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Abstract 

Problem: Food consumption represents the largest contributor to climate change in Sweden, 

with activities that contribute to excess waste and greenhouse gas emissions. Although 

studies indicate positive attitudes towards green purchasing behavior among young Swedish 

consumers, inconsistency between green purchasing intent and actual behavior have been 

noticed.  

 

Purpose: The purpose of this qualitative research paper was to understand and identify 

underlying enablers and inhibitor to green purchasing behavior amongst young Swedish 

adults. Furthermore, the authors sought to understand the inconsistency between purchasing 

intent and actual purchasing behavior, of young Swedish consumers. 

 

Method: To answer the research question a qualitative research was conducted with a 

deductive approach. Focus groups with semi-open interview questions were used to collect 

empirical data. The target group for this research were young Swedish adults between the 

ages of 20-26.  

 

Conclusion: This research identified knowledge as the main inhibitor and enhancer of green 

purchasing behavior, as well as other factors that can be traced back to the amount and 

accessibility of knowledge. It was also concluded that companies have failed in delivering 

their green marketing strategies, as young consumers display confusion and mistrust towards 

green products.  
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Definitions 

Displayed below are definitions stated by the authors from a collection of knowledge. These 

terms are explained in order to give clarity in what the authors are conveying to the reader.  
 

Environmentally friendly products: This term includes products with environmental 

certification, such as KRAV, Från Sverige and Svanen märkt.  

 

Green products: See environmentally friendly products.  

 

Green foods: Environmentally friendly products within the food industry.  

 

Green purchasing behavior: Type of purchasing behavior where the consumer makes 

conscious, environmentally friendly purchasing decisions. More specifically, consumers who 

purchase environmentally friendly products. 

 

Sustainable consumption: Consumption of goods and services where the basic needs of 

consumers are covered, whilst contributing to a minimal impact on the environment.  

 

Value enhancers: Benefits that consumers derive from a certain purchasing behavior, that 

enhances the value of the consumer experience.  

 

Value inhibitors: Disadvantages that consumers derive from a certain purchasing behavior, 

that lowers the value of the consumer experience.  

 

Higher educated: University level education 

 

Non-educated: High school level education 

 

High-quality product: High-quality ecological products, specifically referring to the level of 

eco-friendliness of the product.  

 

Eco-friendly: Environmentally friendly products within the food industry.
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1.0 Introduction 
_________________________________________________________________________ 

This section will introduce the reader to the background of the topic, as well as justifications 

of why this topic is of importance. The problem will be discussed as well as the purpose of 

this paper. Finally, delimitations will be presented briefly.  
______________________________________________________________________ 

1.1 Background 

In December 2018 at the UN Climate conference, COP 24 in Katowice, Greta Thunberg, a 

climate activist, addresses the importance of immediate action to combat climate change. Her 

statement “Our biosphere is being sacrificed so that rich people in countries like mine can 

live in luxury. It is the sufferings of the many which pay for the luxuries of the few” is 

heartbreakingly in line with the drastically increasing CO2 emission worldwide (World Bank, 

2016). The negative development of CO2 has an extensive impact on several parts of the 

world's ecosystem, a tangible impact on the economy of countries, economic activities and 

people in affected areas. Ocean temperatures are increasing, leading to the loss of colossal 

glaciers. Thus, ocean levels are rising dramatically (UNFCCC, 2016). In fact, studies 

collected from Nasa (2019) display that the global average sea level rises 3.3 millimeters 

every year. Due to the negative impact on the environment, the highly rising issue of global 

warming has been under debate for decades. The debate has recently evolved from a simple 

argument about the human contribution to the problem, to a question about the impacts we 

already encounter and the consequences for the future of the younger generations (Parker, 

2018). Thus, major groups within the society have come to realize that this is a highly critical 

problem and that change in behavior needs to be acted on urgently. Current research results 

display that consumers have high concerns about the environment and gradually change their 

behavior accordingly. Therefore, one could suggest that a new market for more sustainable 

products and practices have emerged (Papadopoulos, Karagouni, Trigkas, Platogianni, 2010).  

 

Environmental consciousness is growing, resulting in new, more sustainable practices such as 

green marketing. Green marketing arose as a reaction to the concerns of the declining 
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condition of our environment and the criticism aimed at the traditional concept of marketing. 

Traditional marketing takes little to no regard to the environmental impact of consumption 

and production (Nath, Kumar, Agrawal, Gautam, Sharma, 2013). In simpler terms, one could 

define green marketing as the promotion and development of products and services to serve 

the need of consumers, without having a detrimental effect on the environment 

(Papadopoulos et al., 2010). A consequence of the growing interest and attitude towards 

environmental issues and the green movement has resulted in the environmental issue being a 

crucial component, with an influence on people's purchasing behavior (Singh, Vrontis & 

Thrassou, 2010). Thereby it has been shown that a high level of awareness in environmental 

issues can be an enabler to green purchasing behavior (Nath et al., 2013).  
 

Furthermore, research has shown that young consumers are specifically receptive towards 

innovative ideas and solutions (Ottman, Stafford, Hartman 2006). Studies have suggested that 

young consumers are the ideal target group when examining the conceptualization of 

sustainable consumption (Uddin & Khan, 2018). According to Uddin and Khan (2018), the 

younger generation has a general interest in consuming green products, due to their 

awareness of environmental issues and altruistic understanding of green purchasing behavior. 

Moreover, younger generations have a greater interest in the well-being of the environment as 

it concerns their future, whilst the older generation will not live to experience the 

consequences (Uddin & Khan, 2018). This is also applicable to young Swedish consumers. 

Studies from Ungdomsbarometern (2019) show that many identify themselves as 

“environmentalists” (Appendix A) and state their intentions of lowering consumption. The 

younger generation in Sweden is considered especially critical in their decision making and 

eager to learn in order to make decisions that are beneficial for themselves and their society 

(Ungdomsbarometern, 2019).  

 

Moreover, when measuring territorial emissions, Sweden has been displayed as one of the 

most outstanding countries in their performances battling climate change (Minx, Scott, 

Peters, Barett, 2008). The driver behind Sweden's good performance is the low levels of 

territorial CO2 emissions. Although, despite presenting low emissions, Sweden has failed to 

reduce its CO2 emission from its own territory since Earth Summit 1992 (Minx et al., 2008). 

Increasing levels in overall carbon emission in Sweden is predominantly caused by the 

substantial increase in consumption levels within the population. Swedish households are 

responsible for 76 % of the national carbon footprint, primarily gained from energy, transport 



 3 

and food (Minx et al., 2008). The impact of the carbon footprint in the food industry is 

arguably one of the most important factors to consider in order to improve the supply chain 

(Virtanen, Kurppa, Saarinen, Katajajuuri, Usva, Mäenpää, Mäkelä, Grönroos and Nissinen, 

2011). 

 

Discussing water footprint is crucial when examining the correspondence between purchasing 

behavior and environmental issues, as consumption is a major contributor to the increase in 

water footprint (Mekonnen & Hoekstra, 2011). Konsumentverket (2018) claims that Swedish 

consumers represent one of the highest consumption rates globally. Private households in 

Sweden represent two-thirds of the total climate impact of consumption, whereas public 

consumptions and investments account for the remaining third (Konsumentverket, 2018). 

According to Mekonnen and Hoekstra (2011), Sweden’s water footprint of national 

consumption is above the world average. For the average consumer, the consumption of food 

is the major contributor to their water footprint. Different food categories and how they 

increase the water footprint varies across countries. However, on average, the consumption of 

cereal, meat, and dairy products are the main contributors to an increase in water footprint 

(Mekonnen & Hoekstra, 2011).  

 

According to Konsumentverket (2018), in Sweden, the food categories of meat, dairy, and 

grain products represent the highest negative effect on climate. Although, sustainability and 

environmentally friendly products within the food industry seem to be of high importance to 

Swedish consumers. A recent study displays that 85% of Swedish consumers prioritize 

locally produced food products when grocery shopping. The most common reason for this 

purchasing behavior stems from the awareness of environmental issues. Similarly, 72% of 

Swedish consumers who chose eco-friendly products over non-eco-friendly do it in favor to 

the environment. Thus, indicating that there exists an openness for an increase in green 

purchasing behavior amongst the general Swedish population (Livsmedelsföretagen, 2016). 

1.2 Problem 

The consumption of food is a large contributor to the environmental crisis on the globe. The 

activities surrounding the production of food is contributing to excess waste and greenhouse 

gas emissions. Compared to other consumer goods, food is different because it is a basic 

human necessity and cannot be substituted or excluded (Tobler, Visschers, Siegrist, 2011). 



 4 

Looking from a European standpoint, food consumption is responsible for 20-30% of the 

overall consumption in Europe. Moreover, it stands for 50% of the overall European 

eutrophication (Borghi, Gallo, Strazza, Borghi, 2014). Sweden is no exception in this matter. 

The excessive private consumption rate of the Swedish population is increasing drastically 

and represents one of the highest consumption rates worldwide. Apart from fuel for vehicles, 

food consumption is the largest contributor to climate change in Sweden (Konsumentverket, 

2018).  

 

Studies from Konsumentverket (2018) exhibit a generally positive attitude towards green 

purchasing behavior amongst Swedish consumers. The research conducted by 

Konsumentverket (2018) displays two relevant results for this context. Firstly, from their 

quantitative research, 20-30 % of Swedish consumer claims that they chose environmentally 

friendly options over non-environmentally friendly foods the last time they went grocery 

shopping. Secondly, the majority of consumers believe that the food industry and consumer 

goods have the least negative impact on the environment compared to other industries. 

However, while looking into the practice of Swedish consumer behavior, reality paints a 

different picture. The same study concludes that solely 7 % of all sold consumer goods 

represent environmentally friendly products within the food industry. In comparison to 20-30 

%, one could claim that Swedish consumers overestimate their actual green purchasing 

behavior. Thus, one could state that while Swedish consumers acknowledge the positive 

impact of choosing environmentally friendly products, many often settle for less sustainable 

options (Konsumentverket, 2018).  

 

Moreover, young consumers with higher education have been found to show more 

consideration and responsibility toward environmental issues (Yatish & Zillur, 2016). Young 

adults are typically in a critical age where they leave their family households and are met 

with an increased behavior in taking more responsibility, which is usually directed more 

towards the pro-environmental practices (Stanes, Klocker, Gibson, 2015). They have a 

positive attitude towards new ideas, enabling young consumers to be a driving force towards 

change. It becomes increasingly interesting to understand the purchasing intent and behavior 

of specifically young adults because they, as previously mentioned, demonstrate a wider 

understanding and environmental consciousness. Young consumers can in a way grant us 

insights in future behavior towards environmental issues (Yatish & Zillur, 2016). Considering 

the continuously increasing and massive spending power the younger generation possesses 
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(Moses, 2000), the relevance of green purchasing behavior amongst the younger becomes 

even more evident. It is substantial to direct their consumption habits towards a greener 

purchasing behavior to protect future assets and resources (Fischer, Böhme, Greiger, 2017) 

 

Furthermore, Sweden is perceived as one of the more progressive countries within the field of 

environmentalism in Europe (Minx et al., 2008). For instance, most studies from the Swedish 

Environmental Protection Agency (2018) show that Swedish renewable energy consumption 

is superior amongst the European countries and is ranked third best after Norway and Iceland. 

