are part-time employees; many qualified

employees and senior civil servants, some self-
employed; middle income bracket.
(BMU et al., 2018; Sinus-Institut, 2019)
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4. The Influence of Social Norms in Car-Buying Decisions
Quantified

The four most desirable car segments for each Sinus-Milieu

Sinus-Milieu Four most desirable car segments
Traditionals Medium cars; Small cars; Large cars; Mini cars
Precarious Small cars; Medium cars; Mini cars; Large cars
Hedonists Small cars; Medium cars; Large cars; Mini cars
Modern Mainstreamers Medium cars; Large cars; Small cars; SUVs
Adaptive Navigators Medium cars; Large cars; SUVs: Small cars
Social Ecologicals: Medium cars; Large cars; Small cars; SUVs

Established Medium cars; Small cars; Large cars; SUVs

Liberal Intellectuals Large cars; Medium cars; SUVs; Off-road vehicles
Performers: Off-road vehicles; SUVs; Large cars; Medium cars

|Cosmopo|itan A\ELN L1 Medium cars; Small cars; Large cars; SUVs

(VUMA Touchpoints, 2019)
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4. The Influence of Social Norms in Car-Buying Decisions
Quantified

The heterogeneity of cars - Car segments and their characteristics

Mini cars Small cars

Example selected for
. . Volkswagen up! Volkswagen Polo Volkswagen Golf
illustration *

6.8 12.9

25 18

3
2
2.4

(14000 Euro) (17200 Euro)

Medium cars

20.5

1.9
2.1
1.9
2.9

(24000 Euro)

2.9

Large cars

Volkswagen
Passat

10.4

2.2
1.7
1.4
3.8

(35000 Euro)

3.2

Executive cars

Volkswagen
Arteon

3.4

2.9
2
1.5
5.0

(52000 Euro)

3.3

Luxury cars
Audi A8

0.9

2.8
1.3
2.1
5.0

(74500 Euro)

5.0

SUVs

Volkswagen T-
ROC

19.5

2.0
2.5
2
2.9

(24000 Euro)

3.6

Off-road vehicles

Volkswagen
Tiguan

9.4

2.1
2.2
1.7
3.5

(31000 Euro)

4.2

Minivans

Volkswagen
Sharan

3.5

3.1
2.8
13
4.2

(39600 Euro)

4.4

2. 2.
Fuel consumption*** 3 >
(5.21/100 km) (5.4 1/100 km) (5.81/100 km) (6.11/100 km) (6.21/100 km) (7.81/100 km) (6.51/100 km) (7.01/100 km) (7.2 1/100 km)

3.6 3.1

3.1 23
4.0 4.0

2.4 2.6

Environmental friendliness
Kk KKKk

Family friendliness 4.5 3.3
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4. The Influence of Social Norms in Car-Buying Decisions

Quantified
Quantifying the importance of the different motives for each Sinus-Milieu

m
a
P¢ =) w?xuk a_ _ %
¢ i i Wi = S —a
SN 4
= i=1“i
Py performance index
uﬁ‘: value of indicator j assigned to car category k
wi: weighting of characteristic i by actor group a
m: number of car characteristics under consideration
zi: factor showing the attitude of actor group a towards characteristic i
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4. The Influence of Social Norms in Car-Buying Decisions

Quantified

The importance of the different motives for each Sinus-Milieu assessed

I |
0 5
Least Most

important important

Characteristics (typical)

Price-performance ratio
Price

Resale value
Environmental friendliness
Fuel consumption

Image/Prestige

Family friendliness
Comfort
Space

+ ==
(5, N K=]

=
~N

Safety

12/12/2019 — Lisa Hanna Broska

Traditionals

women/
widowed

Precarious

single/
widowed/
divorced

blue-collar
workers/
employees

Hedonists

Single

blue-collar
workers/
employees

Mainstreamers

married/
children

mid-level
workers/
employees

Adaptive
Navigators

married/
children

mid-level/
qualified
workers/

employees

~

~-

Source: Authors’ conception based on own MCDA
14 calculations, data on milieus from BMU et al. ( 2018)

