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Abstract 

Ecological issues are current topics which consumers face in every-day life. The growing 

awareness by the consumers that they can have an impact on protection of the environment, 

animals and their own health is the reason of the growing market of ecological products (Kin-

near, Talor and Ahmed, 1974; Polonsky, 1994). According to the Swedish consumer agency 

the agricultural sector had increased highly since the 1990s. Hence the companies had in-

creased its market activities significant under the last decade (Konsumentverket, 2007).  

It appears more and more that the most important aspect for competitive positioning of com-

panies providing ecological food is to understand the factors which drive consumers to pur-

chase ecological food products. The KRAV label appears as an essential part of market eco-

logical food. In this context it is very interesting to identify in which degree the consumer is 

affected by the third-party label KRAV.  

The purpose of the paper is to identify information about the ecological consumer as well as 

the factors that influence consumers to buy ecological food products and in this context exam-

ine the awareness and importance of ecological labels, in Jönköping County. 

The thesis is limited in its geographical area because the consumer survey is done in several 

cities in Jönköping County. The thesis considers general the ecological food industry and does 

not include other ecological industries such as clothes or furniture.  

By studying former surveys and conducting a previous study a survey questionnaire was de-

veloped. 102 respondents from Jönköpings County were asked to fill in this questionnaire. 

The collected data were evaluated with the statistical program SPSS. Analysis of variance, 

correlation analysis and descriptive analysis were used. 

The authors have got the impression that the ecological consumer in Jönköping County is 

mostly female and higher educated. The most important factors that influence the consumer 

positively to choose the ecological products are healthiness, environmental friendliness and 

better taste. If products do not include pesticides and are produced “animal friendly” it also 

influence the consumer positive. Negative factors that influence consumers are still a too high 

price, unavailability and bad/no information.  
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Sammanfattning 

Ekologi är ett ämne som ligger i tiden och som konsumenter möter i sin vardag. En anledning 

till den ökade marknaden för ekologisk mat är att konsumenten fått en ökad medvetenhen om 

miljön, djurhållningen och deras egen hälsa, även att konsumenterna själva kan vara med att 

påverka detta (Kinnear, Talor and Ahmed, 1974; Polonsky, 1994). Enligt Konsumentverket 

har den ekologiska jordbrukssektorn ökat enormt sedan 1990-talet sedan ekonomiskt stöd, 

konsumenternas ändrade efterfrågan samt att företag ökat sina marknadsaktiviteter inom om-

rådet (Konsumentverket, 2007). 

Den viktigaste aspekten för företag att bli konkurrenskraftiga är att förstå vilka faktorer som 

driver konsumenten till köp av ekologisk mat. KRAV är en viktig del av marknaden för 

ekologisk mat. I detta sammanhang är det mycket intressant att identifiera i vilken utsträck-

ning konsumenten är påverkad av KRAV märkningen. 

Syftet med denna uppsats är att identifiera den ekologiska konsumenten och även undersöka 

faktorer som påverkar konsumenten till köp av ekologisk mat och i detta sammanhang under-

söka medvetenheten och vikten av ekologisk märkning, i Jönköpings Län.  

Denna uppsats är begränsad till ett geografiskt område för att konsumentundersökningen är 

gjord i flera delar av Jönköpings Län. Uppsatsen handlar generellt om den ekologiska matin-

dustrin och går inte närmare in på andra ekologiska industrier som kläder eller möbler. 

Genom att ha studerat andra undersökningar inom samma område och gjort en förundersök-

ning utvecklades en frågeenkät. 102 personer från Jönköpings Län fyllde i denna enkät. Den 

insamlade data analyserades med hjälp av statistikprogrammet SPSS, där variansanalys, kor-

relationsanalys och deskriptiv analys användes. 

