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Our manuscript aims to advance our understanding of employee engagement in sustainable consumption through
collaborative learning. Learning is one of the keys to sustain competitive advantage and to keep business fresh and
relevant in a constantly evolving global business environment. Consequently, collaborative learning is a crucial skill that
companies expect their prospective employees to demonstrate at work. In our study, we hold that collaborative learning
will increase employee proactiveness to engage in sustainable consumption when moral identity is present. Moral identity
refers to a moral state that is internal and projected to others and therefore consists of two dimensions: internalization
and symbolisation. Moral identity along with collaborative learning and employee proactiveness to engage in sustainable
consumption at a workplace leading to societal benefits (i.e., economic, social and psychological) in the housing, mobility
and food consumption domain has not received much attention in academia. We theoretically investigate this phenomenon
in the context of massively-multiplayer online video games and offer a conceptual model. In our study, we conceptually put
forward propositions linking moral identity, engagement in sustainable consumption and societal benefits along with
antecedents of collaborative learning: achievement, social presence, immersion and video game frequency. Based on our
conceptual model, we provide implications for public policy makers and practitioners.
Keywords: Employee Proactiveness to Engage in Sustainable Consumption; Antecedents of Collaborative
Learning; Moral Identity; Societal Benefits; Massively-Multiplayer Online Video Game Context.

Introduction
Massively multiplayer online video games have a 27 %
share of global gaming industry revenues in 2016 (Adams,
2016) with predicted $100 billion in 2019 (Takahashi,
2016). Over the last few years massively multiplayer online
video games have become widespread among individuals,
especially among younger generations. According to
McGonigal (2010), video games are played by over 500
million gamers in the world and this figure is increasing
rapidly, predicting another 1.5 billion gamers over the next
ten years. Tapscott (2009) mentions that gamers prioritise
online video games over TV, spending three times longer
on playing video games rather than watching television
(Yee, 2005). Today, the video game industry is bigger than
the film industry, with nearly 50 percent of its revenue
accountable to a genre of video games called the massively
multiplayer online video games (Kushner, 2005).
A young individual, aged below 21, who spends all
his/her spare time to play online video games would

represent a profile of an average online video games player
in a developed country (MxGonigal, 2010). Also, there are
professional online video game players, who play those
games for living (BBC news, 2005). Given the focus on our
research on employees, we include a segment of young
people in the online video game market that was born
between 1982 and 2001. This segment is called Millennials
and massively multiplayer online video games have been
very popular among this group of individuals (Howe &
Strauss, 2000). This segment of online video game market
usually represents technologically savvy, multi-tasking,
disloyal and collaborative group of individuals (e.g., Lipkin
& Perrymore, 2009). The literature refers to Millenials as
video game consumers (Simpson, 2015).
Although massively multiplayer online video games
attract millions of Millennial players who invest their time
and money to play online video games, little research exists
that deepens our understanding of how to stimulate socially
responsible behaviour of this group. Although previous
research offers some guidance and implications for public
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policy makers that political orientation, morality and
sustainable consumption are linked, and offers three
segments of consumers adopting sustainable consumption
(e.g., Watkins et al., 2016), research on how to promote and
enhance engagement in sustainable consumption of
employees at a workplace is still in its infancy. Our study
suggests that collaborative learning that Millenials engage
with during online games could be one way to stimulate
responsible and sustainable consumption of Millenials’ age
group within the three key areas responsible for the highest
proportion of CO2 emissions: food, mobility and housing.
Traditional approaches to collaborative learning are faceto-face discussions (Chiu, 2008), but since the advent of new
technologies, computer-supported discussions, chat rooms
(Chen & Chiu, 2008) and online games such as massively –
multiplayer online video games (Kong & Kwok, 2009) have
become popular approaches to collaborative learning. Aside
from offering benefits, such as cognitive superiority and
improved personality traits that allow learners to partake in
more superior collaborative learning and working (Bargh &
Schul 1980), collaborative learning in the workplace is very
desirable as it offers many benefits. It allows employees to
learn faster (o’Keeffe, 2002) and develops better problemsolving and decision-making skills through connections with
co-workers and managers of varying areas and degrees of
expertise (McHugh, 1998). These are outcomes, which are
important to organisations but challenging to achieve for
reasons such as low motivation to collaborate (Laister &
Koubek, 2001). At an individual level, Panitz (1997)
identified that collaborative learning provides academic,
social and psychological benefits.
Since massively multiplayer online video games have
emerged as a positive platform for collaborative learning, we
use massively multiplayer online video games as a context
for our research. In our study, we define massively
multiplayer online video games as “highly interactive video
games where players have freedom to create their own
“avatars” and use those to play games solo, interact with
computer-mediated avatars or other players’ avatars”
(Steinkuehler, 2004a: 78; 2004b).
To our knowledge, no research exists that offers a
conceptual model representing moral identity to enable
employees to exhibit responsible behaviour towards interests
of others using online video games. To date, no previous
research has offered a conceptual model that combines
moral identity, collaborative learning in an online
environment and its consequences. Our research is original
because it posits the consequences of collaborative learning
that happen in an online environment and explains how to
use this model to enhance responsible and sustainable
consumption of employees to increase the engagement with
the needs and interests of society and reduce harm to others
(e.g., overconsumption, inequality of wealth, Watkins et al.,
2016). Further, our research suggests that employees could
use their collaborative learning skills to engage with
responsible and sustainable consumption and we use
international entrepreneurship theory to explain employee
proactiveness to engage with responsible and sustainable
consumption of employees. In other words, higher
achievement motivation leads to higher collaborative
learning, consequently, enhancing higher proactiveness to
engage with responsible and sustainable consumption. This