Ecologicals

Established

Intellectuals
Cosmopolitan
vant-gardes

<

>50 40-60

. married/

qualified
employees/
freelancers/
clerks

8

30-50

women/
married and
divorced

single

single

(%]
s
()
S
-
]
[t
-
()
a

qualified
employees/
freelancers

qualified
employees/
freelancers

qualified
employees/
education

qualified
employees/
freelancers

(Y

-
= =
- -

~N

»
(%))

.
00
N | =
=S
[y
00

o

JULICH

Forschungszentrum



4. The Influence of Social Norms in Car-Buying Decisions

Quantified

Stated motives for buying a car clustered according to their underlying share
of self-interest and normative social influence
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4. The Influence of Social Norms in Car-Buying Decisions
Quantified

How much is each milieu influenced by social norms in their car-buying decision?

74% 74% 71% 69% 75% 76 % 65%

26% 26% 29% 31% 25% 24% 35%

Source: Authors’ conception based on own MCDA calculations
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4. The Influence of Social Norms in Car-Buying Decisions
Quantified

Changes in the car segments’ ranking when normative social influence is excluded (2)

el | e | e || e
included prestige included social norms
Medium cars Medium cars Medium cars Medium cars

Large cars Small cars Large cars Small cars

Small cars Large cars Small cars Large cars
SUVs Mini cars SUVs

Social
Ecologicals

Cniie | | e | misies | | o
included prestige included social norms
Off-road vehicles Large cars Off-road vehicles Large cars

SUVs Medium cars SUVs Medium cars

Performers Large cars Small cars Large cars Off-road vehicles
Medium cars Off-road vehicles |Medium cars Small cars
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4. Discussion of Results and Policy Implications

Our approach:
> Theoretical approach via multi-
criteria decision analysis
= next steps: Validation via surveys
2 Exclusion of brands

Policy Implications:

Y Price-based policy
mechanisms likely to backfire
due to society’s heterogeneity

> milieu-tailored non-price-based

social norm interventions a possible
solution
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4. Discussion of Results and Policy Implications

Outlook: Cars and the power of marketing

VORI RASLN OF AMERICA, IND

They said it couldn’t be done.
It couldn't.

We tried. lord knows we tried. But we
couldn't squeoze the Philadelphia 76ers’
Wilt Chomberlgin into the front seot of a
Volkswagen,

So if you're 71" tall like Wilt, our car is
not for you,

But if you're o mere 67", you're small
enough to oppreciote what a big thing
we've mode of the VW.

There's more headroom then you'd ex-
pect. [Over 374" from seot 1o roof,) And
more legroom in front thon you'd get in o

limousine. Becouse the engine's tucked over
the rear whoels where it's out of the way
(and where it con give the most iraction],
You con put 2 medium-sized suitcoses up
front {where the engine isn't], ond 3 foir-
sized kids in tho back. And you con fit o
big boby in back of the bock seat.
Actuclly, there’s only one part of 0 VW
that you con't put much into,
The gos tank.
Bul you con geot obout 29
miles per gollon out of it
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Ugly is only skin-deep.

CVOLKIWAGEN OF AMLRICA, INC

Do you earn too much to afford one?

For many people the Volkswagen would
be an ideal car. Except for one thing

It doesn't cost enough

They're afraid nobody will kno
have any money, if it doesn't sh
car. In other words, they buy the
other people. Not themselves

Then there are those who earn enough
to buy a much better car than the VW
But they don't, Because they can't find one

For them the best car is one that's simply
comfortable and economical. One they

don't have to worry about. That doesn't
make many stops for gos. And rarely
needs repairs.

A car where the rare repairs don't cost a
lot. A car where the cor doesn't cost a lot

They feel they can afford to save money
with a Volkswagen

Now next time you see somebody driv-
ing a VW don't feel sorry for him.

Who knows? Someday the
bank might use his money to give
you a new car loan.

Forschungszentrum
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4. Discussion of Results and Policy Implications
Outlook: Cars and the power of marketing

WHY NOT AGAIN?
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