Författarna har fått uppfattningen om att den ekologiska konsumenten i Jönköpings Län 

främst är kvinna och högre utbildad. Den viktigaste faktorn som influerar konsumenten posi-

tivt till ekologisk mat är hälsa, miljövänlighet och bättre smak. Om produkten inte innehåller 

bekämpningsmedel och om det är producerat ”djurvänligt” är andra faktorer som påverkar 

konsumenten positivt. Negativa faktorer är fortfarande att priset är för högt men även otill-

gänglighet och dålig eller ingen information. 
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1 Introduction 

In this chapter of the thesis presents the basic knowledge about the Swedish ecological food 

market, legal regulations and ecological labels. Further the thesis` problem is discussed 

which is followed by the thesis purpose. Moreover, relevant delimitations and the perspective 

of the thesis are specified.  

1.1 Background  

In 1970 a global awareness campaign, called the first Earth Day, was launched and since then 

it has been a greater accountability among companies and consumers (Wasik, 1996). It was 

not until late 1980 that green marketing ideas came into view and the willingness to consume 

ecological products increased. Because of the green consumerism many companies needed to 

change their strategy to meet the new consumers‟ demands. Many companies changed strat-

egy for their environmental friendly products by reverse from a top-down management to a 

bottom-up management, which meant that the decisions firstly were being taken by the mar-

keting division (Prothero, 1990).   

 

Ecological issues are current topics which consumers face in every-day life. TV, print or other 

communication media talk and report about it consistently. The Swedish government have the 

vision that twenty percent of the agricultural land should be ecological certified in 2010 and in 

this way increase the production and consumption of ecological food (Marknadsrapport 

KRAV, 2009). A growing awareness of the consumers that they have an impact on protection 

of the environment, animals and their own health are reasons of the growing market of eco-

logical products (Kinnear, Talor and Ahmed, 1974; Polonsky, 1994).  

 

Over the world, the demand of ecological food is highest in the western countries. About fifty 

percent of the ecological food market exists in the USA and a big part of the rest in the West-

ern Europe (Marknadsrapport KRAV, 2009). According to the market report of KRAV the 

reasons are that consumers are aware of what ecological food means and they have the possi-

bilities to pay a premium price for ecological products. They draw a distinct connection be-

tween the wealth of a country and the consumers demand of ecological food products 

(Marknadsrapport KRAV, 2009). 
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According to the Swedish consumer agency the agricultural sector had increased highly since 

the 1990s. Hence the companies had increased its market activities significant under the last 

decade (Konsumentverket, 2007). Ica launched its first ecological line already in 2000 and 

had also some ecological products before (Ica, 2009). But in 2008 the company launched its 

brand “Ica I love Eco” because of changed customer behaviours and their increased needs 

(ekologiskt-val 08, 2008). Also Coop, one of the general dealers in the Swedish food market, 

increased its sales of ecological food products with forty-three percent. Coops ecological 

brand is called “Änglamark” (ekologiskt-val 08, 2008). The third big company on market, 

Axfood, launched an own ecological product line with the name “Garant” in autumn 2008. 

Garant sells in the supermarkets Willys, Hemköp and PrisXtra which belong to the Axfood 

corporate group (Axfood, 2009). 

 

In order to get more distinct information about why firms set to deal with ecological products 

the authors decided to conduct a previous study. The previous study consists of interviews 

with KRAV, Ica, Coop and Hemköp. These food stores were chosen because they are consid-

ered as the most important grocery chains in Sweden and all of them have an ecological as-

sortment and an own ecological label/ brand. Further an interview with KRAV was selected 

since it appears to have special expert knowledge about the ecological food area. In order to 

prevent obscurities within facts and information used from the previous study the authors will 

present at this place the interviewees with name, their positions in their firms and the date the 

interviews were made. 

 

 Magnus Wikner, marketing director of Ica; personnel communication 2009-04-02 

 Kristina Pettersson, marketing director of Hemköp; personnel communication 2009-

04-01 

 Annika Jerveland, marketing director of Coop; personnel communication 2009-03-30 

 Lars Nellmer, CEO of KRAV; personnel communication 2009-03-23 

 

Later on in this paper, the authors also use the experts‟ knowledge from the previous study as 

theoretical framework for this thesis and to create the survey questionnaire. 

