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Abstract  
This paper examines the concept of sustainable development and sustainable consumption in 
the food industry and how consumers relate with the idea of organic food produce and their 
alternatives. The research was developed by using the Consumer Decision Making model and 
the Norm Activation Model to be able to understand what motivates consumers in their 
buying choices and why. These models break down the steps a consumer goes through before 
making a purchase and the emotional evaluation that occurs after that decision is made. With 
a total of 70 responses from a structured survey sent out, the results indicated that consumers 
are conscious about sustainable products, are aware of the environmental and social impact 
but 30.6% of consumers have never looked out for sustainable products  
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Introduction  
___________________________________________________________________________ 

The purpose of this chapter is to introduce the reader with background information about 

consumer behavior and sustainable consumption. The research problem formulation and the 

purpose of research will be presented.  

___________________________________________________________________________  

 

Consumer behavior is a concept that has been overly researched over the years with 

references to aspects such as price, motivations, culture and even religious orientations 

(Mohamed Abdellatif Abu Auf, Houcine Meddour, Oussama Saoula, Abdul Halim Abdul 

Majid, 2018) and yet there are a few areas such as environmental factors which have not fully 

been probed. This concept has had many theories and assumptions which include rational 

consumption, substitution effect (Kevin J. Lancaster, 1966) all in a bid to be able to 

understand the motivations behind consumer buying behavior and human motivations as a 

whole. There are are different consumer products and industries in the market such as 

clothing, electronics and food all of which constitute a great portion of consumer products as 

well as preferences but this paper will focus more on the food industry because food is the 

most intimate of all consumptions ( Claude Fischler, 2000). The paper will explore the 

different factors that may influence consumer sustainable consumption and what makes them 

choose a product or service. By using relevant consumer models, the paper will review the 

different steps involved in making a purchase decision and also the emotions involved in a pre 

and post purchase decision and analyse how this can bring about sustainable consumption and 

eventual sustainable development. 

The intention to purchase is practically mental and it comes before the actual act is 

performed through a good or service (Nia Budi Puspitasari, Susatyo Nugroho W P, Deya 

Nilan Amyhorsea & Aries Susanty, 2018) but having this intention does not mean that the 

consumer will make a sustainable choice in their purchases ( Nia Budi Puspitasari et al, 2018). 

A lot of research has been done on green products and services (Deepak Sangroya & Jogendra 

Kumar Nayak, 2017), supply chain efficiency (Gao, Jingzhe ; Xiao, Zhongdong ; Cao, 

Binbin ; Chai, Qiangfei, 2018),  ecological footprints (Shewmake, Sharon ; Okrent, Abigail ; 

Thabrew, Lanka ; Vandenbergh, Michael, 2015) and many more but not enough has been 

done on how this work can motivate consumers to invest in sustainable systems. With the 

increasing trend of environmental challenges, there has been an upsurge of consumers’ 
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perceived value of green and sustainable products (Eunju Woo & Yeong Gug Kim, 2019). 

This goes a long way to show that consumers are keeping up with the growing environmental 

issues and their behavior can reflect their pro - environmental choice. Being a sustainable 

consumer, means you should actually care about your society and environment (Marleen C. 

Onwezen & Jos Bartels, 2013) as stipulated by the Norm Activation Theory and only when 

this happens can anticipated feelings of failure stimulate intentions and behavior for a positive 

outcome.  

Consumer behavior is very much influenced by factors such as price, culture and religious 

orientations ( Mohamed Abdellatif Abu Auf, Houcine Meddour, Oussama Saoula & Abdul 

Halim Abdul Majid, 2018). These factors tend to determine if and how consumers will decide 

to be sustainable and thus behavior is established.  

Sustainable consumption mainly focuses on the consumers’ responsibilities for their actions 

although Ursula Hansen and Ulf Shrader, 1997 argue that consumers face challenges in 

carrying their ascribed responsibilities. Policies can be made to encourage sustainable 

consumption, but the outcomes of such policies are more than difficult to anticipate, and this 

is so because the idea of consumption is considered autonomous and private and thus not 

particularly legitimae for control by government (Wahlen et al, 2012). This is the reason why, 

although one of the United Nations Sustainable goals is ‘Responsible consumption’, it is still 

not an obligation to follow as the concept is relative from one consumer to another. The 

headings are numbered automatically. 

 

Problem Discussion 

Consumers play an important role in the development of the food industry as they help 

establish the market (Krittinee Nuttavuthisit & John Thøgersen, 2015). Consumers’ choices 

have a direct impact on why food will be produced and how they are going to be produced. 

Although local regulations are the determinations of how food can be produced, market 

factors are still too important to be ignored. Market demand represents consumers purchasing 

willingness as well as the companies’ economic growth (Grunert, 2011). Just like being 

healthy, consumers usually carry a positive attitude when it comes to being sustainable. 

Consumers appreciate and reward sustainable food production by their purchasing behavior 

and contractually, they can punish less sustainable alternatives by not purchasing (Grunert, 

2011).  
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However, previous studies have shown that a positive attitude on sustainable product does not 

always results into purchase (Thogersen, 2000). Sustainability is an abstract concept that 

consumers might have different levels of understanding of how to conduct sustainable 

consumption into practice (Grunert, 2011). There are various existing literatures which have 

examined sustainable consumption from production’s perspective to determine what factors 

enable consumers to perceive sustainable information on their products and how they can 

improve sustainable awareness and manipulate consumers behavior through social influence 

(Grankvist &amp; Biel, 2001; Grunert, 2011; Jackson, 2005; O’Rourke &amp; Ringer, 2016; 

Thogersen, 2000). 

Furthermore, researchers suggested the future studies of understanding the reasons why 

consumers choose not to take sustainable choices are needed (Grunert, 2011; Thogersen, 

2000). Thus, this thesis will focus on consumer’s perspective by understanding what factors 

will influence sustainable consumption during each stages of consumer decision making 

Process and also use the Norm Activation Model to understand consumers feelings of 

responsibility (Marleen C. Onwezen & Jos Bartels, 2013) if and when they make choices that 

negatively affect others ( Not being Pro - social) and the environment ( not being Pro - 

environmental). 

 

Research Purpose 

The purpose of this thesis is to determine how sustainable consumption will be taken into 

consideration in terms of the consumer decision making process and what factors will 

influence sustainable consumption. The paper also explores the emotions behind human 

actions and how they take responsibility based on their personal norms ( Norm Activation 

Model). Environmental consumers usually have a sense of pride and guilt when they make a 

decision that affects the environment and it is this anticipated emotions that the Norm 

Activation Model describes and is going to be one of the backdrops of this paper's analysis. 
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Frame of Reference 
______________________________________________________________________ 

The purpose of this chapter is to provide the theoretical background to understand the subject 

of the topic.  

______________________________________________________________________ 

Introduction 

The uncertainty of if global environmental change is imminent is now a reality (Schwartz, 

Brian S; Parker, Cindy; Glass, Thomas A; Hu, Howard, 2006) and these changes which seem 

to affect human health is now growing faster than predicted (Schwartz et al, 2006). The 

labeling of environmental and other carbon related consumer products is necessary for 

consumers to make informed choices (schwartz et al, 2006). Humans are a cause of this global 

environmental degradation (Schwartz et al, 2006) and health is being negatively affected by 

aspects such as pollution and lack of waste management (Schwartz et al, 2006). 

Improving and protecting the quality of environments is necessary for sustainable 

development and to sustain communities (Choy, Derrek; Prizzia, Ross, 2010). There is a 

positive relationship that exists between an environmentally friendly consumer behavior and 

concern for environmental attitudes (Choy et al, 2010). The 1992 Rio Earth Summit 

Conference (Agenda 22) emphasised that it is imperative for consumption patterns to be 

changed on the personal and individual level (Choy et al, 2010) for sustainable growth.  

 

Sustainability and Sustainable development 

Sustainability has been defined by the Brundtland Commission to mean fulfilling the needs of 

the present without compromising future generations to meet their needs (Amartya Sen, 

2013). Sustainability has three main factors at its core concept which are economic 

sustainability, social and environmental sustainability, otherwise known as the triple bottom 

line (TBL). In recent years it has been discovered that these three elements have to be taken 

into consideration for an entity to achieve complete sustainable development ( Barry A 

Colbert & Elizabeth C Kurucz, 2007) which is why entities and businesses are moving from 

existing separately to being embedded - From interconnected to being regenerative in order to 

develop an environment that coexists with humans and nature (Xiaoling Zhang, Martin 

Skitmore, Martin De Jong, Donald Huisingh, Matthew Gray, 2015). With the decreasing 

quality of the ecosystem, the biosphere faces an increased risk of not being able to maintain 

human civilization (Göran Ingvar Broman &amp; Karl - Henrik Robert, 2017). Despite these 
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risks, humanity still faces social sustainability challenges and these challenges can only be 

addressed with the collaboration of different sectors and disciplines and also having a unified, 

operational and systematic approach to the definition of sustainability (Göran Ingvar Broman 

et al, 2017). Although many organizations today recognize climate change and biodiversity 

shrinkage, there seems to be an inadequate understanding of basic causes which consequently 

results in the actual magnitude of our challenges being underestimated and thus the 

continuation of unsustainable practices (Göran Ingvar Broman et al, 2017). Although the 

Brundtland report focuses on environmental sustainability, it also highlights the social and 

economic implications which in this case would mean cooperation and collaboration with 

other communities and quality of life through self - development for both societies and 

individuals (Eleni Sinakou, Jelle Boeve-de Pauw, Maarten Goossens, Peter Van Petegem, 

2018).  

 

Sustainable Development 

Sustainable development can be understood in different ways and in different perspectives 

because it is not a static concept. Therefore, the rationale behind sustainable development is 

about well - being (Morlie Painter-Morland, Geert Demuijcnk, Sara Ornati, 2017) which is 

also subjective to the complexities of human desires and wants (Morlie Painter-Morland et al, 

2017). Although natural resources are being exploited at the expense of future generations, 

capital, including knowledge capital is also generated which promotes well-being and 

improves quality of life (John Farrington & Tom Kuhlman, 2010). The reconciliation that 

needs to exist is between needs and resources, development and the environment.  