Additionally, Sweden’s goal is to increase the level of renewable energy consumed with at 

least 50% by the year 2020. This represents the most ambitious goal regarding renewable 

energy within the EU ("Energianvändning i Europa", 2018). However, according to Minx et 

al., (2008) the Swedish private consumption is the biggest contributor to the overall increase 

in carbon emission, which enhances the importance of the selected research problem.  

1.3 Purpose and Research Question 

The majority of young consumers find themselves in a limbo between living at their parents’ 

house and on their own. Influencing them at this stage could be crucial in order to nudge 

them into the green direction. Therefore, the purpose of this qualitative study is to further 

understand why the purchasing intent of Swedish young adults differs from their actual 

purchasing behavior. To fulfill the aim of this study and gain further understanding of this 

subject, qualitative research will be conducted on young consumer behavior in relation to 

green products. The following research question was formulated:  

 

RQ: What are the underlying value enhancers and inhibitors influencing young 

Swedish consumers’ green purchasing behavior towards food? 

 

Apart from understanding the young Swedish consumers, the information could furthermore 

be used to streamline green marketing activities put forward by companies working with 

consumption goods in Sweden. Additionally, combining information about the amount and 

effect of private consumption in Sweden, along with uncovering information about green 

purchasing intent, will be important to better understand the preconditions in obtaining a 

green economy. Thus, the intent of this research paper is to continue to enhance this 

knowledge.  
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1.4 Delimitations 

Qualitative research conducted in this paper is limited to Jönköping and therefore not focused 

on all Swedish young adults. The definition of young adults in this study is limited to the ages 

of 20-26. Furthermore, this study focuses on private food consumption and not companies. 

Indicating that companies will not be able to benefit from this research paper more than 

gaining an understanding of their consumer's attitudes and behavior. The fact that green 

products are not limited to the food industry alone has been acknowledged by the authors. 

However, no other industries have been considered.  

1.5 Key Terms 

Green marketing, purchasing behavior, green purchasing behavior, food industry, green 

consumer goods, Swedish consumption, young consumer behavior.    
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2.0 Frame of Reference 
_________________________________________________________________________ 

This chapter will provide the reader with the theoretical background relevant to the research 

question formulated in chapter 1. Important concepts, definitions, and theories will be 

presented, together with a model central to this thesis.  

______________________________________________________________________ 

2.1 Collection of Literature 

A literature review was conducted in order to gain an overview of existing knowledge and 

theories within the field of green marketing and consumer behavior. Literature relevant to the 

topic of this thesis was examined and used to build a base of already established theory for 

the purpose of further research. The lack of research conducted on the inconsistency between 

Swedish consumer intent and actual consumer behavior in regard to green products instigated 

an interest in further elaboration in this area. One could argue that this area of research is in 

need of development due to its importance stated in chapter 1. Literature was primarily 

derived from Google Scholar, Scopus and JIBS library. Certain keywords were formulated 

during the research process, which made it easier to find relevant literature. Keywords 

formulated were: green purchasing behavior, green products, sustainability, climate change, 

consumer behavior, green marketing, green food products, food industry, consumption, and 

Swedish consumption. All keywords were used in different combinations with each other. 

During the research process, two factors were of special importance. Firstly, articles with a 

higher number of citations were prioritized. Secondly, when given the option, more recently 

published articles were prioritized in order to avoid outdated articles and data. 

2.2 Overview of Frame of Reference 

Several topics relevant to the formulated research question will be presented under this 

chapter. In order to gain clarity, the authors wished to present an overview to the reader that 

display theory covered and interconnections (Figure 1.). 
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Figure 1. Overview of topics presented in the frame of reference 

2.3 Green Marketing 

The past decades have been saturated by debates regarding the highly rising issue of global 

warming. As a result, customers attitudes and interest in sustainable businesses and green 

products have increased drastically. Thus, in order to serve customers’ needs, the concept of 

green marketing has emerged (Baktash & Talib, 2019). This will be further discussed below, 

however, in order to gain clarity into this topic, traditional marketing will be presented first. 

2.3.1 Marketing 

A universal definition of the concept of marketing is yet to be developed (Fill & Turnbull, 

2016). One must recognize that there have been a number of contributors to the theory and 

practice of marketing over the past decades, all trying to define the managerial activity. 

Naturally, due to the many contributors, the concept of marketing has gradually broadened 

(Kotler, 2011). The latest accepted definition of marketing is proposed by American 

Marketing Association (2013) and has been able to capture this newly developed and 

broadened view, defining marketing as “... the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large” (AMA Publishing, 2013).  

 

In order to gain further clarity of the activity of marketing, one should differentiate the role 

and the task of marketing communications from one another (Fill & Turnbull, 2016). The role 

of marketing proposed by Drury (2008) is a two-way process including engaging both 

audience and brand. This is referred to as brand response and could engage the consumer into 
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more than just a purchase. For instance, visiting a website or sharing the received information 

with a friend (Fill & Turnbull, 2016). Furthermore, the task of marketing could be divided 

into four important key tasks: differentiate, reinforce, inform or persuade the audience into 

thinking, feeling and behaving in certain ways (Bowersox & Morash, 1989).  

2.3.2 Green Marketing 

Green marketing is a development of traditional marketing, as practices within traditional 

marketing were perceived as insufficient in favor to the environment (Nath et al., 2013). 

Kotler (2011) suggests that the emerging attention to environmental issues has a major 

impact on the practice and theory of marketing. Once resource limitations and externality 

costs start to surface, reinvention of marketing will be needed in order to make the practice of 

marketing more sustainable. Nowadays when mentioning green marketing, one is referring to 

the planning, the development, and marketing of services or products to fit the consumers’ 

needs without damaging the environment. In other words, to be considered green marketing, 

one has to consider the green aspects of both marketing as well as the product (Papadopoulos 

et al., 2010).  

2.3.3 Green Washing 

The challenge of environmental issues has helped shape the way a business can compete in 

the marketplace. A lot of companies are implementing a green business strategy to ensure 

their sustainable growth, as well as, providing them with a competitive advantage considering 

the growing awareness towards environmental issues amongst consumers (Lazar, 2017). 

Greenwashing is one example of a business activity frequently implemented to compete in 

the marketplace. It is the act of overstating the environmental friendliness of products and 

services to gain market share. The rise in demand for environmental consideration from 

customers has increased the frequent use of greenwashing in business practices. Apart from 

being deceiving, greenwashing has an immediate effect on the environment, as it portrays 

products as eco-friendly when in reality, they could have a harmful effect on the environment 

(Dahl, 2016).  

2.4 Consumer Behavior  

Consumer behavior is a concept well used in marketing and describes how individuals select, 

purchase and use products, services, experiences or ideas to satisfy their needs. The concept 
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describes the full consumer processes involved and factors that may influence a certain 

purchasing behavior (Solomon, 2015). Throughout this subchapter, the Elaboration 

Likelihood Model will be presented together with factors influencing green purchasing 

behavior in order to display the complexity of consumer behavior.  

2.4.1 ELM: Elaboration Likelihood Model  

The Elaboration Likelihood model is a framework developed by Petty and Cacioppo (1986). 

It is used for persuasion that is applicable to various message, recipient and context variables, 

which will be used to provide a greater understanding of the decision making and consumer 

behavior in relation to green products (Kitchen, Kerr, Schultz, McColl, Pals, 2014). ELM is 

based on two possible routes to persuasion; the central and the peripheral routes. These two 

routes are connected on both sides of a continuum which determines to what extent cognitive 

effort will be expanded to take in a message. The route of persuasion is based on whether the 

elaboration level is high or low, and the elaboration level is dependent on the motivation and 

ability of the human (Kitchen et al., 2014). The central route indicates high elaboration 

likelihood amongst the consumers, including high motivation and willingness to process 

information. If the consumers follow the peripheral route, the low willingness of information 

processing, as well as motivation, exists (Edson Escalas & Bettman, 2015). Whether the 

consumer follows the central or peripheral route depends on the level of elaboration, which is 

influenced by motivation and abilities. As opposed to the central route, the peripheral route 

will form attitudes which are relatively less confronted by the quality of the arguments and 

are more temporary compared to the attitudes formed from the central route (Kitchen et al., 

2014). The motivation of an individual is influenced by various factors, such as; 

- whether or not the message is of personal relevance to the receiver 

- the extent of thinking required from the receiver 

- the source of the arguments put forward in the message and how well the argument 

fits with the attitude of the person.  

Abilities are then measured by looking at to what extent the receiver can process the message 

and be influenced by factors of distracting stimuli if the message is repetitive. Additionally, 

one can look at the complexity of the receiver and the amount of the previous encounters with 

related content (Kitchen et al., 2014).  
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From the central route of persuasion, attitudes amongst consumers are formed after serious 

consideration of the message. Thus, the message will withstand and predict the future 

behavior of the person. As opposed to the central route, the peripheral route will form 

attitudes that are relatively unfazed by the quality of the arguments and are more temporary 

compared to the attitudes formed from the central route (Kitchen et al., 2014).  

 

 
Figure 2. Elaboration likelihood model, source; Kitchen et al., 2014 

 

2.4.2 Intrinsic and Extrinsic factors 

When discussing green purchasing behavior, customer loyalty and attitude represent two 

central factors. These components are affected by several influences, which could be divided 

into intrinsic - and extrinsic factors (Baktash & Talib, 2019). This will be further discussed 

below.  

2.4.2.1 Consumer Loyalty Towards Green Products 

A general definition of consumer loyalty describes it as a consumer preference towards a 

specific brand, in comparison to other rather similar brands, over a certain period of time. In 
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other words, it is the behavioral result of certain consumer behavior conducted over time 

(Espejel, Fandos & Flavián, 2007). Moreover, Baktash and Talib (2019) define green loyalty 

as “...a person who repurchases the same products and recommends these products to others 

and sustains a positive attitude towards the green products” (Baktash & Talib, 2019). An 

increase in the perception of green trust among the consumers could substantially increase 

customer loyalty towards more sustainable products. Thus, the importance of implementing 

green practices becomes even more evident (Martinez, 2015). 