 

There are different reasons why food stores are attracted to ecological products today. Coop 

explains that they have had a long term engagement with environmental questions and that 

ecological products are an important factor of their environment concern. (Coop, personal 
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communication, 2009-03-30). For Hemköp it is a part of their business concept that has its fo-

cus on the environment and health, and also the fact that the consumers demand for ecological 

food is high. Hemköp hopes that the consumers appreciate these aspects as positive (Hemköp, 

personal communication, 2009-04-01) The Marketing manager of Ica explains that ecological 

products are a trend and a lifestyle. They choose to lift forward the trendy direction of eco-

logical food. They have seen the trend development in both America and England and put a 

strong emphasis in the environment. Ica also wants to put the positive aspect that ecological 

products actually taste better than conventional (Ica, personal communication, 2009-04-02). 

1.2 Ecological food 

According to the Swedish agency of food there are significant differences between ecological 

produced food and conventionally produced food. It is prohibited to use inorganic fertilizer or 

chemical pesticide in the ecological agricultural sector. Only native aids like soapy water or 

lime can be used. In the section of ecological meat production the animals on the farm are not 

allowed to get medicine like antibiotics or other restrictive applied. A further aspect in the 

ecological production of food is that genetic modified organism should absolutely be avoided 

(Livsmedelverket, 2009). 

1.2.1 Regulations and labelling of ecological food 

Sweden is a member of the European Union (EU); therefore the EG-statute applies which 

covers the regulations of ecological production, labelling, controls and import in the EU 

membership countries. In Sweden every company that like to produce, prepare, keep ecologi-

cal products, like to label its products as ecological or show that it include ecological ingredi-

ents have to apply for a certificate. To get such a certification label or control number it re-

quires particular rules to follow and strict classified regulations. To follow these special regu-

lations there might be required to take advice from experts outside the firm. Therefore it exist 

four authorized certifications and control firms in Sweden (Livsmedelverket, 2009). 

 

To be authorized to label a product as ecological it has to include at least ninety-five percent 

ecological ingredients and every step in the production process has to be controlled of one of 

the certifications and control firms. The last five percent could be conventional ingredients 

which the firms have to apply for by the Swedish agency of food. 
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Figure 1, EU label 

of ecological food, 

www.slv.se 

 

Figure 2, KRAV label 

www.krav.se 

Every ecological food product should be labelled with an identification number 

that stands for one of the certificated companies who produced the product. 

Also the EU logotype can be used but this is voluntary. The commission pub-

lish every year a list about all public authorities in EU, which control the eco-

logical food and its production. Inside EU, identification and control number 

have to be on the packaging (Livsmedelverket, 2009).  

 

Except the EU label and control number products can also have other labels. The most coun-

tries have additional labels, which have at least the same regulations as 

EU or stricter. In Sweden the most used label for food is the KRAV la-

bel. That label has stricter regulations then the EU regulations. This 

company was started in 1986 when several labels for alternative culti-

vated food existed in Sweden. Therefore both the consumer and the 

trade requested a uniform sign, which became KRAV. The label is used only in Sweden and 

financed by licence fees that companies pay in order to use the KRAV label (KRAV, 2009). 

According to Eklund (2003) the KRAV label is the dominating label for ecological food in 

Sweden. In the research of Eklund and Fröman (1991) in 1991 only 20 percent of the people 

recognized the KRAV label while another study of Henrysson and Noord in 2001 showed that 

above 90 percent recognized it. 

1.3 Problem 

It appears more and more that the most important aspect for competitive positioning of com-

panies providing ecological food is to understand the factors which drive consumers to pur-

chase ecological food products. What are the consumer‟s attitudes towards ecological food 

and in which way can a company affect these attitudes. It is also important to know what and 

where the barriers are that prohibits the consumer to purchase ecological food. With the dis-

tinct knowledge about the consumer and its sight to ecological food the companies have the 

chance to improve their marketing strategy in this field and to enhance its place on this mar-

ket. In order to sustain competitive advantages, companies need to stock ecological products 

and adjust their marketing activities to fit consumers demand. 