Consumers have unending needs and wants (Brunello & Adrian, 2016) that seems to make 

businesses unable to keep up with growing demands (Brunello et al, 2016). Due to these 

uncertainties in the market, some businesses look for the easy way out to meet up with 

customer demands (Brunello et al, 2016) which in itself is not sustainable and hence the 

vicious cycle of over usage of the earth's crust continues. It is this constant depletion that will 

hinder the future of achieving their goals because there may not be enough resources left for 

development and growth (Kates, Robert W. Pariss, Thomas M. Leiserowitz, Anthony A, 

2005).  Government policies are also there to regulate both consumers and the market for 

efficient allocation of resources but most often than not these regulations are far from ideal 

(Kates et al, 2005). Goals are very different when it comes to public policy and businesses as 

the latter mostly prioritises profit making and these revenues are needed to facilitate 



 
 

 

 
 

 

6 

Government policies (Kates et al, 2005). In this regard it is safe to say that sustainability 

should be about maintaining and retaining well - being over a long period or an indefinite 

period (John Farrington & Tom Kuhlman, 2010). 

Sustainable development has mostly been about relating what is to be sustained and what is to 

be developed (Kates et al, 2005) but it seems to be more of ‘sustain only’ and ‘develop 

mostly’ (Kates et al 2005).   

One of the goals of sustainable development is to successfully meet the needs of a global 

population today so much so that it lasts for a century (Kates et al, 2005). An overall state of 

well - being which includes alleviating poverty, implementing justice systems that work for 

everyone and also providing basic education (Kates et al, 2005). It provides a standardized 

measure against which the behaviors of society and individuals can be judged and also 

promotes values as indicators of its goals and objectives (Kates et al 2005). In practice this is 

an attempt in defining what sustainable development is about - values and goals- but 

additionally including aspects such as negotiating a compromise among people (Kates et al, 

2005) who are greatly invested in nature and the environment, developing and growing social 

movements with people who value economic growth as well as those concerned with 

improving the human condition to an overall positive welfare state (Kates et al, 2005) . With 

this in mind we can say that sustainable development is a social movement of people with the 

same ideology and mindset coming together to achieve certain goals which affect the society, 

the economy and the environment (Kates et al, 2005). 

 

Sustainable Consumption in the food industry 

Sustainable consumption is the study of the efficient use of energy and resources and how 

they are allocated (Tim Jackson, 2005; Diego Costa Pinto, Marcia M. Herter, Patricia Rossi, 

Adilson Borges, 2014). The environmental impact of indiscriminate production systems is the 

reason for improved and efficient resource and energy allocation to promote responsible 

consumption (Tim Jackson, 2005). Sustainable consumption is not about consuming less but 

about consuming differently (Tim Jackson, 2005). It is an assumption that people consume 

more as a sign of improved well-being (Tim Jackson, 2005) but the impact this has on the 

environment is more damaging and this can be reduced without remarkably altering our well-

being or life style and consequently protecting the environment which eventually results in a 

win-win situation ( Tim Jackson, 2005). Sustainable consumption is all about negating the 

creation of waste by reusing and recycling to redesign products and processes as well as 
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supply chains for environmental and social benefits (Lehman Steffen, 2011). Consumer 

behavior and sustainable consumption seems to be at extremes in the sense that producing and 

selling green products or services does not guarantee consumers buying these products or 

services and neither does it reduces the material throughput to remain within ecological limits 

(Tim Jackson, 2005). Therefore, for sustainable consumption to be effective and efficient 

consumers need to be able and willing to buy these ecological products and services. Because 

sustainable consumption seems to be very complex as it underestimates the dynamics of 

human motivation, we can begin the understanding process by asking a question: Why do we 

consume? (Tim Jackson, 2005). 

Consumption as a whole is very complex and more especially food consumption. The choices 

we make daily with food has a great environmental impact (Christina Hartmann & Michael 

Siegrist, 2017) and therefore for food consumption to change we will need to sustainably 

innovate the production and supply systems if we want to foster sustainable consumption 

(Christina Hartmann & Michael Siegrist, 2017). Technologies and innovative products that 

are environmentally friendly can reduce the impact from consumers’ behavior (Muriel C. D 

Verain, Hans Dagevos & Gerrit Antonides, 2015) and these technologies are more present in 

developed countries who also happen to be most saddled with the economic, social and 

environmental consequences of food consumption and production ( Muriel C. D Verain et al, 

2015). Consumption can be sustainably improved with organic food products and meat 

reduction, but all these are influenced by different motivations such as health, taste and 

environment which contribute in the purchase of sustainable products (Muriel C.D Verain et 

al, 2015). It also goes without saying that there are some restrictions and barriers towards the 

purchasing of sustainable food products such as not being aware of the environmental food 

impact, prices and time barriers (Muriel C.D. Verain et al). Buying sustainable food products 

is very necessary and important but it is not enough to encourage sustainable food 

consumption (Muriel C.D Verain et al, 2015). By restricting the consumption of certain food 

categories with a very high environmental impact can help to influence a healthy diet choice 

and improve healthy consumption (Muriel C.D Verain et al, 2015). Meat is at the central part 

of most diets across the world and a very important part of food consumption. This particular 

food category also has environmental restrictions when it comes to animal welfare and their 

threatened extinction with its increased consumption, health issues as well as restriction issues 

from different religions (Murien C.D verain et al, 2015). With this in mind it is recommended 
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that meat consumption be dramatically reduced for the fostering of sustainable consumption 

in the food industry (Muriel C.D. Verain et al).  

Sustainable consumer behaviors 

With sustainable behaviors, it should be noted that consumers are different when it comes to 

their importance to sustainability as well as the type of sustainable behaviors they carry out 

(Muriel C.D verain et al, 2015). Therefore, it is possible that some consumers may be willing 

to just buy sustainable products as a display of their sustainable behaviors and others may just 

practice cutting down of unsustainable purchases (Muriel C.D verain et al, 2015). Segmenting 

the different consumers according to their needs and characteristics are necessary for an 

effective positioning of sustainable products and also in communicating strategies for 

sustainable food consumption (Muriel C.D. Verain et al). This construct comes as a result of 

the fact that sustainable consumption emphasizes on the consumer’s responsibility for the 

consequences of their actions thus these actions need to be taken into consideration when 

producing products for consumption that will prompt a lifestyle change and encourage 

sustainable food consumption (Muriel C.D verain et al, 2015). The rationale behind 

sustainable food consumption is concerned with the knowledge of re - defining the change of 

particular food consumption practices for specific purposes such as carbon dioxide reduction 

and also the growth of local communities (Wahlen Stefan, Heiskanen Eva, Aalto Kristina, 

2012). To be able to re - define these consumption practices among consumers, public 

administrations will have to be completely committed to target sustainable purchases and set a 

good example ( Wahlen Stefan et al, 2012) which will also help in combating some of the 

environmental challenges that arise as a result of these unsustainable practices.  

 

Consumer Behavior in the food industry 

Consumer behavior has been known to be greatly influenced by impulse and what better 

way to trigger impulsive buying than to make use of customer buying history through smart 

shopping carts and online footprints (Stephen Mahar, Peter A. Salzarulo P. Daniel Wright, 

2017). These process enables companies to understand customer buying decisions and are 

able to structure promotions and discounts based on this information that does not only 

increase the probability of purchase from the consumer but also increase company profits 

(Stephen Mahar et al, 2017). Consumer behavior can be defined as the processes and 

activities that targets identifying, consuming and removal of goods and services by these 

consumers and these behavior is closely linked to marketing and management (Stephen 
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Mahar et al, 2017). Marketing consumer behavior is mainly concerned with developing 

strategies to help in their behavioral response (Natalia Remesovschi, 2018).  

Consumer buying behavior has always been very complex for businesses to master as there 

always existed so many variables to be considered (Natalia Remesovschi, 2018) but with the 

coming of information technology and systems, companies and businesses have controlled the 

narrative and consequently attempted to control the consumer through this improved adaptive 

system (Natalia Remesovschi, 2018). Most if not every research on consumer behavior has 

touched on manipulating customer data or buying history to provide customized product 

offerings, improving online stores or in-stores orders to create customer fulfilment (Nguyen, 

Dung H.  Leeuw, Sander , Dullaert, Wout E. H, 2018), enticing the customer with assorted 

product offerings to keep a loyal, controlled and satisfied customer base (Nguyen et al, 2018), 

strategically differentiated customers preferences based on what they buy, when they buy and 

also its frequency (Nguyen et al, 2018) and most importantly how businesses use this 

information systems to manipulate sales and make a profit for perceived economic growth. 

Because behavior entails the study of character, motivations and needs, consumers have a 

series of steps that they go through in their decision to make a purchase (Statt, 1997) and this 

paper uses these steps to better understand the consumers motivation at every stage and also 

attempts to explore the reasons for such decision choices. In this paper we will be looking at 

consumer buying behavior in the food industry and their attitudes towards sustainable food 

products. Environmental protection has been a worldwide topic for decades now (Eunju Woo 

& Yeong Gug Kim, 2019) and thus ecological consumers tend to behave differently than 

others towards food offerings in the market and these factors in as key when it relates to 

buying organic or sustainable food (Eunju Woo & Yeong Gug Kim, 2019). 

 

Consumers perception of Green products  

The green market has become a very crucial segment with an increase in perceived values 

(Techane Bosona & Girma Gebresenbet, 2018). When consumers place importance in the 

quality of their food purchase, it motivates them to buy more. This goes to say that if 

consumers believe that green food products are more valuable and satisfying, more of these 

food products will be bought (Techane Bosona & Girma Gebresenbet, 2018). Perceived value 

has been known to be the key determining factor of the buying behavior of consumers 

especially when it comes to locally produced and organic food (Techane Bosona & Girma 

Gebresenbet, 2018). In the Developed countries, there is value attached to organically 
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produced food such as freshness, nutritional composition and environmentally friendly 

methods of cultivating and harvesting (Techane Bosona & Girma Gebresenbet, 2018). This 

value on organically produced food has been made possible by governmental policies and the 

restrictions they place on growing food such as limited or no additives, fertilizers, GMOs and 

antibiotics (Techane Bosona & Girma Gebresenbet, 2018).   