link is moderated by moral identity, explaining the level of
engagement in sustainable consumption leading to societal
benefits within three key areas responsible for the highest
proportion of CO2 emissions: food, mobility and housing.

Theoretical Model and Propositions
Earlier Research in Massively Multiplayer Online
Video Games
Massively-multiplayer online video game popularity has
increasingly gaining attention of academic research with a
focus on both positive and negative effects of massively
multiplayer online video game play on individuals.
Previous research studying massively multiplayer online
video games and collaborative learning demonstrates that
collaborative learning within virtual worlds is fostered due
to the nature of the way massively multiplayer online video
games are played and the elements within it (such as reward
system and stimuli). (McGonigal, 2010). However, those
studies do not suggest the reasons as to how learning within
game-based environments manifests itself in real life. For
instance, a player may engage in collaborative learning
activities within the game environment but only because the
game design and structure dictates this method of learning
(McGonigal, 2010). Little research exists on addressing the
question how massively multiplayer online video game play
could be used to encourage employees to utilise skills
acquired through collaborative learning to engage with
responsible and sustainable consumption responsible for the
highest proportion of CO2 emissions: food, mobility and
housing. Our research suggests that moral identity
dimensions could be a moderating factor manifesting the
level of engagement in sustainable consumption responsible
for the highest proportion of CO2 emissions: food, mobility
and housing, while International Entrepreneurship theory
could explain the level of readiness/responsiveness of
employees to act in an responsible and sustainable way
within the three main areas responsible for the highest
proportion of CO2 emissions: food, mobility and housing.

Conceptual Model and Propositions
We present our conceptual model (see Figure) for our
study, which comprises predicted theoretical links with
propositions to be further tested in other empirical studies.
Before providing a conceptual background for our
propositions, we emphasise three key areas, that is, food
consumption, housing and mobility/transport (Spaargaren
2011, Liu et al., 2016) that this study looks at in terms of
engagement in sustainable consumption and benefits
gained from it. We selected those key areas for the
following reasons:
(a) all those areas are linked to energy consumption in
terms of producing or consuming products within those
areas (McLaren & Childs, 2013, Liu et al., 2016), while
unnecessary energy consumption is directly linked with
responsible and sustainable consumption - the key concept
of this study;
(b) we follow three basic assumptions: 1) sustainable
consumption cannot happen without a consumer and his/her
consumption habits; 2) sustainable consumption happens in
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social surroundings; 3) the link between the “systems of
provision” and the sustainable consumption behaviour have
to be looked at (Liu et al., 2016). Below we briefly outline
those key areas.
Food consumption is associated with health risks (Liu et
al., 2016) and food production and consumption account for
nearly 30 % of energy emissions to the environment (FAO,
2013 in Liu et al., 2016).
Housing domain is the second largest area contributing
26 % to the greenhouse gas emissions to the environment
(Hertwich & Peters, 2009, in Liu et al., 2016)
Mobility refers to sustainable transport to physically
move around (Liu et al., 2016). Sustainable mobility accounts
for 23 % of CO2 emissions (IEA, 2012, in Liu et al., 2016).