 

By studying former surveys about ecological food market in Sweden the KRAV label appears 

as an essential part of market ecological food. In this context it is very interesting to identify 

in which degree the consumer is affected by the third-party label KRAV. The general dealers 
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developed their own ecological brands and mostly they have spent additional money to attain 

the KRAV label. But the question is why they do it and if it is necessary for them to invest in 

this independent label beside their own ecological label. Maybe their own ecological labels 

convince and satisfy their consumers.  

1.4 Perspective 

The authors will look at the attitudes toward ecological food from a consumer perspective.  

The aim of the thesis is to deliver information about consumer to the ecological food industry. 

Ica, Coop and Axfood are examples of companies from the ecological food industry that have 

ventured a lot on ecological food products in the last years. KRAV may also find that the in-

formation about consumers and their attitudes towards ecological food are interesting for 

them. 

1.5 Delimitations 

The thesis is limited in its geographical area because the consumer survey is done in several 

cities in Jönköping County. This is done because it is not possible to reach our purpose in the 

whole Sweden, neither in time nor place. An explanation is that the authors believe that the 

result from Jönköping County also can be used to other middle sized cities in Sweden.   

 

The thesis considers generally the ecological food industry and does not go further into other 

ecological industries such as clothes or furniture. Neither is it considering a special product 

category like ecological eggs or meat. Further the authors will not look at companies market-

ing activities or marketing strategies within the ecological food market.  

 

When talking and discussing about third party label in the thesis it is concentrating on the 

KRAV label because it is the most famous and prevalent label in Sweden‟s ecological food 

industry. 

 

As already mentioned the general dealers (Ica, Coop and Hemköp) have their own ecological 

brands. All of the brands have an own label that makes it easier for the consumer to recognise 

it. This study is limited to those labels because it is what the consumers are aware of. The au-

thors have no intention to go deeper into the area of branding or brand strategy. 

 

Figure 3, Brand label of Coop, Axfood and ICA 
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1.6 Purpose 

The purpose of the paper is to identify information about the ecological consumer as well as 

the factors that influence consumers to buy ecological food products and in this context exam-

ine the awareness and importance of ecological labels, in Jönköping County. 

 

1.7 Definitions 

Third-party certification: (Third party label) “An independent party with no vested interest 

in the outcome undertakes an audit to determine if the producer has met set standards. Third-

party certifications are considered the most credible” (Health Care without Harm, 2007). 

 

Ecolabel: “An Ecolabel, is a label which identifies overall environmental preference of a 

product (i.e. good or service) within a product category based on life cycle considerations. In 

contrast to a self styled environmental symbol or claim statement developed by a manufactur-

er service provider, an ecolabel is awarded by an impartial third party to products that meet 

established environmental leadership criteria” (Global Ecolabelling Network, 2004, p.1). 
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2 Frame of Reference 

In this part of the thesis the authors will give relevant and former information about the con-

sumer of ecological food. Further the results of the previous study are presented and basic 

knowledge about the ecological label KRAV will be provided. 

2.1 Results of the previous study 

As already mentioned the authors spent time on conducting a previous study. It was consid-

ered to get overall information about the ecological dealing groceries chains and distinct mar-

keting information the companies got through market research and experiences. The results of 

the previous study should gain a previous understanding about issues of the ecological food 

area and contribute to improve the empirical data collection. Further it is expected that impor-

tant coherences appear which can be used within the analyses and discussion of the empirical 

findings. In the following parts the authors will present results of the previous study by sum-

marising the most important facts from the personal communication. 

2.1.1 Results of the previous study - Ica, Coop and Hemköp  

What are the characteristics of the ecological consumer? According to Jerveland, Pettersson 

and Wikner (2009) the perfect ecological consumer is firstly a woman who is concerned about 

the environment and also the family‟s health. Those are people who have high education and 

earn over average (Coop; personal communication, 2009-03-30). But according to Pettersson 

(2009) ecological consumers exist in all target groups no matter if they have low income or 

low education level (Hemköp; personal communication, 2009-04-01). 