According to Techane Bosona & Girma Gebresenbet, consumers in Sweden are more 

environmentally conscious and tend to purchase more organic products but at the same time 

find it expensive. The increase in the purchase of organic products in Sweden is an indication 

that consumers value sustainability in their food products (Techane Bosona & Girma 

Gebresenbet, 2018) and are also willing to pay for it. Thus it is also safe to say that 

consumers’ most important measures to characterize food quality is through its sustainable 

and organic production (Techane Bosona & Girma Gebresenbet, 2018). Making a sustainable 

purchase is not only about the product itself, it is a combination of the entire supply chain of 

activities that lead up to the product being produced (Ari Paloviita, 2010). These activities can 

be described as production, refining, transportation, retail and consumption. Consumers 

consider all these before making a decision to buy a product that might claim to be sustainable 

(Ari Paloviita, 2010). It does not matter if the final product is a perfect green product, if at one 

stage of the production chain there has been an unethical performance, consumers tend to shy 

away from such products (The case of Nestle, Vivek Roy, Sai Vijay Tata, Chandan Pasad, 

2018). Sustainable food consumption and organic farming and consumption have grown 

among consumers and farmers respectively as a result of the increased commercialization of 

these organic products (Ari Paloviita, 2010) and also the continuous debates on global 

environmental challenges by political actors and unions. Consumers love to identify with a 

healthy lifestyle of eating but most do not appreciate the high prices of locally produced 

sustainable products (Ari Palovita, 2010).  

Apart from these high prices associated with sustainable food products, the European Action 

Plan concludes that consumers are not well informed about sustainable food products enough 

to recognise their existence in the market (  De Magistris, Tiziana , Gracia & Azucena, 2008) 

in spite of the growth of the demand for locally produced food ( De Magistris et al, 2008) and 

therefore proposes a wider exposure and awareness creation to be able to contribute and 

promote market transparency as well as  boost consumer confidence in their purchasing of 

these food products ( De Magistris et al, 2008) 
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Influence on consumer decision making 

According to William K. Darley, Charles Blankson, Denis J. Luethge, 2010, consumers have 

a process to decision making which are influenced either by their environment, their situations 

or just individually. Having a positive attitude towards environmental issues or challenges 

will directly influence the buying of sustainable food and also the frequency of the purchase 

(De Magistris et al, 2008). De Magistris et al, 2008 also stipulates that to be able to buy 

locally produced apples or strawberries is as a consequence of consumers attitude towards 

environmental and food safety. Therefore as long as consumers continue to have a positive 

attitude towards the environment, the more they are willing and able to purchase sustainable 

food products (de Magistris et al, 2008). On the other hand, the knowledge and information 

consumers have about sustainable food products will also influence their buying decision on 

an individual knowledge-based level (De Magistris et al, 2008). Most individuals think about 

their buying image and what they invest on because everyone wants to be seen as making 

healthy choices both for self and family and in exchange they expect to have better quality 

and tastes from these products (De Magistris et al, 2008) due to their better production 

processes and their non use of harmful chemicals.  

 

Consumer Decision Making Process Model (CDM) 

 
Consumer decision making process is a model that was first proposed by John Dewey in 1910 

with the intention to understand the consumer buying behavior. This model suggests that there 

are five stages to pass through when a consumer faces a complex purchase situation: need 

recognition, information search, evaluation of alternatives, purchase decision, and post-

purchase behavior (Statt, 1997).  

 

Need recognition 

The consumers decision making process model starts with need recognition - when consumers 

realize a need from something missing in their lives and this perception further trigger the 

process (Blackwell, Miniard, & Engel, 2006; Statt, 2002). A need can be created when a 
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person’s internal stimuli rises to a certain level or by external stimuli. Internal stimuli are a 

person’s normal need. For example, hunger motivates a person to seek for food or the feeling 

of coldness will obviously propel a person to buy a thick jacket (Blackwell et al., 2006; 

Solomon et al., 2006; Stankevich, 2017b). On the other hand, external stimuli stand for when 

a person gets affected by outside factors, for instance, a persuasive advertisement or a 

conversation of a new launched vacuum cleaner with friends might end up as a driver to 

conduct a buying action (Blackwell et al., 2006; Statt, 2002) 

Therefore, the consumer’s “problem” in this model is to tie up the gap between the 

consumer’s actual state (the situation they are actually in) and their desired state. If a person 

does not perceive any need then there is no problem or gap (Statt, 1997). Based on the 

understanding of such consumer behavior, marketers tend to create an imbalance between 

consumer’s current status and their desired status by using advertisements and or sales 

promotions. This imbalance arises to a want, an unfulfilled need which can be satisfied by the 

products provided from the previous marketers (Stankevich, 2017) 

However, Statt (1997) argues that the existence of consumer gap is not strong enough to push 

consumers to take their needs into action. Consumers need to recognize that their needs are 

sufficient enough to further act on it. For example, when a person feeling hungry does not 

mean he will act on eating immediately. He might consider pausing the current working 

progress with an exchange of a lunch as an inefficient move. Furthermore, consumers need to 

have the ability to cover the costs to satisfy their needs. The costs can be understood as 

available resources, time and money etc (Thøgersen & Ölander, 2003). A study conducted by 

(Stankevich, 2017a) shows that if the personal costs gets too high for the sake of another 

person’s benefits will trigger the defense mechanism and individuals will excuse their current 

situation and denying the responsibility for solving the problem produced by their behavior. 

 

Information search 

Once the need or problem has been recognized and the consumer also have the willingness to 

act on it, the second stages of consumer decision making process comes up: search more 

information and solutions to satisfy that need (Blackwell et al., 2006; Solomon et al., 2006; 

Statt, 2002). There are two ways to achieve information search according to Blackwell et. al. 

(2006) and Statt. (1997) internal search and external search. 

Internal information research is consumer utilizing the knowledge and information from their 

memories and past experiences with the product or services related to their need (Blackwell et 
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al., 2006; Solomon et al., 2006; Statt, 2002). Internal information search can be conducted 

either by undirected internal search - occurs when we learn things and add it into our long-

term memory bank unintendedly – or by directed internal search, which refers to a consumer 

intended to search information related to the need from their memory (Blackwell et al., 2006; 

Statt, 2002). If this process can end up a sufficient search for the consumer to make a 

decision, then no further search needed (Blackwell et al., 2006). In fact, many studies have 

shown that most of the consumer’s problem can all be solved with simple but sufficient search 

from the memory (Statt, 2002). Yet there are times that internal search is insufficient 

especially for infrequent or first-time buyers due to the reasons that they do not have enough 

direct experiences and knowledge about the product or services to make a decision, so 

consumers must seek for external search (Blackwell et al., 2006; Statt, 2002). External 

information search is when consumer actively searching information from external resources 

by for example, asking family or friends about their experiences of a targeted product or 

services; public resources such as, product reviews website, blogs or social media response; 

commercial or marketing sources like advertisement, salesperson, brochures or TV and public 

displays (Blackwell et al., 2006) 

The amount of time and effort to the step of information search usually depends on the 

complexity of the purchase – the previous experiences of buying the product, the risk and cost 

involved and the level of personal interest (Blackwell et al., 2006; Stankevich, 2017). 

There are some different opinions about more information involved in the decision-making 

process. Statt (1997) believes the accumulation of more information of alternative products 

and brands make the process becomes harder as new information can reveal other aspects into 

consideration which consumer might not aware before. While Burnett (2008) argues the 

search of information can identify new needs. Consumers will have a better understanding 

and knowledge of their need in a product service after the large amount of information search 

which could completely switch a consumer’s need. For example, a person who originally 

wants to sell his old car and buy a new one can possibly end up with only replacing a broken 

part of his old car (Blackwell et al., 2006; Burnett, 2008). 

 

Evaluation of alternatives 

After recognized the need and gathered enough relevant information about the desired product 

of serviced, consumers arrived the third stages of decision-making process: evaluating the 

alternatives selected during the search process (Blackwell et al., 2006). This is the step where 
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consumers seek answer for question such as “What are my options?” or “Which one is the 

best?”. Usually, the consumers choose the one that both financially and psychologically 

enabled (Blackwell et al., 2006; Stankevich, 2017; Statt, 2002). 

Consumers compare and evaluate the alternatives by new or preexisting evaluations stored in 

their memories to selected products or services that can meet their satisfaction (Blackwell et 

al., 2006; Burnett, 2008). The standards and specifications used to compare between products 

and services are the evaluation criteria. Evaluation criteria varies from product to product and 

the features corresponding to each one (Blackwell et al., 2006; Solomon et al., 2006; Statt, 

2002). Buyers consider the safety and price when buying a car while the picture quality and 

the screen size will be considered when buying a television (Burnett, 2008). However, the 

criteria selected by the consumer to evaluate a certain product also vary from one consumer to 

another (Burnett, 2008). Some consumers consider car as representative of their social status 

so the brand of cars and the luxurious fitting of it are more important over price to this type of 

consumers. While other consumers might consider their financial affordability over 

everything (Blackwell et al., 2006). These criteria are called salient attributes which are very 

important in the evaluation of alternatives, such as price, reliability, and the factors vary 

between similar type of products (Blackwell et al., 2006). 

Nevertheless, salient attributes will not be necessarily acted as determinant attributes. If the 

price of all the alternatives are the same or all the brands that provides similar products are all 

unfamiliar to the consumers, then their salience will not influence the evaluation of 

consumers. The determinant attributes are the differentiators between alternatives which is the 

most important task for the consumers to do in decision making process (Blackwell et al., 

2006; Solomon et al., 2006). 

Burnett (2008) believes the search of alternatives are also influenced by four factors, the time 

and money costs on the search for alternatives; the amount of information the consumers 

already have on the alternatives; the amount of the perceived risks once a wrong decision has 

been made; the consumer’s predispositions – influenced by consumers attitude - toward 

particular product or services. 

 

Purchase decision 

The next stage of consumer decision making process model is purchase decision. After 

evaluating a massive amount of information about the product to satisfy the need, consumers 

have figure out the most suitable product among all the other alternatives (Blackwell et al., 
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2006; Statt, 2002). In the stage of purchase decision, consumers need to decide whether to 

buy the product or not (Teo & Yeong, 2003). Generally, consumers will purchase the product 

they are most preferred but having an intention purchase does not always strong enough to 

close the deal (Blackwell et al., 2006; Burnett, 2008). There are two factors that affect 

consumers moving from intention purchase to purchase decision. The first factors is the 

attitudes from other which means people whose opinions are matters to the consumer can 

adjust or change consumers’ decision on intended purchase to a certain degree. If this person 

is very important to the consumer and he thinks the consumer should buy a cheaper 

alternative or just abandon the purchase, then chance of consumer buy intended product will 

be reduced (Blackwell et al., 2006). The second factor is called unexpected situational factors. 

Consumer form their purchase intention based on their expectations on price, income and 

product benefits. But sometimes things change, the price of product can be suddenly increase, 

the consumer income may somehow reduced, or a negative review of the product appears on 

social media. All of these unexpected events can change consumer’ intention on purchase 

(Blackwell et al., 2006). Therefore, having a purchase intentions cannot secure the results of 

purchase decision. 