Employee Proactiveness Orientation
International Entrepreneurship Theory

and

Employee proactiveness could be related to innovation,
career progression and career satisfaction (Seibert et al., 2001,
in Bakker et al., 2008). Crant et al. (2000, in Bakker et al.,
2012) explains proactiveness as positively influencing
employee attitudes and behaviours as “proactive individuals
identify or create opportunities that create favourable
conditions for individual or team effectiveness” (ibid, p.1361).
The above proactiveness orientation can be related to
international
entprepreneurship
theory,
explaining
behaviours of employers in an international environment,
based on the characteristics of an employer (e.g., exploring
and identifying opportunities and devising a strategy how to
use those opportunities to benefit from them) (de Mattos &
Salciuviene, 2017).
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Figure. Conceptual Model

Moral Identity, Employee Proactiveness to Engage
in Sustainable Consumption and Societal Benefits
In our study we adopt McFerran’s et al. (2010) definition
of moral identity, which is “a mental representation of one’s
moral character that is held internally and projected to
others” (p.37). Given that moral identity is linked to an
individual’s responsible ideology, defined as a set of
“beliefs, values, standards and self-assessments that define
an individual’s orientation toward matters of right or wrong”

(McFerran et al., 2010:35), we posit that moral identity
could act as a moderator between collaborative learning and
engagement in sustainable consumption of employees
within the three key areas responsible for the highest
proportion of CO2 emissions: food, mobility and housing.
Moral identity has been examined in earlier studies.
Barclay et al. (2014 p.17) state that “moral identity
provides the motivational impetus for acting in a way that
is consistent with individuals’ understanding of how a
person ought to behave under a given set of
circumstances”. For example, past research in the
consumption domain suggests that moral identity affects
altruistic behaviour (Reed II et al., 2016, in Wu & Yang,
2018) and is positively linked to sustainable behaviour
(Karmarkar & Bollinger 2015; Jia et al., 2017 in Wu &
Yang, 2018) and beliefs (Chowdhury and Fernando, 2014,
in Wu & Yang, 2018). However, other studies find no
relationship between moral identity and sustainable
behaviour (Crimston et al., 2016, in Wu & Yang, 2018).
Furthermore, past research suggests that moral identity
affects individual resilience, while it also influences
community social capital (Hart et al., 1998) and moral
identity is defined as “a self-consistent commitment to
lines of action benefiting others (p.513). Mayer et al.,
(2012) suggest that moral identity positively influences
responsible leadership, which is defined as the leader’s
ability to punish or reward responsible behaviour of their
employees resulting in more responsible behaviour and
lessens conflicting behaviour among employees at a
workplace (Mayer et al., 2012). Given the above findings,
we posit that proactiveness would be an important
consequence of collaborative learning that is moderated by
moral identity. Therefore, two dimensions of moral
identity (i.e., Symbolization and Internalization) would
manifest themselves in enhancing higher or lower levels of
employee proactiveness to engage with responsible and
sustainable consumption within the three key areas
responsible for the highest proportion of CO2 emissions:
food, mobility and housing, leading to societal benefits,
that is, social, economic and psychological benefits within
three key domains of CO2 emissions: food consumption,
housing and mobility.
Video game industry now is competing with film
industry (Harford, 2017), economicaly, labour market
benefits from video game players’ subscribtions and
purchases of video games in terms of creating new jobs,
more online video games can be created and that will
lower subscription cost, more individuals can play online
video games, more social activities will happen within
MMOG games.
When an employee is engaged with responsible and
sustainable consumption in food, housing and mobility
activities, he/she benefit economically themselves and
provide societal benefits to the community. For example,
eating more sustainable (i.e., organic) food will enable
more farmers to grow organic food at a lower cost, more
people within the community will be able to afford it, more
farmers will have jobs, there will be less negative impact
on the environment.
Social benefits would be linked to relationships and
socialising when playing online video games (Hazel,
2018a) and those are closely linked with psychological
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benefits of interaction. However, in the context of
engagement in sustainable consumption in food, housing
and mobility responsible and sustainable activities,
employees would benefit from building relationships with
community members and interact with other people having
similar preferences for food, housing and mobility
responsible and sustainable activities.
Psychological benefits from playing online video games
could be improved mood, relaxation, reduced anxiety and
stress (Hazel, 2018b), but in terms of engagement in
sustainable consumption in the following four areas, such as
food, sports, health and mobility, psychological benefits might
be different. For instance, while engagement with mobility
sustainable consumption might offer reduced stress and
anxiety, but when a customer decides to walk instead of
driving a car, those psychological benefits become less
apparent due to increased time required to reach the final
destination and therefore, anxiety can intensify, while the
level of improved mood from walking can decrease
considerably.