 

The reasons why consumers buy ecological food are greatest importance environment concern 

and health. The third reason is split between concern about the animal and package of the eco-

logical products (Coop, Hemköp & Ica, personal communication, 2009). The conscious con-

sumer needs information about the ancestry, content and cares about both the environment 

and animals. Today it is a health trend that has developed with concern about the aspect of 

cleaner food (Ica; personal communication, 2009-04-02). 

 

The answers to the question, why they use the KRAV label are nearly the same of all the in-

terviewees. The first reason is that KRAV has much harder and stricter regulations as the EU-

label. The companies use it because it is well established in Sweden and among the consum-

ers. (Coop, Hemköp & Ica, personal communication, 2009).  The marketing director of Ica 
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mentioned that the EU- label is much unknown in Sweden but the KRAV label is very famous 

and the consumer trust in it. In fact, the label is a synonym for ecological food and in con-

sumer mind it has a strong connection to health (Ica; personal communication, 2009-04-02). 

Even if the firms use it because of a high awareness level, they are not uncritical about the 

KRAV label. According to Pettersson (2009) the awareness is high but the knowledge about 

its content is low. Her opinion is to increase the consumer education is a way to decrease gaps 

in knowledge about the label KRAV. (Hemköp; personal communication, 2009-04-01). 

2.1.2 Results of the previous study - KRAV 

According to Nellmer (2009) the perfect ecological consumer is very engaged and concerned 

about the environment. The ecological consumers are more curious that the underlying factors 

behind the product are important and have high requirements. During the last two or three 

years there are more and more people who buy ecological food and many who at least buy 

some products that is ecological. Most of them are women that are highly educated and high-

income earners (KRAV, personal communication, 2009-03-23). 

 

The attitude towards the KRAV label and ecological products among the consumers is posi-

tive but nevertheless too expensive. Some people say that ecological products are unavailable 

and hard to find in the food store and that is the reason why they do not buy them (KRAV, 

personal communication, 2009-03-23). 

 

One of the most important issues in the choice of buying ecological food is the environmental 

aspects and care for the animals. Ethics and social factors are also arguments to buy ecologi-

cal products as well as personal responsibility. In Sweden it is important with aspects like 

how it is produced and that it is handled in the correct way, rather than the health aspect. 

(KRAV, personal communication, 2009-03-23).  

 

Right now it is a big trend to use the environmental arguments within advertising compared to 

what it was the last decade. The KRAV label is an important part of an ecological product but 

most important is what it stands for. General dealers like Ica, Coop and Axfood believe that 

the KRAV label stands for something good and it is a big part of their ecological food strat-

egy. Coop may use it in a bigger spread than for example Ica because Ica believes that their 

own label is enough on many of their ecological products. Accorning to Nellmer (2009) 99 

percent of the consumers say that they are familiar with the KRAV label and most of them be-
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lieve it stands for “environmental friendly in general” but do not go deeper than that (L. 

Nellmer, personal communication, 2009-03-23). 

2.1.3 Summary of the previous study´s results 

In summary the experts take the view that the typical ecological consumer is mostly female, 

high educated and get an average high income. However the marketing director of Hemköp 

sees existing target groups in all categories, even if they earn less or are low educated. Con-

cerning motives for purchasing ecological food all experts mentioned environmental concern, 

animal concern and health but the opinions are divided about the ranking of these motives. 

Reason that deter consumers to buy ecological food are too high prices, unavailability and bad 

information. All experts are convinced about the very high level of label awareness (KRAV) 

among the consumers and the trust consumer place in the label KRAV.  

 

The authors will use the demographic information about the consumers to design the survey 

questionnaire. Mentioned motives will be included (environmental concern, animal concern, 

health, too high price, unavailability, bad information) that make consumer purchase or not 

purchase ecological food. Based on the data the authors will collect with help of the survey 

questionnaire they will see if there is accordance between the experts‟ opinion and the surveys 

result. 