Furthermore, Sometimes consumer will be faced with even more detailed questions such as 

when, what, how, and where to buy. According to (Blackwell et al., 2006;  Statt, 2002) 

consumers need to go through two phrases in this stage. The choice of retailers and in-store 

choice. The choice of retailers here refers to the choice of different forms of retailing such as 

catalogs, internet shopping platforms, and direct sales from production (Blackwell et al., 

2006; Statt, 2002). Consumer usually choose retailers according to the plan and intended 

purchase but sometimes the plan can be changed by real life events such as sales or promotion 

activities in competitors store, traffic jams, distance, and or the hours of operation. Whereas 

in-store choice are mostly affected by salespersons, lack of intended brand of product, or the 

store cannot accept a certain type of payment (Blackwell et al., 2006). 

At the end of purchase decision stages is consumption. (Blackwell et al., 2006) argues that 

even if consumers can pass through all the process above and finally make a purchase, how 

consumer use and consume the product are still very crucial to the entire decision making 

process. How consumers perceive the usefulness and how to use the product will largely 

decide the consumers’ repurchase decision. Therefore, in the final stages, post-purchase 

behavior will be presented. 
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Post-purchase behavior 

At the stages of post-purchase behavior, consumers evaluate the product based on the usage 

experiences and consider if this product has matched or exceeded their expectations and 

promises made by the brand. West and Oliver (1991) believe that satisfaction is the judgment 

in the post-purchase evaluation. Consumers are satisfied when their expectations are matched 

with the perceived performance while dissatisfaction occurs if usage experiences and 

perceived performance fall short of consumer expectations (Blackwell et al., 2006). 

The importance of evaluation to the consumer decision making process model is the outcomes 

from this stage can decide how likely consumers are to repurchase this product or band in the 

future (Blackwell et al., 2006). According to (Solomon et al., 2006) consumers store their 

evaluations in the memory and as we mentioned in the stages of internal information search, 

consumer refer their memoirs back when it comes to a similar decision making. If the 

consumers are highly satisfied, it is likely that the subsequent purchase decision become 

easier (Blackwell et al., 2006). The competitor brand will have hard time to assess their mind 

once a satisfied purchase process has been made since consumers are tends to purchase the 

same brand in the same store (Blackwell et al., 2006). As the same time, a dissatisfied 

consumer will quickly shift down their attitude to the product and its brand and they will also 

avoid to consider the same product or the same brand in the future (Blackwell et al., 2006). 

Moreover, studies has shown that most of the dissatisfied consumers do not complain or 

communicate with the seller. Instead, they prefer to complain and discus with their friends 

and family which can results to a negative influence to the potential consumers. As a contrast, 

satisfied consumers become loyal to the brand and further influence more people around to 

buy the product by the word of mouth (Burnett, 2008; Stankevich, 2017; Westbrook, 1978). 

 

Norm Activation Model (NAM) 
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The norm activation model is a model that describes and explains true and environmentally 

friendly behavior. It was originally brought forward by Schwartz in 1977 and it has as its core 

elements personal norms. The NAM explains that these norms are ‘Feelings of moral 

obligations and not intentions’ ( Marleen C. Onwezen & Jos Bartels, 2013). There are two 

determining factors of these norms which are: The awareness of the consequences of 

performed actions and feeling responsible for certain behavior. Basically the model explains 

that an individual or consumer needs to be aware of the consequences of his or her behavior 

before being able to take responsibility. This in essence describes a sustainable food consumer 

who needs to understand exactly the effects of his or her unsustainable practices to be able to 

make sustainable decisions. One of the basic motivations for buying eco friendly food 

products is quality, health and environmental concerns (Yeon Ho Shin, Jinyoung Im, Seung 

Eun Jung, Kimberly Severt, 2018). This model explains pro - environmental and pro - social 

behavior.  

Pro - environmental behavior is that which considers positive consequences to others and 

includes every action that reduces the harmful effects of actions to the environment such as 

reducing waste caused by leftover food not consumed or buying more than you actually need. 

Pro - social behavior explains the action of a person that is geared towards helping others and 

is usually associated with an individual’s moral values (Yeon Ho Shin et al, 2018). 

 

Pro - environmental behavior consists of three components which are: Awareness of 

consequences, Acknowledgement of responsibility and Personal norms.  

Awareness of consequences explores an individual’s consciousness to negative effects of  a 

non pro - social behavior on others. Norm activation becomes triggered by this awareness 

because a feeling of responsibility and obligation is aroused when one realises their negative 

impact they have on others. 

Acknowledgement of responsibility is about taking responsibility for acting negatively and 

incurring consequences due to a non pro - social behavior. Personal norm is about a person’s 

feeling of performing or refraining from particular life choices or basically a reflection of 

moral obligations. Personal norms become a major motivation in determining an individual’s 

pro - environmental behavior. Thus as a consequence of  this personal norms, consumers 

often feel a sense of guilt when they fail to carry out positive environmental actions and this 

emotional guilt tends to influence actual behavior ( Yeon Ho Shin et al. 2018).   
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Previous studies on the NAM have found that personal norms influences mediated behavior 

and intentions and these intentions greatly influence the variances in human behavior 

( Marleen C. Onwezen et al, 2013). Emotions that have not been experienced yet have been 

found to influence behavior and decision making. When consumers go through the motions of 

possible outcomes from every possible action there is to take, their behavior towards 

purchasing products are altered. This is particularly so because pride and guilt are self - 

conscious emotions and the evaluation that a consumer carries out after performing an act that 

goes against his or her personal or social standards brings about this self awareness and thus 

engineers altruistic behaviors. 

 

 

  

 
 

 

 
 

 

19 

Methodology 
___________________________________________________________________________ 

This chapter introduce the chosen of research methods. The process of data collection will be 

presented as well as validity and reliability concerns. 

___________________________________________________________________________  

 

Research Approach 

This research paper began with the authors looking for relevant literature that best suits the 

area of  interest which was the food industry. We looked into different literature for ecological 

and organic food products as well as consumers’ attitudes towards buying these products. 

Because the research focuses more on the consumer perspective of sustainable consumption 

two models were used to explore and describe how sustainability is part of the evaluation 

criteria in consumer decision making process. After we had collected and read all relevant 

materials, we then came up with a theoretical framework that enabled us to come up with the 

thesis purpose and problem discussion. To be able to collect all the necessary data and 

information, academic engines such as proQuest, JU library, ScienceDirect, Emerald, Diva 

and google scholar were utilised. Our search words included consumer behavior, 

sustainability, decision making, ecological/organic, food industry and consumption. 

 

Deductive Approach 

A deductive approach aims to find answers to questions that you have at the start of the 

research. Your research questions may vary from statements to informed speculation. This 

approach is about intensively testing theory development and allow for explanation and 

prediction of  an existing phenomena. For this to be possible, deduction stipulates that the 

researcher should be independent of the observations (Mark Saunders, Philip Lewis and 

Adrian Thornhill, 2009). We decided to use a deductive approach in our research because we 

used existing theories to statistically generalise the complexities of human social behavior. 

The samples we selected was fairly large although we did not get back all the desired 

responses but we got a sufficient numerical size to be able to quantitatively measure our data. 

Although the collection of quantitative data is mostly related to a positivism research 

philosophy, such labelling tends to be misleading in practice (Saunders et al, 2009). Our 

research focuses more on interpreting consumer behavior by using consumer theories and 

how actions are motivated. Our samples were small but the measurements were quantitative. 

The main goal of using a research approach is to create a basis that enables the researcher to 
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focus on the topic and answer the research question as aptly possible ( Jennifer Apell 

Karlsson, Moa Gustafsson & Rikard Rasmusson, 2015). 

In the questionnaires we sent out, we wanted to understand in what stages consumers will be 

environmentally conscious before making a purchase decision for a food products and this 

was backed by the theory of consumer decision making. According to Saunders et al 2009, 

using this type of theory examines particular outcomes which will either confirm existing 

theory or suggest a need for modification. 

 

Research Purpose 

An exploratory study is that which attempts to seek new insights by asking questions that 

sheds new light on a phenomena ( Saunders et al, 2009). Although we could not organise 

interviews or focus group interviews, we did search through literature to get a better 

understanding of the concept and used models to explore human behavior to purchasing 

decisions. We began by looking at the consumer and his attitude towards sustainable or 

organic food products and wondered if these consumers are willing to buy sustainable food 

products. As we read and explored further we realised that using the consumer decision 

model, the consumer may be willing to purchase sustainable food products but at different 

stages will such consideration be made. This explains what Saunders et al postulated about 

conducting an exploratory research - Directions can be changed from the original research 

idea as new data or information presents itself which means that an exploratory research is 

flexible but pregnant enquiry.  

Therefore, the purpose of this research is to determine how sustainable consumption will be 

taken into consideration in terms of the consumer decision making process and what factors 

will influence sustainable consumption. The paper also explores the emotions behind human 

actions and how they take responsibility based on their personal norms ( Norm Activation 

Model). 

Research Strategy 

Research strategy can be defined as a plan of how the researcher answers his research 

questions and meet his research purpose. A methodology link that primarily connects with 

research approaches and research designs. Therefore, choosing a research strategy will be 

guided by the objectives of the research, the research approach and purpose, the concerns of 

the extent of existing knowledge, the amount of time and other types of resources that are 

available to the researchers, and the access to potential sampling population (Saunders, Lewis, 
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& Thornhill, 2019). There are several types of research strategy that is widely used in 

business and management research such as: experiment, survey, archival and documentary 

research, case study and so on (Saunders et al., 2019). By the given options, survey strategy 

has been implemented in this study. 

Survey strategy is most frequently used to answer “what”, “who”, “where”, “how much” and 

“how many” questions in business and management research that usually linked with 

deductive approach and exploratory or descriptive research (Saunders et al., 2019). In general, 

survey strategy is comparatively easy to explain and understand since people see it as 

authoritative (Saunders et al., 2019). It allows researchers to collect and analyze quantitative 

data to reasoning a particular relationship between variables (Saunders et al., 2019). 

Therefore, survey strategy is appropriate for this quantitative, exploratory research with 

deductive approach to understand the relationship between consumers decision making 

process and their personal norms. 

 

Data Collection 

Data collection is a process that is crucial to any study to accumulate information and 

knowledge to fulfill the purpose of a study. Researcher gather data by themselves to guarantee 

the data used in the research are valid, reliable and appropriate to answer the research 

questions. 

