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WHAT DO NON-CONSUMERS CONSUME? A COMPARATIVE AND ANALYTICAL EXAMINATION OF ORGANIZATIONAL CULTURE AND INDIVIDUAL-LEVEL CONSUMER BEHAVIOR
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Excessive consumption pervades modern society. What actions can employers take to mitigate this? Can non-consumerist behavior gain traction at the organizational level? Can workplace culture influence employees’ consumer habits? These are the core questions my study seeks to answer, examining individual, peer-to-peer, and organizational dynamics.
The research explores the relationship between group influences within organizations and individual consumer decisions. It aims to open new perspectives and uncover connections between two seemingly distinct but closely related fields through the following hypotheses:
· Organizational consumer behavior influences employees’ consumer behavior.
· Employees’ consumption habits interact with (peer-to-peer) colleagues’ consumer behaviors.
· Bottom-up initiatives impact organizational consumer behavior.
· Non-consumerist behavior can emerge among colleagues through mutual influence.
· Opting out of consumption can be triggered by an inadequate work-life balance in the workplace environment.
The study combines secondary data analysis and evaluation with quantitative surveys focusing on workplace services, group dynamics, and employee well-being. Quantitative findings are validated through qualitative focus group interviews with six small groups. Statistical analyses evaluate the survey results, while the qualitative data is examined using the means-end-chain technique.
The results reveal that consumer behavior is an integral part of organizational culture and plays a significant role for employees when choosing a workplace. Furthermore, alongside authentic employer branding practices, inter-group dynamics within organizations contribute to creating a livable and exemplary workplace.