 

The results of the previous study are interesting but the authors need to study more literature 

and further studies in order to create a meaningful survey. 
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2.2 Results of the literature research 

The aim of the literature research within the ecological purchasing consumer is to identify in-

dications of existing demographical differences between them. Further existing theories about 

consumers‟ decision making process and their attitude towards ecological food will be figured 

out in the following part. Moreover, motives that generate the willingness to buy ecological 

food should be discovered, positive as well as negative ones. All these issues should help the 

authors to develop the thesis survey questionnaire and give the background to analyse the col-

lected data. 

2.2.1 Consumers decision making process 

The authors believe it is essential to have some basic knowledge about the consumers‟ deci-

sion making process. The thesis address the companies which deal with ecological products 

and will give them a total view to and complete information about the ecological consumer. 

The authors think that an already established model on consumer decision making process can 

give additional value in order to gain understanding of the ecological consumer. 

 

The first stage in the consumers‟ decision making process (see figure 4) is the problem recog-

nition. The consumer is aware of a problem or a need. In the area of ecological food it was al-

ready mentioned that media plays a large role within the information about it. The consumers 

have an increased awareness about the problems conventional food can have (Solomon, 

2009). 

 

The next step is the information search which includes two types. There is external informa-

tion search like internet surfing, print media and so on. The other type is internal information 

search that means consumers go back to past experiences (Solomon, 2009). The ecological 

consumer in Sweden could search information on the homepages of the Swedish agency for 

food or the general dealers. Concerning the internal information search the consumer had 

tested some ecological food and evaluates this before the purchase. 
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Figure 4; Decision making process, derived from Solomon M., p. 351 (2009); adjusted to the thesis topic 

 

The third step is to evaluate alternatives in which the consumers go back to the information 

from the former step. According to Kotler, Wong, Saunders and Armstrong (2005) the con-

sumers firstly try to satisfy a need. Than the consumer assume the product as a”bundle of 

product attributes”(Kotler et al., p.282, 2005) which offer value in order to suit its need. Here 

the ecological consumers evaluate the alternatives of purchasing ecological or conventional 

food. Attributes they evaluate could be price, quality, non-toxic or taste. 

 

Product choice occurs after the information search and evaluates the alternatives. In Sweden 

the consumers have a large assortment of ecological food where they can choose among dif-

ferent brands. For example the general dealers, who are involved in this thesis, offer a large 

range of ecological food products. 

 

The outcome stage in the process is also called for postpurchase behaviour. The consumer has 

expectations about the purchased product and is either satisfied or not.  Important for repur-

chase is a consumer who feels satisfied about its needs (Kotler, 2005). 
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2.2.2 The consumer of ecological food in Sweden  

2.2.2.1 Demographic variables  

It appears that the most important issue in the marketing of ecological food is to define the 

typical consumer. Often studies try to identify a “green consumer” stereotype (Pedersen and 

Neergaard, 2006). A common method to try to define the typical ecological buying consumer 

is to go out from demographic variables like age, gender or education level (Magnusson, 

Koivisto-Hursti, Avola, Åberg & Sjöden 2001). A few surveys figured out that the most fre-

quent consumers of ecological food are woman (Magnusson et al., 2001; Mathisson et.al 

Mathisson & Schollin, 1994, 1994, Konsumentverket, 1998). Magnusson (2001) states also 

that there are distinct educational differences between the interviewed persons and the most 

positive attitude towards ecological food had the young group in an age between 18 to 25 

years. Further the survey could not determine any differences between families with children 

or without children. The main finding was that it is difficult to identify the ecological buying 

consumer with demographic variables (Magnusson et al., 2001).  

 

The authors will use the mentioned demographical variables, gender, age, education level, in-

come and number of persons in their survey. Then they will have a look if the collected data 

match up with further studies results. 