Social Presence as an Antecedent of Collaborative
Learning in Massively Multiplayer Online Video
Games
A motivating factor for a personality to engage with
video games refers to Social presence (or social
context/socialness) and it comprises “socialising (being
interested in other players, communication with them)
relationship (seeking to form long-term relationships with
other players) and teamwork (achieving satisfaction from
being a group member, a team player and achieving his/her
goals as being a part of a group)” (Yee, 2007 p.773).
In the setting of massively multiplayer online video
games, social context of game play is another dimension
that video games could have an effect on. This dimension
“may change the effect of content, such as how the social
context of game play may enhance some effects when
playing a massively multiplayer online video game”
(Gentile et al., 2009 p.752). Players can enjoy the game
with limited social interaction; however, to be able to
engage in certain game content that is more difficult
(subsequently offering higher rewards to progress), they
have no choice but to seek help from other players
(O’Reilly, 2010). To gain rewards, players have to work
together toward a common goal and they are required to
interact with other avatars. Parties and raids are among
several ways players in massively multiplayer online video
games can interact through (Nardi & Harris, 2006) as
players are required to work together to complete the tasks.
To gain rewards in massively multiplayer online video
games, communication and collaboration within the game
as well as outside the game (through discussion forums or
Skype) are crucial and teams that work together gain their
rewards easier and progress to another level faster
(Voulgari & Komis, 2011).

Immersion as an Antecedent of Collaborative
Learning in Massively Multiplayer Online Video
Games
Immersion is another important motivating factor for an
gamer to engage with the context of online video games,
Immersion comprises “discovery (finding things, exploring
things), role playing (improvising with other players,
fantasising while communicating with other players),
customisation of game characters and escapism from real
lives / relaxation” (Yee, 2007 p. 773–774).

Social Learning Theory and Collaborative Learning
The roots of collaborative learning as a focus for
researchers, began as early as the 1970s, but major
breakthroughs stemmed from researchers who borrowed
Piaget’s (1972) theory of cognitive development, who stated
that an individual continuously learns by engaging in a
cycle of an interaction with others, developing himself
through his/her own experiences and by observations of
other people surrounding them, therefore allowing him to
partake in more sophisticated social interactions, and
developing himself even further.
Another theory by Bandura (1977, in McLeod, 2016)
suggests that social learning occurs not only through
punishment and rewards but also by observing other
people’s behaviour. For example, children observe parents
and teenagers observe celebrities on TV. Those people who
could be observed should be influential to learn from their
behaviour and follow it by observers with their own actions.
According to Social Learning Theory, people learn by
experiencing things themselves or by observing others
(Mischel & Shoda, 1995), whether they are psychically
present in front of the TV or virtually - in a video game.
When observing others’ behaviour, people can see whether
they are rewarded or punished (McLeod, 2016). For
example, Buckley and Anderson (2006 p.368) believe that
video games allow people to “learn many behaviours,
attitudes, expectations, beliefs and perceptual schemata
through observation and participation in them”. This is
especially applicable to massively multiplayer online video
games where there are many other players to observe their
achievement or learn from their mistakes.
According to the Social Learning Theory, any stimulus
is posited to have sort-term and long-term effects through
several learning mechanisms (Buckley & Anderson, 2006).
Therefore, the most pertinent to this research are the
following determinants: frequency of game play (Stone and
Gentile, 2008), achievement, social-ness and immersion in
massively multiplayer online video game (Yee, 2007) that
influence promotion of collaborative learning [defined as
promoting situations in which two or more people learn or
attempt to learn together as opposed to individual learning
options (Dillenbourg, 1999)].
In our study, we find inspiration in Senge (1990) and
define Collaborative Learning as a process of developing a
willingness to collaborate with other members of a group
aiming to achieve the desired outcome. Collaborative
learning is viewed as an effective way of learning in both
academic and organizational settings (e.g., Panitz, 1996) and
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contributes to the organization’s major competitive
advantages (Senge, 1990).