2.4.2.2 Consumer Attitudes Towards Green Products 

Schlegelmilch, Bohlen, and Diamantopoulos (1996) argue that attitude represents the highest 

rational predictor leading to environmental purchasing behavior. The term consumer behavior 

has over time, evolved into a new concept called green consumer behavior and is defined as 

behavior that arises from concerns regarding the environmental issues that are caused by 

manufacturing and consumption (Wagner, 2003). Studies reveal that there are several factors, 

both external such as media, culture, and education as well as internal such as knowledge and 

awareness, that affect green consumer behavior. Researchers stress the importance of 

understanding the motivators of green consumer behavior in order to change the behaviors of 

individuals who are less aware of environmental issues (Carrete, Castaño, Felix, Centeno and 

González, 2012). Research has also shown that the lack of knowledge of green products may 

lie in the difficulty of evaluating the extent to which a product is green or environmentally 

friendly (Wagner, 2003). 

2.4.2.3 Intrinsic Factors 

Intrinsic factors include green product quality and green trust in this context (Baktash & 

Talib, 2019). The study conducted by Baktash and Talib (2019) shows that a high-quality 

product has a direct connection with customer attitude and loyalty. Good quality products 

lead to positive attitudes amongst the customers. Baktash and Talib (2019) argue that the 

correspondence between high quality and positive attitude is based on the fact that product 

quality has a direct impact on the consumer. On the other hand, Morel and Kwakye (2012) 

propose that consumers who might think that conventional products have better quality, still 

purchase green products. Similar findings were collected by Yu-Shan and Cheng (2013) 

when looking into the relationship between perceived green quality. This study displayed that 

greater satisfaction was experienced by consumers when purchasing green products, which 

had a positive effect on consumer trust. Thus, trust towards green products plays an even 
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more central role in comparison to product quality. High level of trust results in positive 

attitudes amongst the consumers. Furthermore, a positive attitude towards green purchasing 

behavior leads to high customer loyalty, indicating that these two components are 

interdependent, and loyalty cannot be achieved without positive attitudes (Baktash & Talib, 

2019).  

2.4.2.4 Extrinsic Factors 

In this context, extrinsic factors include gender, age, employment status and education 

(Baktash & Talib, 2019). Studies indicate that gender corresponds with different green 

consumer purchasing intents in a way that women have a better perception of environmental 

issues and are more caring towards the quality of the environment. Men have a deeper 

knowledge of environmental issues, yet they are less green in their behavior (Suki, 2013). 

Although, another study by Chen and Chai (2010) shows that there is no significant 

difference in male and female environmental attitudes.  

 

Apart from gender, Suki (2013) discusses the differences in age. Age plays a central role in 

differences in environmental purchasing behavior, as young consumers are more receptive 

towards environmental issues. This is due to the amount of exposure to mass media through 

various sources and channels such as social media. Environmental messages that are 

broadcasted through media channels are proven to affect the environmental concerns among 

young consumers. Social influence is also proven effective when influencing environmental 

behaviors of young consumers as they are in a critical age where many important life 

decisions are to be made. Young consumers are aware of the impact of their behavior, which 

enables them to base their decision making towards the benefits of their society (Joshi & 

Rahman, 2016). Young adults also tend to share an altruistic understanding of environmental 

issues as they strive to comply with social norms (Uddin & Khan, 2018). Social sources that 

generally influence young consumers are family members, teachers, friends, celebrities and 

other individuals who are looked up to. Furthermore, interest in environmental concerns can 

be influenced by these sources (Joshi & Rahman, 2016). However, even though many young 

consumers carry a strong concern for environmental quality, studies indicate a lack in their 

purchasing intent. Older people have higher levels of green behavior whilst younger 

individuals state their future intentions to act greener. This is mainly due to the lack of 

financial security among young consumers as green products tend to be pricier (Joshi & 

Rahman, 2016).   
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Looking into employment status, the study conducted by Baktash and Talib (2019) shows 

that employment status has very little influence on consumers overall attitude and loyalty 

towards green products. Thus, education seems to be a more central impact factor. According 

to Diamantopoulos, Schlegelmilch, Sinkovics & Bohlen (2003), there are other socio-

demographic factors that need to be considered to understand how young consumers’ gather 

knowledge of environmental issues. Education has therefore been studied to understand 

young consumers’ interest in environmental issues and studies indicate a correspondence 

between these factors. It is proven that higher educated people are more likely to possess a 

stronger environmental consciousness. Ecology can be quite a difficult subject to understand 

and assimilate due to its complex connections between organism and environment. Therefore, 

it is proposed that individuals with higher education levels are more likely to understand such 

issues related to environmental quality and their knowledge enables them to participate in 

pro-environmental behaviors (Diamantopoulos et al., 2003). This was evident in Hai and 

Mai’s (2013) study which explores environmental awareness, understanding of eco-products 

and attitudes towards green purchasing amongst consumers. The study displayed that 

consumers with higher education could comprehend the purpose of green products to a 

greater extent. Moreover, higher educated consumers displayed a greater positive attitude and 

are more likely to purchase green products, in comparison to non-educated consumers.  

2.5 Consumption 

2.5.1 Holt’s Theory of Consumption 

Holt (1995) bases his study on how consumers consume and describe consumers’ actions as 

“consumption practices”. The author aims to define the role of practices in consumption 

which therefore emphasizes the focus on how consumers directly engage in consumption 

actions through three metaphors. These are consuming as experience, consuming as 

integration and consuming as classification. He also presents a fourth dimension termed 

“consuming as play” which is somewhat neglected though it’s importance. Consuming as 

experience includes emotional states that arise during consumption. This metaphor explains 

consumption practices that are based on emotional subjective and reactions (Holbrook & 

Hirschman, 1982). Consuming as integration considers the manipulation and acquiring of 

object meanings by consumers which allows consumers to find elements of their identity in 
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their consumption. Lastly, consuming as classification explains consuming as the process of 

which personal meanings and culture are used to classify consumers (Holt, 1995). According 

to Holt (1995), all metaphors are necessary to consider in order to describe how consumers 

consume a specific product.  

2.5.2 Consumption of Green Foods 

Food consumption has a strong correspondence with climate impact. Studies show that 

products that have been transported by air, less organic foods, and meats have a high impact, 

comparing with other food products (Jungbluth, Tietje, & Scholz, 2000). When choosing 

different types of foods, one may reflect on the consequences as these choices represent 

important environmental decisions. Many consumers decide against green foods and the most 

highlighted issue that reverts consumers from choosing green foods is the fact that the 

consumers do not necessarily have the knowledge of the environmental impact (Tobler, 

Visschers & Siegrist, 2011). Thus, the lack of awareness towards green products along with 

many other factors such as education, family income and purchasing convenience affect 

consumer behavior towards green foods. 

  

However, previous research shows that there are consumers who are willing to adopt green 

food consumption behaviors and there are several factors that motivate their consumption. 

These factors include convenience, sensory appeal, price, brand, quality of stamps and 

healthiness and tend to influence consumers in their food selection (Scheibehenne, Miesler & 

Todd, 2007). Sensory appeal and healthiness may be described as intrinsic factors where 

consumers are motivated to choose foods based on their form, color, taste, and appearance in 

contrast to extrinsic factors that are price, brand quality of stamps and convenience (Espejel 

et al., 2007). Yet again, the lack of awareness may result in a food selection that is not 

completely environmentally beneficial (Scheibehenne et al., 2007). Furthermore, within the 

category of consumers who choose green foods, several of those consumers do not 

necessarily make their food selection based on environmental benefits. Many consumers 

strive to change their diet due to health reasons and would, therefore, consider switching to 

green products as those tend to be healthier with fewer chemicals (Golnaz Rezai, 2012). 
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3.0 Methodology 
_________________________________________________________________________ 

This section introduces the reader to the selected methodology for this research paper. The 

chosen research philosophy, strategy, and approach will be presented as well as justified. 

Additionally, ethical considerations surrounding the methodology will be carried out. 

Finally, the method of processing and analysis will be presented to the reader.  
______________________________________________________________________ 

3.1 Research Philosophy 

Saunders, Lewis & Thornhill, (2009) explains ontology as the philosophy concerned with the 

assumptions, we can make about how the world operates. There are two major distinctions 

within ontology, being objectivism and subjectivism. Objectivism views social entities 

existing independently of social actors. The subjective view is that social phenomenon is 

based on the actions and perceptions of social actors, and in order to understand them one has 

to study the details of the situation. According to Saunders et al., (2009), the subjectivist view 

is often linked with social constructionism which is a follow up on the interpretivism 

philosophy that in order to understand the actions of a human, one has to understand and 

explore the subjective meanings leading up to social actions. Considering that the aim of the 

research is to understand the underlying reasoning behind a specific behavior in human 

beings, the subjective view will be implemented in this research paper. The research paper 

will keep to the subjective view by an in-depth discussion about behaviors and reasoning in 

order to understand certain choices and actions.   

 

Saunders et al., (2009) states that epistemology is concerned with knowledge, more 

specifically what constitutes acceptable knowledge. Keeping to the subjective view of this 

research, the knowledge that will be of the highest value for this study will be attitudes and 

feelings gathered from the in-depth discussion.   

  

There are several approaches to implement for research philosophy, and in this research 

paper, the interpretive approach is the chosen philosophy. The interpretivism has its historical 

roots in anthropology and can be traced back to the 18th century and the philosopher 

Giambattista Vico (Ryan, 2018). Another example of a research philosophy is the positivist 
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approach. The positivist approach is favorable if you believe the study will produce end result 

that will be law-like generalizations similar to natural and physical science. In connection to 

what Saunders et al., (2009) state, implementing a positivist approach to conduct this research 

paper would not be suitable and due to the aim of this research, one would not be able to 

reach the research intent with a positivist approach. The Interpretivism belief is that in order 

to understand the behavior of people one has to consider the difference in human beings, so-

called “social actors”. According to Saunders et al., (2009), the philosophy highlights the 

difference in examining human beings and examining cars and computers. Implementing an 

interpretivism approach for this study is appropriate since the aim is to understand and 

explore behavior in a selected group of human beings and viewing each individual’s role and 

actions as an important factor to grasp the research question. The interpretivism approach 

allows the research to view each individual and their specific role, and by doing this, 

understanding the specific research area of this study.  

3.2 Research Strategy and Approach 

3.2.1 Qualitative Research  

There are different approaches that researchers may consider when conducting research. 

These include quantitative and qualitative approaches. The quantitative research approach is 

applied through gathering data that will be used when formulating and testing a hypothesis. 

This approach is associated with numerical data and is less effective in displaying thoughts 

and behaviors. A qualitative approach is used by the researcher to understand the issue as 

well as exploring its reasons and motivations, which is more relevant when studying 

consumer behavior (Saunders et al., 2009). Since the aim of this research paper is to explore 

and understand the issue, rather than testing a hypothesis, a qualitative approach has been 

applied. The chosen approach contributes to a more focused understanding of the issue 

through a variety of methods that are unstructured and semi-structured. Examples of these are 

focus groups, ethnographic fieldwork and individual interviews. One may use one method 

only or apply all of them which will allow the occurrence of a methodological triangulation 

(King & Horrocks, 2010). 