According to Saunders (2019), the sources of data collection within academic research comes 

from two data types: primary data and secondary data. Primary data refers to collecting first-

hand data by the researchers themselves in order to reach a specific research project. On the 

other hand, gathering data from other researcher’s previous works are known as the secondary 

data (Saunders, Lewis, & Thornhill, 2019). In this study, we will use primary data 

(questionnaire) to observe consumers attitudes towards sustainable consumption as well as the 

factors correlated with their decision making process. 

Primary data 

Primary data requires researchers to tailor their investigation according to the research topic 

with aims on providing more accurate and flexible information compare with the secondhand 

data. Interview and questionnaire are the two most common approaches to gather primary 

data in business and management research. One distinctive feature of primary data is that the 

researcher must collect data from the interested population by themselves no matter by 

interview or questionnaire. 
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As we mentioned in the research strategy, survey is the most appropriate research strategy to 

answer our research questions and questionnaire is the most widely used data collection 

methods that belongs to the survey strategy within business and management research 

(Saunders et al., 2019). On the other hand, using interviews requires larger number of open-

ended questions while questionnaire technique works the best with standardized questions that 

all the respondents can interpreted the same way which can be used perfectly within deductive 

research and it enables researchers to explore the relationships between variables as identified 

from the previous literatures (Saunders et al., 2019). Therefore, we will use questionnaire as 

the techniques to collect primary data. 

There are two types of questionnaire modes which differ depending on whether the 

questionnaire will be answered by respondents or researchers. Researcher-completed 

questionnaires are recorded by researchers of the study and or his assistant by using either 

telephone or asking questions face-to-face to the respondents which can also be called 

“structured interviews”. The other mode is self-completed questionnaires. As the name 

implies, self-completed questionnaires are completed by respondents directly. It can be 

distributed through internet, mobile, postal, or hand-collection. Primary data are time 

consuming; it takes time to design the questionnaire and it takes time to process the data as 

well as analysis (Saunders et al., 2019). Due to the time limited, in this study we choose to 

design a self-completed questionnaire and distribute it through the internet with more precise 

respect to Google form. 

 

Questionnaire design 

According to Saunders (2019) researchers can design a questionnaire by adopting or adapting 

questions in other questionnaire from previous research with similar research topic or 

developing their own questionnaire. Although adopting and adapting questions from other 

questionnaire have shown a high level of reliability and it is also easier compare with 

developing questions our by ourselves, questions from other questionnaire are usually serving 

a very specific research purpose that might completely different than ours (Saunders et al., 

2019). Furthermore, another other issue arises from the ease to taken for granted is copyright. 

Since most of the questionnaire sharing same believes that the language on questions should 

be simple and effective to approach to respondents which can improve validity, and therefore, 

it will be hard to define the copyright of the questions with or without authority to assess from 

other questionnaires (Saunders et al., 2019). During out literature research process, we found 
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out that literatures sharing similar research topic with this study did not shown us any 

questionnaire that can provide information to reach to what we want to research perfectly. 

Therefore, we will develop our own questions based on our intentions to study consumers 

buying behavior from consumer perspective.  

The questionnaire was formed with only closed-ended questions due to the time limits of our 

study. Closed-ended questions are quicker and easier for respondents to answer as it requires 

minimal writing and predetermined answers which enable us to improve validity (Saunders et 

al., 2019). The questionnaire has 28 questions contain three types of close-ended questions 

that are list questions, category questions, and matrix questions. The questionnaire starts with 

question defining whether the respondents are from JIBS since our initially targets were 

focusing on business school students which are the easiest sampling populations that we can 

approach to. Following with demographics questions such as gender, age, nationality to 

understand among which age group or gender is it most likely to buy sustainable products and 

if the region's or countries they come from affect their knowledge and behaviors towards 

sustainable consumption. The second part of the questionnaire contains 19 questions that were 

meant to explore and answer the research purpose. These questions were developed 

corresponding to each stage in consumer decision making process which allow us to interpret 

the reasoning and motivation behind sustainable consumption choices.  

 

Validity 

According to Saunders (2019), validity asses the quality of the research and concerns to 

whether the empirical findings are able to answer what the research intended to be obtained 

(Saunders et al., 2019). Generally, validity of a research can be considered as external validity 

and internal validity. External validity also called generalizability which refers to the extent 

the findings of this research are applicable to other similar research settings equally. Internal 

validity measures the change in the dependent variables (Saunders et al., 2019). In this 

research we use questionnaire as our only method to gather relevant data. Thus, internal 

validity in terms of questionnaire represent the ability of information that we gather through 

questionnaire measures what this research really appears to measure. 

In order to provide a significant level of internal validity, we have made an extensive effort on 

researching and reviewing literature and models within consumer behavior on sustainability 

subject area and prior to several discussions before defined our research purpose and 

questions. Furthermore, the questions in the survey are carefully designed and formed by 
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applying factors from the models we used in this study to assure that data collected from 

questionnaire are able to interpret by the purpose of this study. Also, face validity was ensured 

by pilot testing which we will discuss more in detail in the following paragraph. The 

questionnaire for this study was designed only to reach respondents in Jonkoping University 

and we did not receive a larger amount of data. Therefore, the result of this study is difficult 

to establish high level of external validity. We suggested a further study with a larger scale of 

sampling to be conducted in order to make the results generalized as theory. 

 

Reliability 

Reliability in relation to questionnaire concerns with the robustness of it and particularly 

whether the findings from the questionnaire are consistent over time and across different 

circumstances (Saunders et al., 2019). The validity of a questionnaire will not be sufficient 

enough without reliability due to reasons such as lexical or sentinel miscomprehension on a 

specific question according to individuals (Saunders et al., 2019). Therefore, the questionnaire 

starts with the short paragraph that explains the purpose of this research and the number of 

questions as well as approximately time to complete the questionnaire to give respondents a 

basic preparation of what they are going to face. Furthermore, in order to eliminate invalid 

result which comes from misunderstanding of the answers, we use the most common food that 

everybody can easily purchase in Swedish market in the questions that requires respondents to 

pick one of more food and the frequency to purchase theses food. 

Mitchell (1996) outline the three most common approaches to assess the reliability of 

questionnaire technique: test retest, internal consistency, and alternative form. Test retest 

approach requires questionnaire to be delivered to respondents twice and alternative form will 

extent the questionnaire longer than how it was which conflicts with the feedback from 

respondents during pilot testing. Lastly, Internal consistency refers to correlate the questions 

and responses to each other in the questionnaire (Saunders et al., 2019). However, we 

intended to conduct exploratory research in this study which means we will not be 

approaching the three common techniques above to assess the reliability of our questionnaire, 

instead we wanted to overcome the threats to the reliability of research findings (Saunders et 

al., 2019): subject or participant error and subject or participant bias can be avoided to a 

certain degree in our research since the questionnaire was conducted based on internet so the 

respondents can complete the questionnaire whenever and wherever they are willing to 

without any time pressure and location limitation. Also we sent it to each one of respondents 
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alone and they can answer the questionnaire anonymously which allows respondents to 

choose the most appropriate answer to themselves without considering other people’s options 

which could possibly change the real thought of respondents.  

 

Pilot Testing 

Before distributing the questionnaire, a pilot test was done to make sure that the respondents 

can answer the questionnaire without any problem. The process of pilot testing according to 

Saunders (2019) is to refine the questionnaire by testing a small number of respondents that 

are sharing similar characteristics with the respondents who will be actually answer the 

questionnaire. Researchers adjust the questionnaire according to the feedback from testing 

respondents and obtain some assessments of validity and reliability from the question which 

allow researchers to answer the research questions and objectives. 

The pilot questionnaire was tested by three students from JIBS that are belonging to the 

sampling population. Overall, the responses from the subjects were satisfactory and they were 

all able to finish the questionnaire within 4 to 5 minutes. However, the respondents believe 

that the length of questionnaire were too long, and they all perceived the feeling of giving up 

during the answering time. Another suggestion was given by one respondent who is originally 

from China that it will be easier and faster to understand the context if the questionnaire can 

be written in Chinese. Therefore, we recognized the questions and shortened the questionnaire 

to make sure most of the respondents can finish the questionnaire within 2 to 4 minutes before 

they lose their patience. We also translated the questionnaire into the Chinese language to 

meet the requirements from our Chinese respondents. 
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Analysis and Findings 
___________________________________________________________________________ 

This chapter present the findings of questioners, a total number of 70 respondents were 

conducted for this research during the month of December 2019. The relevant result to the 

consumer decision making process model and NAM model will be analyzed.  

___________________________________________________________________________  

 

Descriptive analysis 

The questionnaire was answered by 70 participants with different ages and backgrounds. This 

questionnaire was sent out to students, family and friends in Sweden and Europe at large. The 

reason we could not focus on one consumer group is because we realized we were not getting 

enough responses from the group we originally intended to focus on which was students of 

Jönköping International Business School. A total of 150 participants were selected from the 

JIBS but from the diagram below shown that only 38.6% of students at the JIBS responded 

and leaving the majority of responses from either other department in Jönköping University or 

friends and families of these respondents. This then gave us a chance to understand a diverse 

group of consumers with different variables among each other.  
Q1: Are you a student at JIBS? 

 

 

Demographics  

As mentioned before, the total number of respondents accounts for 70 people including 

business school students and others. The distribution of gender, age and nationality have 

shown below which represents the frequency and percentage of each. The table show 52.9% 

of our respondents are female and 47.1% are male. The respondents were divided into four 

age groups and the most frequent age groups responses to the questionnaire is 18-25. 

Furthermore, most of our respondents were from either Africa, Asian and pacific, or Europe.  

JIBS STUDENT NUMBER PERCENTAGE 
YES 27 38,60% 

NO 43 61,40% 

TOTAL 70 100% 

27

43 No

Yes
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Q2: Which country or region do you come from? 

 

Q3: What is your gender? 

 

Q4: How old are you?  
FREQUENCY PERCENTAGE  

18-25 30 42,90% 

26-30 13 18,60% 

30-35 13 18,60% 

35+ 14 20% 

TOTAL 70 100% 

 

After having determined region, age and gender we proceeded to test their knowledge of 

sustainability and sustainable consumption. This was done to be able to understand if 

consumers are aware of the concept and how they interact with the knowledge in their daily 

lives and routines.  