2.2.2.2 Consumer´s Attitudes  

An often mentioned term within the investigation of consumers‟ buying behaviour is the cos-

tumers‟ attitude. Kotler et al., p. 275 (2008) defines an attitude as “a person‟s consistently fa-

vourable or unfavourable evaluations, feelings and tendencies towards an object or idea”. So 

it was interesting for a large number of researchers to investigate among other ecological 

products the consumers‟ attitude towards ecological food. Follows and Jobber (2000) tested 

with the help of a consumer model the environmentally responsible purchase behaviour. Basi-

cally they used former investigations, which were interested in a combination of characteristic 

from Ajzens and Fishbeins theory of reasoned action and personal value. The result of the test 

was that consumers negate their positive attitude towards the environmental responsible prod-

uct if the individual consequence was negative. (Follows et al., 2000) So, it means that envi-

ronmental awareness does not lead to mandatory environmental friendly buying behaviour 

(Pedersen et al. 2006). Some of the studies among the Swedish ecological consumers came to 

the same finding. In fact the majority of the customers have positive general impressions to-

wards the environment or ecological food, however it does not automatically reflect in loyalty 

towards ecological products (Magnusson et al, 2001; Szatek, 2001).  
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This finding is interesting within the thesis purpose. The attitude towards ecological food is 

assumed as the most important factor that influence consumer to buy it. Therefore the authors 

believe it is useful to have a basic understanding of the issue and how further studies con-

nected it with ecological food and it‟s purchasing. In the analysis part one could find a part 

where the main finding from the part above is compared with the outcome of the surveys re-

sult. 

2.2.2.3 Motives to buy ecological food 

Already the experts from the thesis previous study mentioned that there are motives that cause 

a certain attitude towards ecological food. The question is, what motives persuades the con-

sumers to buy ecological food and what do they see as barriers to its consumption. In the fol-

lowing part one can see motives that influence the consumers‟ attitude positive as well as 

negative. 

 

Positive Motives  

Various studies figured out that the health aspect is the strongest motivation when buying eco-

logical food (Eklund & Fröman, 1991; Mathisson et.al, 1994; Magnusson et al, 2001; Mag-

nusson & Biel, 2005). According to Eklund et al. (1991) this assumption is based on that eco-

logical food is non-toxic, unsprayed and produced without pesticide.  

Magnusson (2005), states that more motivation facts exist than only health and environmental 

friendliness, where the last one actually is the least important aspect (Avola, Biel, Grankvist, 

Koivisto-Hursti, Larsson, Magnusson & Sjöden, 2000). Many consumers reflect on the ethic 

toward animals and animal husbandry. Transportation of the food is another aspect consumer 

take into account in the survey of Magnusson et al. (2005). Other factors like taste, quality or 

long-shelf life of ecological food seems also to play an important role (Magnusson et al., 

2001). 

 

Negative Motives 

The most mentioned barrier from a consumers view is the high price of ecological food. The 

Swedish consumer agency did a survey which showed that a basket with fifteen common food 

products cost in the ecological version 34 percents more than the basket with conventionally 

produced food (Konsumentverket, 2000). According to Eklund et al. (1991) have ecological 

buying consumer the willingness to pay a premium price. Nevertheless mostly the consumers 
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see the higher price as the main barrier to buy ecological food (Mathisson et al., 1994; Szatek, 

2001; Jörgensen, 2001; Magnusson et al., 2001). 

 

Interesting within the price discussion is the statement of Peattie (2001, p. 189):” The reality 

is not that these products are unusually expensive, but that conventional products are unreal-

istically cheap….” Also other researchers like Magnusson et al. (2001) suggest reducing the 

price gap between conventional and ecological food. It gives an idea about the importance of 

this factor in the area of ecological food marketing. 

 

Some studies mentioned that the availability of ecological food products is not given in ade-

quate dimension (Mathisson et al. 1994; Jörgensen, 2001). The consequence Mathisson et al. 

(1994) was that consumers were satisfied with conventional food. Customers are too conven-

ient to search for ecological food or to go to special stores. 