  

Applying a qualitative research approach will provide certain benefits when conducting 

research papers of this sort. Its methods allow the researcher(s) to gain valuable insights from 
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the consumers in order to understand their behavior, which is useful in this study due to the 

purpose. In other words, it may be an effective way of accessing consumer thoughts and 

opinions (Mariampolski, 2001). The qualitative approach includes small sample sizes, in 

comparison to the quantitative approach, which permits the researcher(s) to analyze the 

participants’ reactions and thoughts. Open-ended questions and passive observations may be 

utilized in order to draw conclusions (Saunders et al., 2009). Qualitative research is also 

easier to organize and is less time consuming due to the smaller sample sizes and the planned 

locations for the focus groups. These factors also contribute to an easier way of controlling, 

managing and predicting limitations (Mariampolski, 2001). 

3.2.2 Deductive Approach   

Furthermore, in this qualitative research, deductive research has been used. The deductive 

approach involves the development of a clear theoretical position prior to the collection of 

data. Which is in contrast to the inductive approach that starts by exploring data, followed by 

developing theories from the gathered data and subsequently relating it to literature (Saunders 

et al., 2009). Using a deductive approach was relevant in this study due to the availability and 

amount of theory and articles related to green purchasing behavior. These theoretical 

frameworks may serve as enablers in identifying thoughts and motivators towards the green 

purchasing behavior of young Swedish consumers. 

3.3 Methods of Data Collection 

3.4.1 Focus Groups 

This research paper will use focus groups as a research method in order to collect qualitative 

data. Bente Halkier (2010) defines focus groups as a combination of group interaction and a 

predetermined subject of the discussion made by the researcher(s). Another definition, made 

by Krueger and Casey (2009), describes focus groups as “... carefully planned discussion 

designed to obtain perceptions on a defined area 24 of interest in a permissive, non-

threatening environment”. A focus group is not to be compared to a regular group, as it is a 

special type of group in regard to purpose, size, composition, and practices. The purpose of 

using a focus group is to listen and subtract information in the form of opinions and 

experiences of the participants, with regards to a specific subject. The size of focus groups is 

normally composed of five to ten participants but can range from four to twelve. When 
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deciding upon the size, substantially one has to take the purpose of the focus group into 

account. If one wishes to have a rather deep and intimate discussion, one would preferably 

have a smaller group. However, if the purpose is to gain substantially diverse opinions one 

would go for more participants. Additionally, when selecting participants for the focus group, 

the goal is to create homogeneity in characteristics amongst the participants. The 

homogenous characteristics are chosen by the researcher(s) beforehand and could include 

gender, age, lifestyle, occupation and more (Krueger and Casey, 2009).  

 

Kamberelis and Dimitriadis (2013) highlight the importance of creating a safe environment to 

enable interaction between the group members and encourage self-disclosure. This, in order 

to achieve a fundamentally effective focus group. A careful selection of space is substantial 

in order for the participants to feel comfortable. Preferably, one has to choose a space that is 

perceived as familiar to the participants. Furthermore, Halkier (2010) states the importance to 

select a neutral place with limited distractions, in addition to being familiar.  

 

The reasoning behind selecting a focus group in order to answer the formulated research 

question is due to the many benefits derived from this method of qualitative research. Focus 

groups have great strength in generating data about interpretations, norms, and behavior 

within a specific social group. It focuses less on the individual’s behavior and opinions, and 

more about the social interaction between the participants. This allows the researcher(s) to 

derive more complex information, due to the many different experiences and opinions 

amongst the participants, and data about social practices, which could be difficult to develop 

from individual interviews (Halkier, 2010).   

3.4 Sampling Method 

Sampling is the act of choosing a small portion of a big population to observe in order to 

reach assumptions about the whole population (Saunders et al., 2009). Since the aim of the 

study is to understand the behavior of a specific group of people, the research question cannot 

be answered by just any people out in the world. Hence, the need for sampling is made 

apparent. Focus groups will be used in order to gather data to answer the research question, 

therefore the strategy for sampling has to be chosen accordingly (Krueger and Casey, 2009). 

The first step of the sampling process is to recognize suitable participants for the focus 

groups. This calls for a screening process which is a process where one decides upon the 
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demographical and observable characteristics of suited participants for the focus groups. 

According to Kreuger and Casey (2009), the screens for this particular study is that the 

participants have to be between the ages of 20-26 and Swedish descendant. The next step of 

the process is to design a process in which one selects the participants for the focus group. In 

the case of this study, the design is based on the aim of the study, the screens for suitable 

participants, and the dates for the focus groups. The third step is to generate a pool of suitable 

participants. Kreuger and Casey (2009) state that the pool of participants is the next step of 

the sampling process, and there are several strategies to this such as list, ads, announcement, 

and nomination sampling. The pool of participants for this research was generated based on 

the screens and geographical convenience. Kreuger and Casey (2009) state that, in order to 

ensure an unbiased cross-selection, one can implement randomization to the sampling 

process. This is a process where the participants from the pool of suitable participants are 

chosen at random to ensure everyone an equal chance of being selected. Randomization was 

implemented to some extent to reduce selection bias.  

3.5 Composition of Questions  

When composing questions for qualitative research, one can use three different types of 

questions; structured, semi-structured and unstructured. Looking into the semi-structured 

nature of focus groups, one may find it highly relevant to also use semi-structured questions 

(Saunders et al., 2009). Moreover, Kamberelis and Dimitris (2013), suggests that the most 

suitable composition of questions in regard to focus groups are semi-structured, open-ended 

questions. Questions that open up for a free discussion amongst the participants generate 

richer and more complex conversations (Kamberelis & Dimitris, 2013). Furthermore, during 

all focus group sessions, one or more moderators will be present in order to ask formulated 

questions and structure the discussion. However, the most important role of the moderator is 

to carefully listen to the conversation (Halkier, 2015).  

 

Open-ended, semi-structured questions will be used in combination with probing questions. 

The intention of probing questions is to further explore certain responses received, that are of 

importance to the specific subject discussed. When asking probing questions, the moderator 

needs to avoid exposing their certain view or judgment on the topic discussed (Saunders, et 

al., 2009). See Appendix C for the question guide for the focus groups.   
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3.6 Empirical Data Collection  

Focus groups were used in this study to collect qualitative data. Four different groups were 

held within the timeframe of one week where the participants were sent electronic invitations. 

According to Kreuger and Casey (2009), the optimal size for focus groups that aim to create 

deep and intimate discussions are rather small. Therefore, the chosen sizes for the focus 

groups were between four to six participants. Furthermore, in order to find significant 

patterns in thoughts and opinions, the four focus groups were divided by gender. One group 

consisted of females only, the other one contained only males and the final two were mixed 

with males and females. However, the last group included participants without a higher 

education background in order to analyze differences in knowledge based on education. The 

focus groups were held by the three authors whereby one acted as a moderator and the other 

two acted as assistants. The authors then switched roles as each author was responsible as a 

moderator for at least one focus group. Moreover, the assigned roles allowed the authors to 

effectively collect insights as one assistant took notes and the other one analyzed the behavior 

of the participants whilst recording the sessions via smartphones. Participants were also asked 

to sign a paper of consent (see Appendix B) before the recorded session began.  

 

The location of the focus groups was at Jönköping University as the meeting rooms ensure a 

convenient and safe environment. This is in line with Kamberelis and Dimitriadis (2013) 

proposition of creating a safe environment that enables interaction and encourages self-

disclosure. The participants were also offered refreshments such as sparkling water and 

snacks in order to provide a comfortable environment for discussion. The interviewee let the 

participants chose whether to do the focus groups in Swedish or in English. This resulted in 3 

out of 4 sessions being held in Swedish and the fourth one in English. Furthermore, 

throughout the sessions, the moderator asked questions that were prepared beforehand 

(shown in Appendix C). The focus groups were initiated by asking the participants about 

their name, age, occupation and if they ever purchased a green product. This was followed by 

general questions about the environmental crisis, grocery shopping, and consumer behavior. 

The whole discussion was finalized with questions about the participants' knowledge and 

attitude towards green products.  However, probing questions that were unscripted, as well as 

follow up questions, were formulated by the moderator during the sessions in order to gain 

deeper insights and knowledge of the participants' thoughts and opinions. The moderator used 
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a calm body language and speaking tone which encouraged the participants to further 

discussion and self-disclosure.  

3.7 Ethical Considerations  

Halkier (2010) discusses four different components of ethics important when conducting 

focus groups. Firstly, all participants need to be offered anonymity, meaning that the 

participants' identity will be kept confidential throughout the whole data processing and 

analyzing. This was achieved by giving all participants pseudonyms when analyzing 

qualitative data collected. Secondly, all participants need to be informed about the topic of 

the thesis, and the purpose of the data collected through focus groups. Before initiating the 

focus group, all participants were asked to sign a consent form (Appendix B), where the 

purpose of the focus group is stated. Furthermore, the topic of the thesis was presented by the 

moderator before the first questions were asked, which could be viewed in the Question 

Guide for Focus Groups (Appendix C). The third component proposed by Halkier (2010) was 

to remain realistic when introducing the participants to how the collected data will be used. 

Halkier (2010) argues that it is of high importance to not promise anything to the participants, 

that will not be fulfilled in order to remain ethical as holders of the focus group. Finally, one 

has to remember to treat the participants with respect and not condescend their opinions, 

knowledge, and experience. This was taken into consideration by the authors. The sole role of 

the moderator was only to lead the discussion, not to express opinions of their own. The other 

two authors were present during the focus groups, however, they remained silent observers 

throughout the whole discussion (Halkier, 2010).  

3.8 Quality of Data Collected  

To ensure credibility and quality of data for the research one should take the validity and 

reliability of the findings into consideration (Saunders et al., 2009).   

3.8.1 Validity  

Validity is concerned with the findings, and whether they are related to what they appear to 

be about. Validity is looking at whether there is a correspondence between the different 

variables. According to Saunders et al., (2009), looking at the threats is one way to look 

further into the validity of findings. Threats to the validity are; history, testing, 
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instrumentation, mortality, maturation an ambiguity about causal direction. Another 

important aspect of validity is generalizability, also referred to as external validity. 

Generalizability is concerned with whether your findings can be applied to another research 

setting, for example, other organizations. According to Saunders et al., (2009), to ensure that 

the findings are valid, one has to ensure that the intended population of observation is being 

covered by the chosen sample of people. In the case of this research where the population is 

Swedish adults between the ages 20-26, one has to ensure that the chosen sample is logical. 

Keeping in line with what was previously discussed, one has to make sure that the chosen 

data collection method is going to yield valid data, as well as ensure the theoretical 

framework to be in according to the research topic (Saunders et al., 2009). 

3.8.2 Reliability  

According to Saunders et al., (2009), reliability is concerned with to what extent the 

techniques of data collection and analysis procedures will generate consistent findings. One 

can examine this by posing the three following questions.  