 

The Norm Activation Model (NAM) 

Existing human norms 

The Norm Activation Model (NAM) recognizes two predominant that individuals have 

especially in decision making which are: the awareness of the consequences of performed 

actions and feeling responsible for certain behavior (Marleen C. Onwezen & Jos Bartels, 

2013). These norms are basically what defines a pro - environmental and a pro - social 

consumer. With these norms as a backdrop of consumer emotions and feelings, a consumer 

moves from an attention stage where the awareness of the need is created as well as 

COUNTRY OR 
REGION 

FREQUENCY PERCENTAGE 

AFRICA 23 32,90% 

ARAB STATES 2 2,90% 

ASIA & PACIFIC 22 31,40% 

EUROPE 20 28,50% 

NORTH AMERICA 3 4,30% 

SOUTH/LATIN 
AMERICA 

0 0 

TOTAL 70 100% 

GENDER FREQUENCY PERCENTAGE 
FEMALE 37 52,9% 

MALE 33 47,1% 

TOTAL 70 100,0% 

23

2

22

20

3

Africa

Arab States

Asia & Pacific

Europe

North America

South/Latin America

30

13

13

14
35+

30-35

26-30

18-25

37

33
Male

Female
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awareness of possible consequences of that need through the motivation stage which is about 

personal and social norms and to the evaluation stage of feelings of guilt, shame or pride.  

Onwezen et al.(2013) proposed that expected guilt and pride have an impact on the 

consumer’s emotions within Norm Activation Model. According to the authors, guilt and 

pride arbitrate the impact of individual norms on behavior. Anticipated emotions have an 

influence in the decisions to purchase a product (Han, 2014). This is because the consumers 

strive to have positive emotions after making a decision to purchase a product. They do not 

want their decision to lead to negative emotions. 

 

Consumer Decision Making Process Model (CDMP) 

Need Recognition 

At this stage of the model the participants were asked what they would buy if they were super 

hungry given choices of different types of food stuffs and 45.7% chose burgers as their 

solution to hunger while 25.7% chose fish. Statt, 1997 describes a consumers’ actual state and 

their desired state. Consumers desire to be satisfied of their hunger state and so they reach for 

the best alternative to satisfy that hunger without thinking of how unsustainable it may be.  

Q9: Which food would you eat when you are super hungry?  
FREQUENCY PERCENTAGE 

BURGERS 32 45,70% 

FISH 18 25,70% 

BROWN 
BREAD 

6 8,60% 

CHIPS 4 5,70% 

CANDY 3 4,30% 

WATER 7 10% 

TOTAL 70 100% 

 

It is therefore seen that the need to eat is strong enough for action to be taken. 

The model also stipulates that consumers need to have the ability to cover the costs of their 

purchases. When we asked the question about price for sustainable products, 67.1% 

responded that it will depend on how much they have to pay and 24.3% responded yes, they 

will pay more for sustainable products. This confirms the study of Stankevich 2017 that if the 

personal costs get too high, individuals will make excuses for their current situation and deny 

responsibility for negative behavior (non pro-social behavior). With high prices, consumers 

do not consider sustainable consumption and will go for the least high food product. 
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Q22: Can you pay more for sustainable food products as compared to others?  
FREQUENCY PERCENTAGE 

YES 47 67,10% 

NO 6 8,60% 

DEPENDS 17 24,30% 

 

Information Search 

After recognizing the need comes the search for information and solutions to satisfy the need 

(Blackwell et al, 2006; Solomon et al, 2006; Statt, 200). For a pro-environmental consumer, 

this search may begin from a background knowledge of what sustainable consumption and 

sustainability is about. We asked our participants if they have ever heard of sustainable 

consumption or if they have ever looked for sustainable products and the results we got 

depended upon their knowledge of the concept. 34.3% of respondents answered ‘Never’. This 

confirms that the search for information is related to the need from their memory (Blackwell 

et al, 2006; Statt, 2002) which is considered internal information research. This can be 

explained that for consumers to be able to consider sustainability in their search, they will 

need to be informed or aware of such information as also stipulated by the NAM - awareness 

of need and consequences leads to perceived behavioral control. 

Q13: When did you start looking for sustainable products?  
FREQUENCY PERCENTAGE 

LAST 
MONTH 

5 7,1% 

6 MONTHS 
AGO 

7 10,0% 

LAST YEAR 18 25,7% 

OVER 5 
YEARS 

16 22,9% 

NEVER 24 34,3% 

TOTAL 70 100,0% 

 

Although 78.6% have heard of sustainable consumption, 34.3% still have never looked out for 

sustainable food products. As a compliment to this, it was realized that a majority of the 

respondents heard about sustainable consumption from social media, family/friends and 

school. Statt, 2002 states that different options that come with the search for information can 

change a consumer's decision due to some new information of products alternatives which 

they may not be aware of. This also goes without saying that with this information search new 

needs can be identified (Burnett, 2008). 
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Consumers do not make independent decisions to purchase a product. The purchasing 

behavior is subject to social groups to which a person belongs (Salazar, Oerlemans, & Van 

Stroe-Biezen, 2013). Consumers that get positive information from their social groups tend to 

choose sustainable products. Moreover, consumers who are aware of the concept of 

sustainable consumption will tend to practice sustainable consumption. In the current study, 

majority (40%) of the consumers heard about sustainable consumption from school. 37% 

heard it from friends and family members. Peer information may influence a person’s choice 

of various products. Salazar et al. (2013) suggest that specific social groups influence an 

individual’s s purchasing behavior of sustainable products. Social groups can influence a 

person to choose environmentally and socially friendly products. The current research also 

confirms the effect of social groups on purchasing behavior of sustainable products. Majority 

of those who have hear about sustainable consumption have looked for sustainable products. 

Q5: Have you heard of the concept 'Sustainable Consumption'?  
FREQUENCY PERCENTAGE 

YES 55 78,60% 

NO 15 21,40% 

TOTAL 70 100% 

 

Q6: If yes, where have you heard about Sustainable Consumption?  
FREQUENCY PERCENTAGE 

SCHOOL 28 40,0% 

TV 17 24,3% 

SOCIAL MEIDA 29 41,4% 

FAMILY AND 
FRIENDS 

24 34,3% 

ORGANIZATION 
ACTIVITIES 

15 21,4% 

NEWSPAPER 10 14,3% 

ONLINE NEWS 1 1,4% 

BOOKS 1 1,4% 

SCIENTIFIC 
LITERAURE 

1 1,4% 

NEVER 11 15,7% 

TOTAL 70 100,0% 

 

Evaluation of Alternatives 

The third step in the CDM model is evaluating the alternatives from the information search. In 

this stage consumers seek answers to satisfy their particular needs by attempting to pick the 

best in both financial and psychological (Blackwell et al, 2006; Stankevich, 2017; Statt, 

2002). Although there may be some basic variables that consumers consider when buying 
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products such as price and quality, every consumer is different in their criteria and evaluation 

(Blackwell et al, 2006: Solomon et al, 2006; Statt, 2002; Burnett, 2008). There are four 

factors that influence the search for alternatives (Burnett, 2008) which are Time, costs, 

amount of existing information and perceived risks (Burnett, 2008; Solomon et al, 2006; 

Blackwell et al, 2006). 

In figure 2 above, it can be seen that choosing to eat a burger as an alternative to satisfy 

hunger seems to be the best solution as it is the existing information to available the 

consumer, it is less costly and less time consuming compared to its next alternative of fish 

which may be expensive and takes time to prepare and it has less risks involved. The 

consumer may only need to walk into a fast food restaurant to get a burger which saves time 

and perceived risks. 

 

Post-Purchase decision 

The evaluation of the purchase is determined by how the consumer feels about the product’s 

qualities and overall performance. If the brand exceeds consumers expectations, there will be 

another purchase of the product. Responses from the questionnaire revealed that even though 

consumers are very particular about prices of sustainable food products, they are still willing 

to purchase a sustainable product than an unsustainable product. 

Consumers are also of the opinion that all food products should be sustainable or at least a 

majority. Solomon et al, 2006 says that consumers store their evaluations in their memories 

and thus pull this memories up if and when they are satisfied with a product. It can be said 

that it is these evaluations that causes the respondents to want all or a majority of food 

products to be sustainable because of how such products made the feel. In this stage, 

sustainability may be considered by the consumer based on how effective the product was.  

 

Ecological footprints 

In an attempt to explore when and if a consumer will consider sustainability in their decision 

to purchase, we asked how their grocery shopping was done- by car, public transportation, 

walk, bike or at home delivery and 52% responded by walk and 41.4% responded by public 

transport. Although 37.1% goes by car, it can be seen that most consumers may consider their 

ecological footprints from when they recognize the need to purchase. Whether this is as a 

result of convenience or mindfulness is still left to be determined. 
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Q15: How do you usually do your shopping?  
FREQUENCY PERCENTAGE 

CAR 26 37,1% 

BIKE 18 25,7% 

WALK 37 52,9% 

PUBLIC 
TRANSPORTATION 

29 41,4% 

HOME DELIVERY 2 2,9% 

 

 

Effects of green and organic labelling 

Sustainable consumption is more than just an idea or concept, but it is about putting in the 

work to make an effective change. This why we asked the question of making a list before 

going out to buy to be able to understand the conscious or random consumer. 40% responded 

that they do make a list before purchase and 22.9% responded that they do not. We also asked 

if product labels and descriptions are read before purchase. This was also to understand why 

certain products will be bought over others as well as to understand the reason for consumer 

choices. 60% of the responses were positive and 15.7% were negative and 24.3% maybe. De 

Magistris et al, 2008 says most individuals consider their buying image and what they invest 

in because everyone wants to make healthier choices and in turn have better quality for their 

choices. Green and organic labelling therefore contributes to consumer choice decision. 

Q14: Do you read the description of the product before buying it?  
FREQUENCY PERCENTAGE 

YES 42 60,0% 

NO 11 15,7% 

MAYBE 17 24,3% 

 

Q16: Do you make a list of what you need before going to the store?  
FREQUENCY PERCENTAGE 

YES 28 40,0% 

NO 16 22,9% 

SOMETIMES 26 37,1% 

 

 

 

 

 

 

  

26

18

37

29

2

Car

Bike

Walk

Public transportation

Home delivery

42

11

17
Maybe

No

Yes

Sometimes

No

Yes

 
 

 

 
 

 

33 

Discussion 

___________________________________________________________________________ 

This chapter will restate the purpose of this research. Key findings will be discussed.  

___________________________________________________________________________ 

 

 

The research explored how sustainable consumption is taken into consideration in terms of the 

consumer decision making process and what factors influence sustainable consumption. The 

paper also explored the emotions behind human actions and how they take responsibility 

based on their personal norms. Onwezen et al.(2013) proposed that expected guilt and pride 

have an impact on the consumer’s emotions within Norm Activation Model. According to the 

authors, guilt and pride arbitrate the impact of individual norms on behavior. Anticipated 

emotions have an influence in the decisions to purchase a product (Han, 2014). This is 

because the consumers strive to have positive emotions after making a decision to purchase a 

product. They do not want their decision to lead to negative emotions. In order to explain pro-

social/environmental behaviors in a clear and comprehensive manner, it is necessary to 

develop a theoretical model that combines self-interests and pro-social motives. 