Motivation and Collaborative Learning
Motivation is the force that drives people to do the things
they really do (Barrick et al., 2002 Sansone &
Harackiewicz, 2000; Nohria et al., 2008) or their learning
(Weiner, 1972 Pintrich, 1999; Masgoret & Garder, 2003;
Shih & Gamon, 2001).
Earlier research suggests that motivation can be either
intrinsic or extrinsic (e.g., Benabou & Tirole, 2003).
Intrinsic motivation refers to motivation that stems from
within the individual (for instance, a genuine interest or
enjoyment within the task), while extrinsic motivation
refers to motivation that comes from external sources (for
example, monetary or other material rewards) (ibid, 2003).
Both intrinsic and extrinsic motivation can be found in
massively multiplayer online video games, which contain
many elements that players find interesting or enjoyable
(intrinsic), while other elements offer multiple rewards to
players (extrinsic) who work hard in those video games to
achieve those rewards. However, the motivations of each
player may differ from those of another player when a
player engages in the same video game’s activities
(Schultheiss, 2007; Bartle, 1996, 2004; Yee, 2006, 2007).
Therefore, it is reasonable expect that the outcomes of the
player’s in-game experiences (such as, in the case of this
research, collaborative learning and proactiveness to
consumer responsible food products) can be influenced by
the player’s motivation.

Achievement as an Antecedent to Promote
Collaborative Learning in Massively Multiplayer
Online Video Games
We find that Achievement is an important motivating
factor of personality to engage with online video games and
it comprises “advancement (e.g., power gain, rapid progress,
gaining status symbols in a game), mechanics (analysing
game rules to become a better player in a game) and
competition (desire to compete with others in a game,
challenge them to achieve competitive status)” (Yee, 2007
p.773). We define it as a motivating force to succeed while
realising his/her goals to achieve and it contributes to faster
learning how to compete and succeed in an online video
game environment.

Massively Multiplayer Online Video Game Play
Frequency as a Motivating Factor for Promoting
Collaborative Learning
The literature review on previous studies in terms of
game play frequency suggests those could be divided into
two groups: studies that focus on concerns/pathological
issues arising from amount of game play and studies
focusing on positive aspects of amount of game play. For
instance, Stone & Gentile (2008) found that the effects of
the amount of game play are mostly related to activity
displacement (i.e., if more time is spent playing video
games, there is less time for studying or exercising) rather
than to collaborative learning. More time spent playing
games is positively correlated with obesity (Subrahmanyam

et al., 2000) or other health issues (Brasington, 1990). Players
who are driven by achievement, for instance, may spend
excessive amount of time advancing their characters to the
highest possible level, but as soon as an expansion pack is
released, there is a newer and higher benchmark for that
achievement that requires spending even more time in
attaining these new goals. Thus, with increasing amounts of
game play that are required to achieve bigger and better
rewards in that specific circumstance for players who are
continuously exposed to the experiences (stimuli) the game
provides, play frequency might not result in better
collaborative learning experience, even though players engage
in collaborative activities within the game, but they might
focus on their own achievements and play alone at those
moments without considering the need to observe other
players so often, from which collaborative learning occurs.
However, other research has shown that repetition of
any activity, including those in video games, facilitates
learning through role learning (Perkins, 1914, Hovland,
1938). McGonigal’s (2011) conceptual work states that
spending more time playing bigger and better games will
produce collaborative learners. For instance, a player who
is motivated by achievement will participate in highly
rewarded activities because of perceived value of the
rewards associated with the achievement in that particular
context. It is reasonable to suggest that constant, repetitive
stimulus that payers would receive during video games
may have an effect on the player’s achievement within the
game and would enhance the development of important
collaborative problem-solving skills that is a natural skill
for video gamers to develop as a result of observing
mistakes of others during the game and learning through
discussions with others and taking collaborative decisions
how to prevent those mistakes in the future (Prensly, 2007;
Hubbard, 2009).
Based on the above, we propose the following
propositions:
P1: Achievement will positively influence collaborative
learning.
P2: Social presence will positive influence
collaborative learning.
P3: Immersion will positively influence collaborative
learning.
P4: Video game play frequency will positively
influence collaborative learning.
P5: Collaborative learning will positively influence
employee proacti-veness to engage with responsible and
sustainable consumption.
P6: Moral identity will moderate the collaborative
learning and employee proacti-veness to engage with
responsible and sustainable consumption link.
P7: Employee proacti-veness to engage with
responsible and sustainable consumption will positive
influence societal benefits.
In our research, we use international entrepreneurial
orientation to uncover the entrepreneur (Lumkin, 2011; De
Mattos & Salciuviene, 2017) who could have high or low
propensity to engage with responsible and sustainable
consumption depending on moral identity dimensions that
could be manifested through different types of
international entrepreneurial orientation in engaging with
responsible and sustainable consumption. We posit that
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highly proactive, innovative Millenials would have a
tendency to manifest higher engagement in sustainable
consumption within the three key areas responsible for the
highest proportion of CO2 emissions: food, mobility and
housing, while less proactive employees will be less
willing to engage with responsible and sustainable
consumption, but using theory of hierarchical progression
(Wooliscroft et al., 2013 in Watkins et al., 2016) enabling
simple steps of collaborative learning in online video
games could gradually move those employees to higher
engagement with responsible and sustainable consumption
within the three key areas responsible for the highest
proportion of CO2 emissions: food, mobility and housing.