1. Will the measures yield the same results on another occasion? 

2. Will similar observations be reached by other observers? 

3. Is there transparency in how sense was made from the raw data? 

 

Saunders et al., (2009) states that, apart from looking at previous questions, one could look at 

the threats to reliability in order to gain a further understanding of the subject. The first threat 

worth mentioning is subject or participant error, meaning that one has to make sure that there 

are no external influences influencing certain answers. Similar to this is subject or participant 

bias, this would occur if the participants feel obligated to answer in a certain manner due to 

pressure from higher-ups. According to Saunders et al., (2009), one also has to consider both 

observer error and observer bias. Observer error can be identified when, for example, the 

same interview has been conducted several times, with different people asking the questions. 

An easy occurrence when doing this is that the questions end up being rephrased each time, 

hence influencing different kinds of answers for the wrong reason. The last threat to 

reliability of data is observer bias, and to avoid this, one has to make sure that the answers 

from interviews and focus groups are interpreted in the same way (Saunders et al., 2009).  
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3.9 Data Reduction  

As a basis for the analysis, a complete transcript of all qualitative data derived from the focus 

groups will be compiled. A transcript-based analysis is beneficial for studies conducted in 

academic settings (Krueger and Casey, 2009), thus, suitable in the context of this thesis. The 

transcripts were complimented by notes written by the researcher during the focus groups, 

including the entire setting of the focus groups as well as nonverbal language. After finalizing 

the transcripts, all transcribed data were separated into smaller categories. The categorization 

of data provides the researchers with structure and enables overviewing collected data in a 

simpler matter (Saunders et al., 2009). During the process of categorizing transcribed data, 

linkages and interpretations were developed. Furthermore, the division of data is in line with 

the theoretical framework presented in chapter 2. Thus, a greater comprehension of the 

relation between the findings and the research purpose as well as the theoretical framework 

will be achieved by the authors. Formulated categories of transcribed data are presented 

under 3.10.  

3.10 Data Analysis  

Analyzing qualitative data can be quite overwhelming considering the vast amount of data 

and all the details of the data. However, it is important to remember the purpose of the study 

and determining the depth and intensity according to the purpose. For this research, a classic 

approach has been chosen as this approach is best suited when analyzing data from focus 

groups (Krueger and Casey, 2009). The classic approach allows the researcher to identify 

themes and categories, as presented in table 1, in which the results will be divided into. 

Krueger and Casey (2009) recommend this approach as it is systematic and creates a visual 

and concrete process of analysis. The process involves paper copies of each transcript from 

the focus groups and cutting the transcripts into individual quotes. Core elements of the 

process are cutting, sorting arranging and involves comparing and contrasting data (Krueger 

and Casey, 2009). The quotes will then be put in order in a sequence of which the focus 

groups were conducted and categorized based on common themes within consumer behavior, 

green purchasing behavior, influences, attitudes, and intentions.  
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Table 1: Categories of data collected from focus groups  
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4.0 Empirical Findings 
_________________________________________________________________________ 

This section will introduce the reader to the qualitative data gathered from focus groups. The 

collected data will be divided into categories formulated in subchapter 3.10. This chapter 

will lay the groundwork for the analysis, discussion, and conclusion.  

______________________________________________________________________ 

 

Empirical findings are derived from four different focus groups with 4-6 participants in each 

group. The first group consisted of only women, and the latter consisted of only men. The 

two final groups were a mix of women and men, however, the last group solely consisted of 

participants with no higher education. These divisions were allegedly made by the 

researchers. The duration of each focus group lasted between 45 to 60 minutes. It was 20 

participants in total, and there was an equal division between the two genders. All 

participants ranged between 20 to 26 years in age. See Table 2 for information about the 

participants' age, gender and occupations. Furthermore, all names presented are pseudonyms 

made up by the researchers, in order to ensure participants anonymity.      

 

 
Table 2: Participants in all focus groups.   
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4.1 Impacts of Green Marketing 

4.1.1 Influences of Media 

After analyzing the empirical results, one could clearly see that media has a big influence on 

how they perceive and think about the current climate crisis, this notion was derived from the 

fact that it was brought up by different people in all of four focus groups.  

 

Chandler: It is alarming. It might not be visual at the moment, but one can notice that 

it is starting to happen. I have watched a Netflix documentary about our planet, and it 

provides an awakening when you see the polar bears fall. 

 

Hollie: I mean, it is awful, definitely for the last couple years this has been a 

highlighted subject in the news, and I think I’ve really started to think about the 

future, like with Greta Thunberg and everyone who’s really highlighting this issue I 

think It really starts, a process is going on at the moment.  

4.2 Knowledge 

4.2.1 Awareness and Knowledge 

The participants were asked about their thoughts regarding the current climate crisis, and the 

majority showed a clear sense of awareness for how the environment is suffering. Their 

knowledge in this subject is mostly gathered from news outlets and social sources.  

 

Kevin: One should be aware that there is something going on out in the world and it 

is our fault, we are affecting the climate.  
 

When asked about the current knowledge of eco-friendly products one got the sense that there 

was a joint consensus amongst the participants. They were in agreement in regard to the lack 

of proper information about different products and stamps, hence affecting the level of 

knowledge in this particular area. Several participants had difficulties in understanding the 

beneficial differences between green and regular products, struggling to know why one 

should purchase one product over the other, thus affecting the purchasing decision.   
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Celest: I would like to have a green list and a blacklist kind of, that you can go for if 

you want to shop corn for instance. What brands are good? And which are not? 

Because if we were to research every product it would take us 5 hours grocery 

shopping and even then, one cannot be sure if it is okay. So it would be nice to have 

the whole supply chain checked by someone else and then have a list after. 

4.2.2 Skepticism and Trust 

The focus groups were initiated by asking the participants if they ever purchased a green 

product. Out of 20 participants, only 2 answered that they never purchased any green 

products. However, it was evident throughout all focus groups that buying green products is 

not a major part of the participants' everyday grocery shopping.  

 

In all four focus group, high levels of skepticism were raised towards the eco-friendly labels 

such as the ones stated in the authors' definition of green products. Several participants were 

unsure of the meaning of every label and had little trust as they did not grasp the different 

purposes. They did not trust the labels to be beneficial for the environment, as they perceived 

many of them as deceiving.  

 

Brittney: I’m kind of split since I think it is better to purchase organic products, since 

then you are not harming the environment with toxins and stuff like that. But in the 

same time, the organic products need more space, resulting in more carbon dioxide 

being released since the harvesting machines need to travel further.  

 

Mona: I feel that it is very difficult sometimes because you know what certain labels 

are, I mean it looks very ecological but in reality, it is not. I think Marabou has an 

ecological cacao stamp or something, but that stamp itself is not really 

environmentally friendly. I mean, you can really be fooled by certain packages that 

look very environmentally friendly, but which really is not since you don’t know what 

the stamp means.  

 

Some participants claimed that the development of all different labels come from the 

emerging popularity of green products and that certain brands only use these labels in order 
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to increase their sales. Other participants had the perception that the requirements for getting 

each label is rather low and cannot be trusted.  

 

Mona: In high school, we watched a movie which discussed that some labels look 

really good, but they are not good. And the requirements made in order to get these 

labels are not really that high and then companies fulfill all these requirements so 

they can put this label on their products, but it is actually not that valuable. It does 

not mean anything, but they promote it like it is a really good thing. And I have 

thought a lot about this, for instance, this little frog on Marabou, that label does not 

really say anything about the production or so - if it is sustainably produced or not. 

So then one is a bit skeptic.  

 

The label mentioned by Mona was brought up and discussed in two different focus group, 

both showing a lot of skepticism and mistrust. However, the majority of the participants 

claimed that little time and effort have been made in order to actually get to know each label 

and the different benefits and purposes of them. Thus, many of the participants chose not to 

buy green products.  

 

Patricia: I guess one have too little knowledge about all aspects in order to actually 

make a good choice in favor of the environment.  

4.2.3 Level of Impact 

Many of the participants believe it is difficult to make an impact or create changes towards 

resolving environmental issues on an individual level, and the majority claimed that 

individuals alone have little to no impact. The participants were instead asked who they 

believe has the responsibility for change. Most of the participants mentioned the importance 

of politics and implementing laws and regulations in order to control green behavior within 

corporations. 

 

Chandler: Well basically, the effect is really small cause we are 9 billion people on 

this planet and China is still running their coal power plants, The US has a president 

who couldn’t care less about the climate issues but what I can do is a very little part 
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of the whole process, yet it feels a bit better knowing that you’ve done something. 

However, in the big picture, I believe it has no effect on the climate. 

 

However, some participants discussed the power of Word of Mouth, and identified this as 

their one outlet to promote change. They believed that change needs to start on an individual 

level, as this would eventually have an impact on politics and large corporations forcing them 

into greener practices. Thus, discrepancy amongst the participants was detected while 

discussing individual impact.  

 

Ashley: One thing that I thought was really cool about Greta is that she is standing in 

a room with all these powerful people and is not afraid to tell them what she sees.  

“You all say that it is everyone's responsibility to make a change. But I don’t believe 

that because you are some of the most powerful people in this room of the biggest 

corporation and you need to take actions because otherwise we are screwed” 

 

Mona: What could I do by myself? But I think, for instance if Minnie said “I always 

buy organic products” all of us would feel like “wow, I might also do so” - and then 

suddenly Minnie has influenced 10 people. In the same way you might affect your 

family. I really think that we could make a greater impact than we think, and we 

should not have that argument about “what could little me do?” because one could 

do so much more than one think. One should not underestimate oneself.  

4.2.4 Green vs. Locally Produced  

A majority of participants stated that they rather buy locally produced products as they have 

the perception that this is better for the environment.  

 

Gina: I think that a lot of people are confused about purchasing green products and 

locally produced products. What is really better? There was an example with the Arla 

ecological milk which had been traveling back and forth in the country vs. purchasing 

regular milk from a local farm, which would be so much better, but it is not ecologic.  

 

Another participant claims that the benefits of locally produced products are substantially 

clearer than the other labels.  
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Mercedes: One already know that locally produced are much better, or most times 

better, than other products. But except that, one really doesn’t have that much deeper 

knowledge.  

 

Moreover, several participants showed high levels of loyalty and trust towards locally 

produced products instead of green labels.  

 

Jon: I mostly eat chicken and fish, then I usually check that the chicken is Swedish - 

even though it might be 30kr more expensive per kilo. But I think it is worth the 

money.  

4.3 Consumption Practices 

4.3.1 How They Make Purchasing Decisions 

Participants were asked about which factors are of most importance when grocery shopping. 

The overall answers from all the focus groups indicated the importance of convenience when 

deciding on which stores to visit for their grocery shopping, as well as price, product range 

and quality in some cases. 

 

Britney: I think convenience is the most important for me. And that the store has all 

products I like, since I don’t have the time or energy to go to one store to buy certain 

products and then go to another one. 