Besides, Consumers do not make independent decisions to purchase a product. Their 

purchasing behavior is subject to social groups to which a person belongs (Salazar, 

Oerlemans, & Van Stroe-Biezen, 2013). Consumers that get positive information from their 

social groups tend to choose sustainable products. Moreover, consumers who are aware of the 

concept of sustainable consumption will tend to practice sustainable consumption. In the 

current study, the majority (40%) of the consumers heard about sustainable consumption from 

school. 37% heard about it from friends and family members. Peer information may influence 

a person’s choice of various products. Salazar et al. (2013) suggest that specific social groups 

influence an individual’s  purchasing behavior of sustainable products. Social groups can 

influence a person to choose environmentally and socially friendly products. The current 

research also confirms the effects of social groups on purchasing behavior of sustainable 

products. Majority of those who have heard about sustainable consumption have looked for 

sustainable products. 

Young et al. (2010) suggested that three factors aided green criteria in decision to purchase a 

product. The respondents used to reduce mental effort particularly under pressure of time. 

They have to trust certain sources of information, product labels, and the organization’s 

guidelines to choose products that are greener. Another decision facilitation factor is the 
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obtainability of green products in mainstream stores. This factor mainly affects technology 

products which are expensive and the consumers do not want to expose themselves to high 

level risk. The third factor that facilitate consumer decision is the dominant theme for green 

consumers to motivate them to maintain green criteria. Consumers feel guilty for purchasing 

non-green products over green products (Young, Hwang, McDonald, & Oates, 2010). They 

can purchase non-green products due to lack of research about the product and buying product 

for the first time. Those who don’t read the product description before purchasing a product 

are likely to by non-green products. As stated by Siegrist et al. (2015) most consumers choose 

food based on habitual decisions. They do not choose depending on extensive consideration. 

The choice of food can be based on lifestyle. For instance, vegetarians does not take meat. 

Furthermore, the results of this research bring to light an almost perfect sense of cognitive 

dissonance which is a concept predominant with individuals who do not act in accordance to 

their beliefs. A pro-environmental consumer acts according to his or her personal beliefs and 

norms. But according to the results, being a pro-environmental consumer does not mean you 

will make environmentally friendly or sustainable choices. Consumers end up purchasing 

products that appeal to them psychologically and physically and these products are not always 

sustainable. Pinto et al, 2014 explain that consumers’ choices are not necessarily altered 

because there is a growing environmental challenge. 
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Conclusion 

___________________________________________________________________________ 

The final chapter will conclude the thesis and limitations and future research as well as 

managerial implications will be presented. 

___________________________________________________________________________ 

 

The results of this research is an extension of previous research on sustainable consumption 

providing insights on the steps of how and where sustainability will be implemented in 

consumers decision making. Specifically, the research indicated that consumers are willing to 

be pro- environmental and pro- social in their consumption of food products but practically 

there are other factors such as product availability, price, distance that may affect the 

implementation of sustainability in any of the stages of the consumer decision model. The 

research explored the idea that sustainable consumption can be implemented with the help of 

local policy makers and more marketing of the information. 

 

Managerial implications 

Consumption is a complex concept with different theories and assumptions made just to 

understand a rational consumer. Concepts such substitution and income effects, assumptions 

of elasticity of demand and supply and other equations that try to solve this consumer 

dilemma. All this is so that companies and businesses can tailor their offerings to satisfy their 

target customers. Sustainability and sustainable development has come into the mix and it has 

changed things for businesses and organizations and therefore more theories and assumptions 

are being examined to continue to understand the rational consumer. Sustainable consumption 

seems to be a wider aspect of consumer decision to purchase. This is because consumers want 

to be identified with healthy choices.  

This paper presents a situation of cognitive dissonance for both consumers and businesses. 

This leads to important managerial implications in reference to sustainable consumption and 

environmental challenges (Pinto et al,2014). Pro- environmental consumers act for personal 

reasons and believes. In as much as everyone would love to be a pro- environmental 

consumer, it does not mean that they make environmentally friendly choices. Consumers do 

not necessarily alter their behavior to make sustainable choices in spite of the growing 

environmental challenges (Pinto et al, 2014). Because of this companies and businesses are at 

a loss for recognition of exactly what consumers need (Cognitive Dissonance). The research 
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revealed that consumers believe in one thing but act contrary to that believe when it comes 

down to purchase decisions. 

Sustainable consumption can be potentially rewarding to a business (Pinto et al, 2014) and so 

businesses can also encourage consumers to consume sustainably (Pinto et al, 2014) by taking 

advantage of the environmental awareness and sustainability movement and produce more 

sustainable products (Pinto et al, 2014). Businesses can incorporate sustainable practices in 

their supply chain and have sustainable policies in the mission statements that will be able to 

attract pro- environmental consumers (Pinto et al, 2014). If at anytime a company or business 

is associated with an unsustainable practice, even the non - sustainable consumers shy away 

from such products. A positive campaign or attitude that businesses can adopt could be that of 

inclusiveness- both consumers and businesses coming together to get the job done either by 

reducing waste or recycling old and used items. 

 

Limitations and Future Research 

 The study has some limitations that can be further researched. One of the main limitations is 

the sample collected. It was originally intended for student consumers in JIBS but received 

very few responses and so the selection was random to all consumers not only in Sweden but 

Europe, Asia and Africa. Future research could focus on a particular group of consumers and 

with another form of data collection to reach a bigger sample. 

Another limitation is the fact that because the sample population was randomly selected, not 

all consumers were aware of sustainability and sustainable consumption and thus could have 

have answered based on the choices of answers provided. Further research can be conducted 

with a more informed population and with less leading choice answers if questionnaire is to 

be used. Moreso interviews can be done as well to get to understand the consumers’ personal 

convictions up close in a more intimate setting rather than the distance of emotions and 

feelings created by the questionnaire giving you do not get to see the respondents. This also 

means that the responses gotten from a questionnaire may be unconscientious and dishonest 

with a lack of personalization. 
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Appendix 
 
Questionnaire in English 

 

1) Are you a student at JIBS? 
o Yes 
o No 

 
2) Which country or region do you come from? 
o Africa 
o Arab States 
o Asia & Pacific 
o Europe 
o North America 
o South/Latin America 

 
3) What is your gender? 
o Female  
o Male 

 
4) How old are you? 
o 18 to 25 
o 26 to 30 
o 30 to 35 
o 35 + 

 
5) Have you heard of the concept 'Sustainable Consumption'? 
o Yes 
o No 

 

6) If yes, where have you heard about Sustainable Consumption? 
o School 
o TV 
o Social Media 
o Family and friends 
o Organization's activities 
o For answer "No" 

 
7) Have you ever bought any of these products from the following category in the last 3 

months? 
o vegetables 
o fruits 
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o lean protein e.g, meat, fish, chicken 
o fizzy drinks e.g sodas, energy drinks 
o herbal teas 

 
8) How often do you buy the following products? 

 Daily Weekly Monthly Yearly Never 

Vegetables      

Meat      

Fruits      

Herbal tea      

Healthy snacks      

 
 

9) If you are super hungry, what food would you choose to eat? (Only one) 
o Burgers 
o Fish 
o Brown bread 
o chips 
o Candy 
o Water 

 

10) What would you consider the most when buying food? 
o Price 
o Brand / Packaging 
o Particular grocery stores 
o Distance 

 
11) How do you find information about sustainable food? 
o Social media 
o Friends/family recommendations 
o Advertisements and magazines 
o In the stores 
o Television 
o Websites 
o Don't know where I can find them. 

 
12) Is anyone in your household interested in sustainable products? 
o Yes 
o No 
o Maybe 
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13) When did you start looking for sustainable products? 
o Last month 
o 6 months ago 
o Last year 
o Over 5 years 
o Never 

 
14) Do you read the description of the product before buying it? 
o Yes 
o No 
o Maybe 

 
 

15) How do you usually do your shopping? 
o Car 
o Bike 
o Walk 
o Public transportation 
o Home delivery 

 
16) Do you make a list of what you need before going to the store? 
o Yes 
o No 
o Sometimes 

 
17) How do you get rid of left-over food? 
o Store in fridge 
o Throw away 
o Give to charity 
o Other, please specify 

 
18) Can you eat food that expired a day late? 
o Yes 
o Never 
o Maybe 
o Sometimes 

 
 

19) Do you have a favorite shopping store? 
o Yes 
o No 
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20) Where do you often buy food stuff? 
o Grocery stores 
o Local "Green" stores 
o Online 

 
21) Which store would you say is the most sustainable friendly? 
o ICA 
o Coop 
o Willys 
o City Gross 
o Lidl 
o Netto 
o Tempo 

 
22) Can you pay more for sustainable food products as compared to others? 
o Yes 
o No 
o It depends on how much I need to pay "more" 

 
23) If you have to pick a sustainable food product at an affordable cost and a non-

sustainable product for free which will you pick? 
o Sustainable food product 
o Non - Sustainable food product 

 
24) Do you think all food products should be sustainable? 
o Yes, Absolutely 
o No, not necessarily 
o Maybe, at least a majority 

 
25) Should sustainable food be introduced to children at a younger age? 
o Yes Definitely 
o No not necessarily 
o Maybe 

 
26) Who uses more sustainable food products? 
o Developed countries 
o Developing countries 
o Underdeveloped countries 

 
27) Is Sweden moving on the right track when it comes to sustainable development? 
o Yes 
o No 
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28) Should there be less tax on sustainable food products? 
o Yes 
o No 
o Maybe 
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Questionnaire in Chinese 

 

1）您是 JIBS的学生吗？ 

o是 

o不是 

 

2）您来自哪个国家或地区？ 

o非洲 

o阿拉伯国家 

o亚太地区 

o欧洲 

o北美 

o南美/拉丁美洲 

 

3）您的性别是？ 

o女 

o男 

 

4）您的年龄范围？ 

o 18至 25 

o 26至 30 

o 30至 35 

o 35岁以上 

 

5）您是否听说过“可持续消费”的概念？ 

o 听过 

o没有 
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6）如果听过，您在哪里听说过可持续消费？ 

o学校 

o电视 

o社交媒体 

o家人和朋友 

o组织活动 

o回答“没听过” 

 