Conclusion
The paper aims to gain a deeper understanding of links
among moral identity, factors enhancing collaborative
learning with online video games, employee proactiveness
to engage with responsible and sustainable consumption and
societal benefits. To date, no previous research has offered a
conceptual model that combines moral identity,
collaborative learning in an online environment and its
consequences. Our research provides implications for public
policy makers, seeking to use collaborative learning to
achieve societal benefits in terms of responsible and
sustainable consumption. For example, online video games
could be used for younger generations to educate them about
how to maintain a balanced lifestyle or how to reduce CO2
emissions by reusing unwanted goods and gifts by donating
those to charities and incorporate second-hand goods from
eBay in their lives both at work and home environment.
For instance, public policy makers could offer an online
video game, where Achievement would become important
for employees to engage with responsible and sustainable
consumption in the game. In this case, Achievement would
motivate employees to engage with a responsible and
sustainable consumption activity through an online video
game allowing users to experience different roles when
consuming responsibly and sustainably in all three
domains, i.e., food, housing and mobility, to explore and,
therefore, learn things in situations they would be able to
experience in real lives resulting in learning and
application of their skills at a workplace.
Previous research underlines the importance of an
online video game play frequency and learning. In fact, the
amount/frequency of video game play is an important
factor in massively multiplayer online video games
because of its ability to engage players with the games,
who are ready to play frequently and, therefore, ready to
spend large amounts of time (and their income) on those
video games (Nardi & Harris, 2006). However, there might
be some drawbacks of the amount of time employees
would spent on the online video games. One reason might

be due to the large numbers of players on an online video
game platform, where communication within the game and
outside the game would require different skills and the
players within teams would not hold the same skills
because of changes of players within a team. Another
reason might be due to inability to join well-formed teams,
and, therefore, newer players would have to create their
own teams. The team formation would require extra time
and effort that not all players would be dedicated to give
and, therefore, would prefer to play on their own and be
satisfied with smaller rewards, but they would lack the
advancement of teamwork and relationship building and
management skills because they would be playing a game
alone. Therefore, the lack of teamwork and relationship
management skills in an online video game might enhance
collaborative learning skills less so.

Future Research Directions
As with any other research, this manuscript has
limitations that indicate future research directions.
First, while previous studies (e.g., McFerran et al., 2010)
suggest that moral identity and moral personality are two
separate elements, in our conceptual model, we posit that
moral identity moderates the relationship between
collaborative learning and employee proactiveness to engage
with responsible and sustainable consumption. Further
studies might foresee the effects of both moral personality
and moral identity on employee proactiveness to engage
with sustainable consumption and assess employee
propensity to disengage (McFerran et al., 2010) with
irresponsible consumption.
Second, previous studies report that social context in video
gaming has been found to be an important dimension
(Gentile, 2008). Thus, empirical findings could yield different
results for studies conducted using a large group online video
game in comparison to a small group online video game as a
requirement of more collaborative efforts, such as good
communication and teamwork, which cannot be applied when
playing solo or in small groups as the difficulty level is
marginal and there is little need to collaborate in the same way
as playing in a large group video game.
Third, our manuscript is purely conceptual and to puts
forward propositions rather than hypotheses. Therefore, to
test those propositions both a quantitative approach along
with a qualitative data collection methods, followed by a
quantitative study, could be used to gain deeper insights
into massively multiplayer online video game players to
explain how online video games could contribute to
improve employee responsiveness to be engaged with
responsible and sustainable consumption within the three
key areas responsible for the highest proportion of CO2
emissions: food, mobility and housing.
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