4.3.2 Factors Influencing Purchasing Behaviors  

4.3.2.1 Emotions and Previous Experiences 

The focus groups indicated a pattern of how young consumers choose specific products due 

to practical usage, previous experience, self-identity, and emotional states. Answers were 

given that showed how previous experience of products and the effects of purchasing specific 

products forms young consumer behavior. 
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Mona: My family has been farmers for 100 years, they really care about promoting 

Swedish farmers and I think that has had an impact on me, so I rather chose Swedish 

locally produced products over ecological. 

 

A minority of the participants choose to consume green products because it creates an 

emotional state of good feelings. For these participants, it is evident that their consumption 

practices are based on altruism and a sense of contribution to society by purchasing products 

that are in favor of the green movement. 

 

Gina: But it is also a bit proving to others because I’m always super proud whenever I 

buy only vegan or only organic products. Every person in the register and in line see 

what I’m purchasing, that makes me feel so good. And then I take out my reusable 

bag.   

 

In contrast to Gina, the majority of the participants do not believe that purchasing certain 

products would be connected to an emotion. Instead, if they decide to purchase a green 

product, it is simply due to taste, quality and health reasons.  

4.3.2.2 Culture 

Apart from being influenced by media in terms of the global climate crisis, participants were 

mentioning going abroad and later comparing it to Sweden. Since a comparison between 

Sweden and other countries was mentioned by several participants in almost all of the focus 

group, it is considered a big influence on how they perceive the environment and the current 

climate crisis. 

  

Ashley: Since doing the abroad semester and getting a bit of a global view on how 

countries actually work with certain materials in the food industry, I was kind of 

bummed because I feel that we have come rather far in Sweden but we are such a 

small actor in the whole picture and that’s scary seeing, we do so much but the bigger 

countries also need to contribute.  

4.3.2.3 Price to Quality Ratio 

The majority of the participants claimed that price is the predominant factor of why they do 

not purchase green products.  
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Carl: I made the mistake of buying ecological sweet potatoes a while ago because I 

didn’t think they had regular ones, which I really shouldn't have done. It was 

extremely expensive with a price of 100 kr which I believe is a ridiculous price for 

sweet potatoes. So I would never buy it again. And then I don’t really know the 

difference of a regular sweet potato and an ecological one.  

 

The price to quality ratio is what is being constantly brought up in every focus group, 

displaying that if the price exceeds the perceived benefit of the green product the majority of 

the participants are not willing to spend that extra money.  
 

Jon: I mean if it differs like 10% on the overall price then I’m able to buy green 

products. But sometimes you see that it is doubled the price and then I feel that it is 

not worth the extra money.  

4.3.2.4 Packaging 

Some participants claimed that packaging also has a large impact on their willingness to 

spend more money on green products. If the packaging looks “greener” in terms of color and 

material, they are more likely to purchase that specific product. However, they mention that 

they have no clue whether the product actually is greener or not.  

 

Ashley: If we look at milk, for instance Arla, you have the non-ecologic and the 

ecologic milk. The ecological milk is in the brown packaging instead of the white one, 

which looks more environmentally friendly. They could really fool the eye with this 

one.  

4.3.2.5 Extrinsic Factors 

No differences were discovered between the ages of every participant. However, looking into 

education and employment status, differences could be seen in regard to knowledge and the 

perception of green products. The two participants claiming that they never bought green 

products had no higher education. Similar to the other focus groups, the participants with no 

higher education were just as confused about all the different labels but showed less 

knowledge of green products.  
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Furthermore, participants with no higher education interpreted the questions differently. 

Whilst the other three groups perceived and answered the questions very literally, the fourth 

had their own interpretation of the questions and lead the discussion into other directions. 

Thus, the answers derived from the fourth group differed. Moreover, one could see a joint 

consensus in lack of knowledge, yet differences in opinions based on gender, where the 

women indicated a more altruistic feeling towards acting green and the men showed less 

interest in understanding the topic. However, the male participants gave many suggestions on 

how to solve issues related to skepticism and mistrust towards green products.   
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5.0 Analysis  
_________________________________________________________________________ 

This section will present an integrated analysis of the empirical findings from the focus 

groups. It will allow the reader to gain a deeper understanding of how the empirical findings 

are linked with theory presented in frame of reference as well as the research question. 

______________________________________________________________________ 

5.1 Lack of Knowledge  

5.1.1 Awareness and Knowledge 

Empirical findings suggest that knowledge and awareness of the environmental issues and 

knowledge about eco-friendly products are derived from media, from sharing insight with 

other people, traveling abroad experiencing different cultures and cities, and later comparing 

it to the standards in Sweden. All participants were highly aware of the current climate issue 

and expressed their concerns discussing the importance of immediate change. However, the 

majority of the participants did not engage in green purchasing behavior regularly. Hence, 

inconsistency in purchasing intent and actual behavior was detected. This inconsistency 

seemed to be a result of unclear and insufficient information about green products, as the 

majority of the participants expressed their issue of understanding the benefit of green 

purchasing behavior. This is one of this research most fundamental key findings as the lack of 

knowledge is working as a major inhibitor to purchase green products for a majority of the 

participants. These findings are in line with literature from Wagner (2003) stating that lack of 

knowledge could be rooted in the difficulty of evaluating the benefits of green products. 

Furthermore, studies from Kukkonen, Kärkkäinen, and Keinonen (2018) display that in order 

to motivate consumers into pro-environmental actions, knowledge is a highly necessary 

factor. Kukkonen, Kärkkäinen, and Keinonen (2018) argue that an increase in knowledge will 

improve consumers overall attitude towards more responsible behavior, thus, motivating 

more people into green purchasing behavior. As mentioned by Schlegelmilch et al, (1996) 

attitude represents the highest rational predictor leading to environmental purchasing 

behavior. Thus, underlining the importance of knowledge, as the level of knowledge serve as 

the inhibitor or enhancer to positive attitudes. Furthermore, Kukkonen, Kärkkäinen, and 

Keinonen (2018) argue that knowledge should be combined with global awareness about 
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environmental issues in order to reach the highest perceived effectiveness. As awareness was 

highly evident amongst the participants, knowledge seems to be the substantial inhibitor of 

green purchasing behavior.  

  

In line with the importance of knowledge and attitude, the Diamantopoulos et al., (2003) 

research mentioned education as a factor influencing attitude towards green products, and 

that people with a higher degree of education are more inclined to have stronger 

consciousness of the environment. To spot differences in higher educated and lower educated 

people the participants were divided according to their educational level in the focus groups. 

The empirics show that there is a lower understanding of eco-friendly products amongst the 

participants with lower education and that the only participants who claimed to not purchase 

green products came from this section of participants. One can presume that the lack of 

knowledge worked as an inhibiting factor for this group when purchasing eco-friendly 

products. Thus, supporting the research of Diamantopoulos et al., (2003).  

5.1.2 Skepticism and Mistrust 

The empirical findings showed high levels of skepticism and mistrust towards green 

products. Tobler et al. (2011) argue that the most highlighted issue that inhibits consumers 

from choosing green foods is insufficient or lack of knowledge about the environmental 

impact. As several participants raised the issue of limited and insufficient information as the 

main inhibitor to green purchasing behavior, this is true for the findings in this research 

paper. A clear correspondence between knowledge and skepticism was detected, as the lack 

of information and knowledge had a clear connection to the level of skepticism of the 

participants. In line with this, several participants proposed the information provided as 

deceiving and a promotion tactic. Greenwashing by the term was not mentioned but one 

could clearly note that the effect of greenwashing had an inhibiting effect on the participants 

in relation to their own green purchasing behavior. Several participants mentioned the whole 

production chain, and displayed disbelief in all aspects being green. A recurring opinion 

amongst the participants was that green labels could not be trusted and perceived many of the 

labels as being nothing other than a promotional tactic. Several participants displayed 

disbelief in green products being in favor of the environment, due to past experiences and 

knowledge about certain labels. However, the majority of the participants claimed that they 

lacked knowledge in this area and further research needed to be done on their behalf. 
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Participants seemed to prefer other practices in favor of the environment, such as buying 

locally produced products or reduce their consumption of meat since the environmental 

impact of these practices was easier to grasp. 

 

Information derived from empirics showcased that the lack of satisfaction with green 

products seemed to have a negative effect on the attitude of the participants, affecting the 

level of trust put on green products and brands. According to Baktash & Talib (2019) attitude 

and satisfaction of the consumer has a straight effect on the loyalty, indicating that these are 

interconnected with one another. This in mind, the negative attitude towards green products 

expressed by the participants could also be translated into a lack of loyalty towards green 

products and green purchasing behavior. All participants believed in the significant 

importance of saving the environment. However, a discrepancy was highly evident as the 

majority of the participants were reluctant in searching for information and buying green 

products. Thus, a difference between intention and actual purchasing behavior was noticed.  

5.1.3 No Individual Impact  

The empirical results display lack of knowledge and awareness regarding the level of 

individual impact on climate change. It is believed by many of the participants, mainly the 

male participants, that their efforts to act green would not lead to any major changes. 

Previous research on this matter shows that consumers unawareness of their individual 

impact on the environment does inhibit their pro-environmental actions (Bleys, Defloor, Van 

Ootegem & Verhofstadt, 2017). Thus, the empirical findings are in line with the research by 

Bleys et al., (2017) and one could state that the lack of knowledge about their individual 

impact may serve as an inhibitor for young consumers to act green by purchasing green 

products. Moreover, Konsumentverket (2018) conducted research on consumer attitudes 

towards the food industry. This study shows that the majority of consumers perceive the food 

industry to have the least negative impact on the environment in comparison to other 

industries (Konsumentverket, 2018). Although not mentioned by participants, this could be 

an underlying attitude affecting their perception of their individual impact being relatively 

low. Again, this proves the major effect of the lack of knowledge on green purchasing 

behavior.  
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Although several of the participants were unsure of the impact from their individual behavior, 

empirics show that there were still a few who believed that the impact starts from an 

individual level and will grow to make changes by influencing others. One outlet of impact 

mentioned by participants was Word of Mouth. Some participants highlighted the importance 

of talking about the declining health of the environment to spread awareness and share 

insights with one another. In according to Baktash and Talib (2019), green loyalty is defined 

as “... a person who repurchases the same products to others and recommends these products 

to others and sustains a positive attitude towards the green products” (Baktash & Talib, 

2019). Considering this definition, one could suggest that the participants mentioning Word 

of Mouth are experiencing a higher level of green loyalty, influencing their desire to forward 

positive Word of Mouth about green products. This notion highlights the importance of 

positive consumer experiences as mentioned by Baktash and Talib (2019), since consumer 

experience has a direct impact on green loyalty, which again influences the desire to forward 

positive word of mouth.  

 

Joshi and Rahman (2016) argue that young consumers are generally influenced by various 

social sources such as family and friends, and these sources can influence young consumers 

interest environmental concerns. This can be seen in the empirics as a large part of the female 

participants stressed the importance of influencing others to act green and making a group 

impact. The majority also stressed the importance of change from the politicians’ side, 

believing that changes by the government will encourage individual lifestyle changes that are 

more pro-environmental. These beliefs are not too far-fetched considering the research by 

Bleys et al., (2017) that indicate a need for pro-environmental government changes in order 

to nudge individual behavior towards green practices.   