7）您是否在最近 3个月内购买过以下类别的产品？ 

o蔬菜 

o水果 

o瘦肉蛋白质，例如肉，鱼，鸡肉 

o汽水，汽水，能量饮料 

o凉茶 

 

8）您多久购买一次以下产品？ 

每日每周每月每年从不 

蔬菜 

肉 

水果 

凉茶 

健康零食 

 

 

9）如果您饿了，您会选择吃什么食物？ （只有一个） 

o汉堡 

o鱼 

o黑面包 
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o筹码 

o糖果 

o水 

 

10）您在购买食物时最考虑的是什么？ 

o价格 

o品牌/包装 

o特殊杂货店 

o距离 

 

11）您如何找到有关可持续食品的信息？ 

o社交媒体 

o朋友/家人推荐 

o广告和杂志 

o在商店 

o电视 

o网站 

o不知道在哪里可以找到它们 

 

12）您家中有人对可持续产品感兴趣吗？ 

o有的 

o没有 

o也许 

 

 

13）您什么时候开始寻找可持续产品？ 

o上个月 

o 6个月前 
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o去年 

o 5年以上 

o从不 

 

14）购买之前，您是否阅读过产品说明？ 

o有 

o没有 

o偶尔 

 

15）您通常如何出行购物？ 

o汽车 

o自行车 

o步行 

o公共交通 

o送货上门 

 

16）在去商店之前，您是否列出了需要的清单？ 

o是的 

o并不 

o有时 

 

17）您如何去除剩菜？ 

o存放在冰箱中 

o扔掉 

o捐赠给慈善机构 

o其他，请注明 

 

18）您可以吃一天过期的食物吗？ 
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o可以 

o从不 

o也许 

o有时 

 

19）您有没有最喜欢的购物商店？ 

o有 

o没有 

 

20）您经常在哪里购买食品？ 

o杂货店 

o当地的“绿色”商店 

o在线 

 

21）您会说哪家商店最可持续发展？ 

ICA 

o合作 

o威利斯 

o城市总值 

o Lidl 

o内托 

o节奏 

 

22）与其他产品相比，您可以为可持续食品支付更多的费用吗？ 

o可以 

o不 

o这取决于我需要支付多少“更多”的费用 
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23）如果您必须以负担得起的价格挑选可持续的食品，而要免费挑选不可持续的产

品，您会选择哪一种？ 

o可持续食品 

o非可持续食品 

 

24）您认为所有食品都应该可持续吗？ 

o是的，绝对 

o不，不一定 

o也许至少是大多数 

 

25）是否应向年龄较小的儿童介绍可持续食品？ 

o肯定是 

o不一定 

o也许 

 

26）谁使用更可持续的食品？ 

o发达国家 

o发展中国家 

o不发达国家 

 

27）在可持续发展方面，瑞典是否走上了正确的道路？ 

o是的 

o不 

 

28）是否应减少对可持续食品的税收？ 

o应该 

o不 

o也许 
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Questionnaire Results 

 
Q1: Are you a student at JIBS? 

JIBS STUDENT NUMBER PERCENTAGE 
YES 27 38,60% 

NO 43 61,40% 

TOTAL 70 100% 

 

 

 

Q2: Which country or region do you come from? 

 

 

Q3: What is your gender? 

 

 

 

Q4: How old are you?  
FREQUENCY PERCENTAGE  

18-25 30 42,90% 

26-30 13 18,60% 

30-35 13 18,60% 

35+ 14 20% 

TOTAL 70 100% 

 

 

 

 

 

 

 

 

 

COUNTRY OR REGION FREQUENCY PERCENTAGE 
AFRICA 23 32,90% 

ARAB STATES 2 2,90% 

ASIA & PACIFIC 22 31,40% 

EUROPE 20 28,50% 

NORTH AMERICA 3 4,30% 

SOUTH/LATIN 
AMERICA 

0 0 

TOTAL 70 100% 

GENDER FREQUENCY PERCENTAGE 
FEMALE 37 52,9% 

MALE 33 47,1% 

TOTAL 70 100,0% 
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Q5: Have you heard of the concept 'Sustainable Consumption'?  
FREQUENCY PERCENTAGE 

YES 55 78,60% 

NO 15 21,40% 

TOTAL 70 100% 

 

 

Q6: If yes, where have you heard about Sustainable Consumption?  
FREQUENCY PERCENTAGE 

SCHOOL 28 40,0% 

TV 17 24,3% 

SOCIAL MEIDA 29 41,4% 

FAMILY AND 
FRIENDS 

24 34,3% 

ORGANIZATION 
ACTIVITIES 

15 21,4% 

NEWSPAPER 10 14,3% 

ONLINE NEWS 1 1,4% 

BOOKS 1 1,4% 

SCIENTIFIC 
LITERAURE 

1 1,4% 

NEVER 11 15,7% 

TOTAL 70 100,0% 

 

 

Q7: Have you ever bought any of these products from the following category in the last 3 months? 

  
FREQUENCY PERCENTAGE 

VEGETABLES 28 40,0% 

FRUITS 17 24,3% 

LEAN PROTEIN 29 41,4% 

FIZZY DRINKS 24 34,3% 

HERBAL TEAS 15 21,4% 

TOTAL 70 100% 
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Q8: How often do you buy the following products? 

 

 

 

 

Q9: Which food would you eat when you are super hungry?  
FREQUENCY PERCENTAGE 

BURGERS 32 45,70% 

FISH 18 25,70% 

BROWN 
BREAD 

6 8,60% 

CHIPS 4 5,70% 

CANDY 3 4,30% 

WATER 7 10% 

TOTAL 70 100% 

 

 

Q10: What do you consider the most when buying foods? 

  
FREQUECY PERCENTAGE 

PRICE 44 62,9% 

BRAND/ 
PACKAGING 

22 31,4% 

PATRICULAR 
GROCERY STORE 

15 21,4% 

DISTANCE 25 35,7% 

VEGAN 1 1,4% 

NATRITUTION 5 7,1% 

EXPTARY DATE 1 1,4% 
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Q11: Where do you find information about sustainable food? 

  
FREQUENCY PERCENTAGE 

SOCIAL MEDIA 27 38,6% 

FRIENDS/FAMILY 28 40,0% 

ADVERTISEMENTS/ 
MAGAZINES 

24 34,3% 

IN STORE 26 37,1% 

TV 6 8,6% 

WEBSITES 24 34,3% 

DON'T KNOW 
WHERE CAN FIND 

8 11,4% 

 

 

Q12: Is anyone in your household interested in sustainable products? 

  
FREQUENCY PERCENTAGE 

YES 33 47,10% 

NO 13 18,60% 

MAYBE 24 34,30% 

 

 

Q13: When did you start looking for sustainable products? 

  
FREQUENCY PERCENTAGE 

LAST 
MONTH 

5 7,1% 

6 MONTHS 
AGO 

7 10,0% 

LAST YEAR 18 25,7% 

OVER 5 
YEARS 

16 22,9% 

NEVER 24 34,3% 

TOTAL 70 100,0% 

 

 

Q14: Do you read the description of the product before buying it? 

  
FREQUENCY PERCENTAGE 

YES 42 60,0% 

NO 11 15,7% 

MAYBE 17 24,3% 
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Q15: How do you usually do your shopping? 

  
FREQUENCY PERCENTAGE 

CAR 26 37,1% 

BIKE 18 25,7% 

WALK 37 52,9% 

PUBLIC 
TRANSPORTATION 

29 41,4% 

HOME DELIVERY 2 2,9% 

 

 

 

Q16: Do you make a list of what you need before going to the store? 

  
FREQUENCY PERCENTAGE 

YES 28 40,0% 

NO 16 22,9% 

SOMETIMES 26 37,1% 

 

 

Q17: How do you get rid of leftover food? 

  
FREQUENCY PERCENTAGE 

STORE IN 
FRIDGE 

44 63,8% 

THROW 
AWAY  

18 26,1% 

GIVE TO 
CHARITY 

1 1,4% 

OTHER 6 8,7% 

 

 

Q18: Can you eat food that expired a day late? 

  
FREQUENCY PERCENTAGE 

YES 25 35,7% 

NEVER 16 22,9% 

MAYBE 14 20,0% 

SOMETIMES 15 21,4% 

 

 

 

Q19: Do you have a favorite shopping store? 

  
FREQUENCY PERCENTAGE 

YES 48 68,6% 

NO 22 31,4% 

TOTAL  70 100% 
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Q20: Where do you usually buy food stuff? 

  
FREQUENCY PERCENTAGE 

GROCERY 
STORES 

63 90,0% 

LOCAL "GREEN" 
STORE 

6 8,6% 

ONLINE 1 1,4% 

 

 

Q21: Which store would you say is the most sustainable friendly? 

  
FREQUENCY PERCENTAGE 

ICA 24 34,3% 

COOP 38 54,3% 

WILLYS 19 27,1% 

CITY 
GROSS 

14 20,0% 

LIDL 10 14,3% 

NETTO 2 2,9% 

 

 

 

 

Q22: Can you pay more for sustainable food products as compared to others?  
FREQUENCY PERCENTAGE 

YES 47 67,10% 

NO 6 8,60% 

DEPENDS 17 24,30% 

 

 

 

Q23: If you have to pick a sustainable food product at an affordable cost and a non-sustainable 

product for free which will you pick? 

  
FREQUENCY PERCENTAGE 

SUSTAINABLE 
FOOD 

43 61,4% 

NON - 
SUSTAINABLE 
FOOD 

27 38,6% 
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Q24: Do you think all food products should be sustainable? 

  
FREQUENCY PERCENTAGE 

YES 27 38,6% 

NO 14 20,0% 

AT LEAST A 
MAJORITY 

29 41,4% 

 

 

 

Q25: Should sustainable food be introduced to children at a younger age? 

  
FREQUENCY PERCENTAGE 

YES 48 68,6% 

NO 10 14,3% 

MAYBE 12 17,1% 

 

 

Q26: Who uses more sustainable food products? 

  
FREQUENCY PERCENTAGE 

DEVELOPED COUNTRIES 42 60,0% 

DEVELOPING 
COUNTRIES 

16 22,9% 

UNDER DEVELOPED 
COUNTRIES 

12 17,1% 

 

 

 

Q27: Is Sweden moving on the right track when it comes to sustainable development? 

  
FREQUENCY PERCENTAGE 

YES 60 85,7% 

NO 10 14,3% 

 

Q28: Should there be less tax on sustainable food products? 

  
FREQUENCY PERCENTAGE 

YES 55 78,6% 

NO 4 5,7% 

MAYBE 11 15,7% 
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