5.1.4 Green vs. Locally Produced 

Differences in green and locally produced products were brought up during discussions 

among the participants. Looking at the empirical findings, one could clearly see a distinct 

difference in attitudes towards locally produced and green products, where the attitude 

towards locally produced was substantially more positive in comparison to the attitude 

towards eco-friendly products. This notion can be connected to previous findings, as the lack 

of knowledge has a deterring effect on the attitude towards green products for the 

participants, leading to negative attitudes and skepticism towards the products. Whereas the 
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participants expressed a positive attitude and no skepticism towards locally produced 

products. This behavior was backed by the fact that “locally produced” was easier to 

understand. The simplicity in understanding “locally produced” is working as an enabler for 

the participants, whereas, as previously stated, the struggle in understanding and gaining 

knowledge about green products is inhibiting this kind of purchasing pattern. This notion 

supports the previous statements about the high importance of knowledge as an enabler for 

green purchasing behavior. This in mind, one could suggest that companies working with 

green products should work on adopting a similar tactic as locally produced products since 

the empirics of this research show a big difference in attitude and loyalty between the two. 

5.2 Failure in Green Marketing 

Sing, Vrontis and Thrassou (2010), highlights the impact of environmental issues on peoples’ 

purchasing behavior, nudging them into greener practices. Several participants stated that 

they have taken actions in favor of the environment, such as recycling and reducing their 

consumption of meat. However, as already mentioned, the intent of buying green products is 

not very evident. None of the participants were counting green marketing as an influencer to 

more eco-friendly purchasing behavior or overall knowledge about environmental issues.  

Considering the empirics discussed under chapter 5.1 “Knowledge and Awareness”, the 

consumers’ lack of knowledge displays high levels of skepticism and mistrust towards green 

products. Having the four key tasks of marketing in mind, being “... to reinforce, inform or 

persuade the audience into thinking, feeling and behaving in certain ways” (Bowersox & 

Morash, 1989), one could argue that the practice of green marketing has failed in informing 

and persuading the participants into purchasing green products.  

5.2.1 Media Exposure 

The concept of green marketing includes meeting the needs of consumers without damaging 

the environment (Papadopoulos et al., 2010). However, several participants claim that they do 

not trust green certifications to be in favor of the environment. It was highly evident that the 

negative attitude towards green products is rooted in media exposure. A certification brought 

up in two different focus groups was the one used by Marabou which states that the use of 

palm oil is executed in a sustainable matter. They argued that palm oil has a huge negative 

impact on the environment and was substantially skeptic towards it being in favor of the 

environment, despite the fact that Marabou claimed it to be sustainable. Moreover, they also 
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mentioned that they believed the requirements of getting green labels to be extremely low. 

All this information was derived from media. The negative media exposure have resulted in 

participants perceiving the information provided by green companies as deceiving and a 

promotional tactic. As already mentioned, even though the term “greenwashing” was not 

mentioned, one could clearly see that these types of activities have had a major impact on the 

overall trust towards green products.  

 

When asked about the difference in information from media and information gathered by 

themselves, the participants show greater trust in the information stated in media, as they 

expressed no desire to search for the information by themselves. This can in some ways be 

connected to interest as they do not take part in extensive research of the products. But also in 

their unquestionable trust in media, as the answers imply that they perceive everything to be 

fine until media is telling them the opposite. The same can be seen when comparing 

information from media and corporations. The participants show a greater level of trust in 

media as they perceive information from companies as not trustful.  

 

Thus, empirical findings display that negative media exposure and the issue of greenwashing 

serve as major inhibitors to green purchasing behavior. Also, the fact that young consumers 

lack interest in searching for information on their own, and show a great extent of skepticism 

towards green products, display a rather difficult situation for companies. As consumers have 

unquestionable trust towards media, companies have little power of changing the perception 

of young consumers as long as media exposure is negative.  

5.2.2 Nature of the Young 

Uddin and Khan (2018) argue that young consumers are generally more aware of 

environmental issues and show more interest in consuming green products. This could be 

seen in the empirics as most of the participants expressed concerns for the climate crisis. 

Young consumers are also in a critical age where they comply to important decision making 

that is beneficial for themselves but especially for their society (Uddin & Khan, 2018). 

According to Uddin and Khan (2018), young consumers being critical could enable green 

purchasing behavior. The empirics in this thesis have shown that young consumers are in fact 

critical in their decision making, however, making them skeptical towards green products, 

which instead turns into an inhibitor towards green purchasing behavior. The participants are 
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also, as mentioned before, skeptical towards messages conveyed by companies, due to the 

heavy influence of media. Again, this proves that media has an influence on their decision 

making. 

 

Moreover, the empirics contradict with Uddin and Khan’s (2018) arguments of altruism 

among young consumers. Even though several female participants proposed the feeling of 

altruism as an enabler for green purchasing behavior, the majority, especially the male 

participants, felt no need to act green for the benefit of other people, but rather their own 

benefit. 

 

Furthermore, several of the participants gave creative suggestions on ways to enhance green 

purchasing behaviors, displaying an interest in change. This proves that the younger 

generation is open for innovative ideas and change, which is in agreement with Ottoman, 

Stafford, and Hartman (2006) stating that young consumers are especially receptive towards 

change and finding new solutions. Uddin and Khan (2018) suggest that young consumers are 

the ideal target group for the conceptualization of sustainable consumption due to their 

awareness and interest as stated above. Research results somewhat agree with this, proving 

that young consumers are open for change which serves as an enabler towards green 

purchasing behavior.  

5.2.3 ELM Model 

Applying the ELM model to the empirical findings indicates to what extent elaboration is 

incorporated when making green purchasing decisions. As mentioned in 2.4.1, the central 

route of the ELM model, include a high likelihood of elaboration before making purchasing 

decisions. On the other hand, the peripheral route includes low likelihood elaboration where 

purchasing decisions are influenced by other factors (Kitchen et al 2014). As previously 

stated, the participants expressed a lack of existing knowledge on green products and 

practices. The lack of knowledge is directly affecting the likelihood of elaboration, since the 

knowledge is insufficient or non-existing, thus leading to participants following the 

peripheral route of persuasion when making purchasing decisions. Kitchen et al., (2014) 

states that, according to the ELM model, a message may motivate receivers and form 

attitudes if the message is of personal relevance or if the amount of exposure is great. The 

participants believe that motivation could be apparent with more exposure to information 
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about green products. Additionally, the ELM model states that the source of the message 

influence the motivation to elaborate. As already discussed, the participants did not perceive 

the source of the message as trustworthy, thus, decreasing their motivation of elaborating and 

purchasing (Kitchen et al, 2014).  

 

Also, all participants were influenced by information derived from media. Thus, enhancing 

the fact that the participants follow the peripheral route as they make purchasing decisions 

based on the information and opinion of others. Moreover, the findings displayed that some 

participants made purchasing decisions based on packaging. They claimed that if the 

packaging looked “green”, they were more likely to perceive that specific product as 

environmentally friendly enhancing their likelihood of purchasing green products.  

 

One could argue that the failure in green marketing is evident when looking at the ELM 

model since people are not acting in a favorable manner. Again, looking at the ELM model, 

knowledge and mistrust serve as major inhibitors to green purchasing behavior. However, it 

also shows that factors such as packaging, as well as the opinion of others, could function as 

enablers.  

 

When comparing the ELM model with the empirical findings it becomes evident that the lack 

of available knowledge is the main inhibitor to the central route of persuasion. Green 

marketing needs to provide consumers with valuable information about the climate crisis and 

the benefit of green products in order to persuade them to take the central route of persuasion. 

Also, the information provided needs to be easily processed by the consumers. This, again, 

highlights the importance of available and adequate knowledge from a reliable source to 

enable green purchasing behavior.  

5.3 Consumption Patterns  

5.3.1 Convenience  

Convenience was identified as a factor that enhances or inhibits consumers green purchasing 

behavior. This was evident in the empirics and also suggested in previous research by 

Scheibehenne, Miesler & Todd (2007). The majority of the participants would choose the 

store for their grocery shopping based on location and how convenient it is to access the 
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store. Their neighborhood store may not offer the preferred green products yet choosing a 

store at a farther location or visiting several stores for different products would lead to 

dissatisfaction, as stated by the participants. According to Carrete et al. (2012), the motivators 

for green purchasing behavior need to be met in order to change the attitudes of those who 

are less aware of environmental implications. However, since the majority of the participants 

were well aware of the environmental issues, their behavior shows a lack of motivation due to 

their inability to drive to other stores that carry a broader range of green products.  

 

Furthermore, the participants also stated their lack of motivation when searching for 

information on specific products, as a reason for not choosing green products. However, 

when viewing the research by Carrete et al. (2012), it is also evident that the convenience in 

switching to products that have good information and no perceived risk could lead to 

adoption from an intention. The empirics show that the information on green products and 

their labels are lacking and there exists a perceived risk in switching products due to quality. 

Thus, one could state that the low motivation, inconvenience, and risk in switching to green 

products serve as an inhibitor to green behavior.    

5.3.2 Price to Quality Ratio 

The financial aspect of green products was identified as one of the major contributions 

influencing the intention of purchasing green products. The majority of the participants had 

the perception of green products being much costlier, inhibiting green purchasing behavior. 

Several participants talked about ecological products being twice the price of conventional 

products, stating that it is too costly for them. Moreover, several participants argued that their 

current financial status inhibits them to purchase green products. However, the same 

participants clearly stated their intentions of purchasing more green products once an 

improved financial status was achieved. This is supported by Joshi and Rahman (2016) who 

argues that older people have higher levels of green behavior in comparison, due to young 

consumers lack financial security and the increased price of green products. Furthermore, 

Gleim et al., (2013) state that price and financial status correspond to one another, suggesting 

that once an improved financial status is achieved the willingness of buying costlier products 

in favor the environment might be increased.  
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This being said, the researchers noticed that the ratio between price and quality was an even 

more important contributor inhibiting green purchasing behavior. The male participants 

clearly stated that price was a huge issue. However, many of them underlined their 

willingness to pay substantially more for locally produced products. In addition to price, the 

female participants also outlined the mistrust in green products as the major contributor to not 

buy costlier products as it was simply not worth it. The feeling of green products not being 

worth the extra money was a recurring attitude amongst the participants, displaying that the 

price to quality ratio is the real inhibitor.  

5.3.3 Holt’s Theory of Consumption 

The majority of the participants mentioned that their family and childhood experiences have 

an impact on which products they choose to purchase. This is in agreement with Holts’ 

(1995) theory of consumption as practice, since the participants’ stated an emotional 

connection to the experience of previously used products. One participant whose family has 

been farmers for many years would strive to mainly purchase locally produced products. 

Hence, one could find the indication of consumption that is enhanced by a social source and 

with an occurring emotional state during the consumption.  

 

The third dimension of Holt’s Theory was evident in participants' consumption. As several 

participants have spent time living abroad, they perceived Sweden as superior in the matter of 

green practices in comparison to other countries. Thus, one could state that there is a culture 

of green behavior in Sweden. Swedish culture has proven to be evident in the participants’ 

consumption of foods, including purchasing locally produced products and reducing their 

consumption of meat. However, empirical findings have proven that culture is not enough to 

increase the willingness of purchasing green products, though it could be perceived as a 

possible enhancer.   
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6. Conclusion 
_________________________________________________________________________ 

This chapter provides an answer to the formulated research question, as well as concludes 

the empirical findings and analysis presented in earlier chapters.  
______________________________________________________________________ 

 

The aim of this research was to understand the purchasing behavior of young Swedish adults 

towards green products. To move the research further, enablers and inhibitors to green 

purchasing behavior were uncovered. Firstly, all participants displayed high levels of 

awareness of the current climate crisis. They all felt that change is necessary.  

However, it was evident that green purchasing behavior was not a major part of their overall 

purchasing behavior. Thus, the research in this thesis support the inconsistency between 

purchasing intent and actual behavior amongst young Swedish consumers. Several inhibitors 

were detected as underlying reasons for this phenomenon.  

 

This study identified knowledge as the single most important enabler and inhibitor to green 

purchasing behavior. A majority of other factors inhibiting or enabling green purchasing 

behavior can be traced back to the level, accessibility and source of knowledge. Young 

consumers showed high levels of skepticism towards green products, having the perception 

that green products were not in the favor of the environment. The skepticism directly impacts 

green trust and loyalty, thus, participants showed extremely low levels of green loyalty. They 

showed greater loyalty towards locally produced products, rooted in the simplicity of 

understanding the different product benefits.  

 

Considering the main task of marketing, being to inform and persuade their consumers into 

green purchasing behavior, companies have failed to carry out green marketing. Participants 

showed greater trust towards media in comparison to messages conveyed by companies. 

Thus, indicating that media has an impact on purchasing behavior. The ELM model has 

displayed that young consumers follow the peripheral route to persuasion when making green 

purchasing decisions, which again, is directly linked to the lack of sufficient information and 

mistrust in the source of the message.   
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Apart from knowledge, convenience and the price to quality ratio has also proven to be an 

inhibitor to green purchasing behavior. Participants argued that the perceived benefit of green 

purchasing behavior was limited, making them reluctant in spending more money on these 

kinds of products.  
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7. Discussion 
_________________________________________________________________________ 

This chapter discuss other interesting empirical findings. Contributions, limitations of the 

research and suggestions for future research are also presented.  
______________________________________________________________________ 

7.1 Discussion of Empirical Findings 

The purpose of this research was to understand young purchasing behavior of young Swedish 

consumers, and investigate underlying enhancers and inhibitors to green purchasing behavior. 

Empirical findings displayed that there are substantially more inhibitors than enhancers, 

explaining the inconsistency in purchasing intent and actual behavior amongst young 

Swedish consumers. Arguably the most highlighted inhibitor is lack of knowledge and 

information.  

 

Empirics showed that young consumers are somewhat lazy when making purchasing 

decisions. One could clearly see that the difficulty of researching and understanding the 

different purposes of green products made them reluctant in buying these products. This 

indicates that an increase in knowledge is important, as well as, making it easier for the 

consumers to find and grasp given information. Moreover, the lack of willingness to search 

for information seemed to be rooted in their perception of their individual impact. Several 

participants suggested that the biggest responsibility lays with larger corporations and 

politicians, implying that the first move towards a green society should be made by 

politicians and big corporations and not by the people. Participants engaged in other 

activities, such as reducing their consumption of meat or recycling instead of purchasing 

green products. They seemed to have the perception that only engaging in one green activity 

is enough.  

 

Additionally, the empirics proved that there is a significant difference in opinions and 

behaviors among genders. The female participants showed more interest and in-depth 

knowledge in environmental issues as well as willingness to act green due to altruistic 
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reasons, whereas the male participants showed less interest in understanding the implications. 

The male participants put more effort into finding solutions to the lack of green purchasing 

behavior which could be useful for companies when deciding how to carry out green 

marketing.  

7.2 Contributions 

This empirical study has shown that there is in fact an inconsistency between purchasing 

intent and actual green purchasing behavior amongst young Swedish consumers. Considering 

the current climate crisis, researching activities and processes in favor to the environment is 

crucial. As food consumption represents the largest contributor to climate change in Sweden, 

researching this area serve as an important starting point. Young consumers represent the 

future of consumption, thus, understanding their purchasing behavior as well as influencing 

factors enables the process of nudging young consumers into green purchasing behavior. 

Moreover, they also possess a massive spending power, enhancing the relevance of this 

research area.  

 

Looking at it from a managerial perspective, this empirical study may be utilized to increase 

the knowledge about young consumer behavior. Several inhibitors and enhancers for green 

purchasing behavior amongst young Swedish consumers have been realized. Thus, 

suggesting future implications suitable for the researched consumer segment, making it 

possible for companies to carry out adequate green marketing or create solutions that simplify 

the use of green products. Having the realized enhancers and inhibitors in mind may be of 

special interest for companies who produce green products, wishing to reach out to young 

Swedish consumers.  

7.3 Limitations 

This qualitative study was conducted through the use of focus groups with semi-structured 

questions. The sample group was chosen mainly based on geographical convenience, with a 

big majority of university students as participants. The vast majority of university students 

from Jönköping University could influence the findings in a particular direction and prevent 

the research from giving a fair view of the entire population of young Swedish adults. The 

role of the moderator was switched for each of the focus groups, which raises the question of 
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observer error since there is a possibility of the questions being rephrased as a result of the 

switch.  

 

The native language of all the participants was Swedish and the moderator gave the 

participants the option of speaking in either Swedish or English. This resulted in 3 out of 4 

focus groups being held in Swedish. To avoid being restricted due to the language barrier the 

authors should have decided beforehand to have of all the focus groups in the native language 

of the participants. The aim of the study is to understand the underlying enhancers and 

inhibitors to green purchasing behavior. To get a wider perspective of this, one could have 

considered the perspective of the companies as well as the consumers perspective. 

Incorporating a company’s perspective could give a further insight in the works of green 

marketing and how it is implemented by green-companies. Furthermore, it is not possible for 

the authors to be fully objective when conducting a qualitative research. Considering the use 

and search of specific literature and selection of participants for the focus groups, some levels 

of subjectivism is involved. This is very much in line with the interpretivism approach which 

believes some levels of subjectivism is needed to understand the thoughts behind the actions 

of the social actor (Saunders et al., 2009). However, subjectivism from the authors could 

affect the end results, thus, needs to be taken into consideration.  

7.4 Suggestions for Future Research  

The empirics showed that there are significant differences in demographics when examining 

thoughts and opinions on environmental issues. Therefore, one could suggest to further 

analyze the differences in gender in future research to fully understand the enhancers and 

inhibitors of green purchasing behavior among genders. Furthermore, one could suggest a 

larger demographic and geographic sample as this study was limited to young consumers in 

Jönköping, which limited the possibility to generalize purchasing behavior in Sweden. One 

could gain more insights by conducting a quantitative study with a broader age range and a 

wider geographical area in Sweden, in order to allow the researcher(s) to draw more 

generalized conclusions. 

  

Several of the participants stated their interest in acting green and gave creative ideas on how 

to enhance consumers green purchasing behavior. Hence, young consumers could be used as 

sample in future studies for marketers to understand their needs and values, which could 
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improve green marketing strategies. However, as concluded, knowledge is the central 

enhancer and inhibitor of young consumers green purchasing behavior. Therefore, the main 

suggestion for future research would be to further investigate how knowledge and 

information could be enhanced in order to turn green purchasing intent into actual behavior.   
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Appendices 

Appendix A 

Young people's identities. A survey by Ungdomsbarometern of concepts that describe one's 

identities. 
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Appendix B 

Consent to Participate in Focus Group  
 

You have been asked to participate in a focus group. The aim of today’s discussions is to try 

to understand the attitudes of Swedish individuals between the ages of 20-26 towards green 

purchasing behavior. The information gained from this focus groups will be used as primary 

data for our thesis.  

 

You have the freedom to choose whether or not to participate in this focus group and stop 

whenever you wish for it. The focus groups will be recorded, however, your identity and 

responses will remain anonymous throughout the thesis.  

 

We ask you not to condescend and put judgement on other participants in this group. There 

are no right or wrong answers and we wish for honesty and self-disclosure, even though you 

might not always be in agreement with the other participants. In order to respect one another, 

we ask that only one participant speak at a time and that discussion and opinions expressed 

during this focus group to be kept confidential.  

 

I understand this information and agree to participate fully under the conditions stated above:  

 

 

 

 

 

Signed: ____________________________________________ Date: _________________ 
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Appendix C 

Question Guide for Focus Groups  

 

Intro: This focus group will discuss purchasing behavior and attitudes towards green food 

products amongst Swedish consumers. Before we go on, I will explain what we mean about 

green products. This term includes products with environmental certification, such as KRAV, 

Från Sverige and Svanen märkt. The focus group will be initiated through general questions 

about the environment, which will be followed by questions regarding purchasing behavior 

and green products. The purpose is to gain understanding into Swedish consumer behavior in 

regard to green products.  

 

Is it ok for everyone if we record this focus group?  

Participants:  

Time:  

Questions:  

 

1) What’s your name, age, occupation, have you ever purchased a green product within the 

food industry? 

 

General questions about the environment  

2) What are your thoughts about the current climate crisis?  

3) What actions have you taken in favor to the environment?  

a) How often?  

 

General questions about grocery shopping 

4) How much time and money do you spend on grocery shopping every month?  

5) Where do you usually do your grocery shopping?  

6) How do you plan and prepare before you go grocery shopping?  

7) What is important to you when you grocery shop? 

a) What factors make you chose one product over another?  

8) What do you think about the information provided about products in general to the average 

consumer?  
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General questions about consumer behavior 

9) How influenced are you by others when buying groceries?  

a) Do you take your friend’s/family’s opinions into account when choosing groceries?  

10) How times a week do you go grocery shopping? 

a) Are they often spontaneous or carefully planned?  

 

 

Green products 

11) Are there any more products you would like to add to our definition of green products? 

 

- Our definition of green product: This term includes products with environmental 

certification, such as KRAV, Från Sverige and Svanen märkt.  

 

12) What is your current knowledge about green products?  

13) Why do you find it important to buy green products? 

a) If not, why? 

b) If so, why?  

14) How often do you buy green products? 

15) What factors influence you to buy/not buy green products? 

a) Is there anything you would like to improve with the current situation regarding green 

products?  

16) How do you feel when choosing green products over non-green products? 

a) What meaning does this feeling have to you?  

17) To what extent to you think that your purchasing behavior affect the overall climate?  

18) Is it anything you want to add to today’s discussion?  

 

 