 

An often mentioned fact that affects the consumption of ecological food negative is bad or not 

existent information about it (Grankvist & Biel, 2001; Szatek, 2001). If one is discussing bad 

information or not existent information it refers to missing information in the supermarkets as 

well as public information. Important is to gain a awareness towards ecological food (Grank-

vist et al., 2001). 

 

According to Avola et al. (2000) ecological food should at least have the same standard as 

taste, health effect or other quality issues that conventional food have. Otherwise it would be a 

motive that deters the consumer to buy ecological products. 

 

The authors get a meaningful indication from former studies about the aspects that make con-

sumer willing to buy ecological products or not. They will include two kinds of questions in 

their survey concerning these aspects. The first question will include factors that influence 

them positive; namely healthy, environmental concern, animal concern, better taste and no 

pesticides. The second question includes barriers to ecological consumption like too high 

price, unavailability, no/bad information and quality. After the survey completion one will see 

if consumers in Jönköping County have the same preferences as the respondents in the former 

studies. Further the authors will try to figure out a ranking about these issues. 
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2.2.3 The third- party label KRAV  

As already mentioned in the problem discussion, the KRAV label plays an essential role when 

doing marketing of ecological food in Sweden. Almost every ecological food product is 

KRAV labelled and it is an important issue of the company‟s marketing strategy. According 

to earlier studies done on the KRAV label there are two main aspects when using this third 

party label. Firstly, which effect has the KRAV label on a brand and secondly, which effect 

has the label on consumers‟ behaviour (Wallgren & Claesson, 2008; Öhrstedt & Gustafsson, 

2004). Both are considered as important to this thesis purpose.  

 

In order to gain basic knowledge about ecological labels it is fundamental to define it. The or-

ganisation for economic, co-operation and development had defined three different types of 

ecological label (Gallastegui, 2002).  

 

o Type I labels refer to the environmental quality of a product compared with the rest of 

the products and are meant to encourage a switch towards more environmentally 

friendly consumption habits. These labels are the products of third party certification 

program and they are usually government supported. Their aim is to certify both 

products and production processes according to different criteria that relate to the en-

tire life cycle of the product. These labels are voluntary. Examples of such labels are 

the Blue Angel (Germany) and the EU eco-label (Gallastegui, 2002, p.317). 

 

o Type II labels consist of one-sided informative environmental claims made by manu-

facturers, importers or distributors and refer to specific attributes of products, such as 

„CFC free‟ products (Gallastegui, 2002, p.317). 

 

o Type III labels use pre-set indices and give quantified information about products 

based on independent verification. Given that there is not enough experience with 

such labels, they are rarely found in environmental fields (Gallastegui, 2002, p.317). 

 

The KRAV label fits in to the type 1 category because it stands for environmental friendliness 

of the product. The certification of the production process it is voluntary for the firm which 

will use it and it is provided of a third party organisation.  
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According to Wallgren and Claesson (2008) the KRAV label supported the consumer pur-

chase process and gives them the warranty that the product is ecological produced and has 

ecological ingredients. The label has only positive effect if the consumers recognise it and 

trust what it stands for (Magnusson & Biel 2005). 

 

According to Öhrstedt and Gustafsson (2004) the KRAV label has the potential to strengthen 

a company‟s brand, if the labels value and the brand value are associable. The KRAV label 

has such a good reputation among the Swedish people that companies will use it to improve 

their own brands. Wallgren and Claesson (2008) states that already well established brands 

use it in order to complete its brand strategy and to improve the brands image. For new or un-

known brands it could be a: “door opener to new market channels” ( Wallgren & Claesson, 

2008, p.3) 

 

These aspects are very interesting if one have in mind that the general dealers all have their 

own entire ecological label respective brand. All of them use the KRAV label for their as-

sortment but not on all their ecological products. As known from the previous study the com-

panies use it because of it is well known and the consumer trust in it. So one can say they use 

it to strengths their own brand. The authors will use this background knowledge to investigate 

the consumers‟ opinion concerning the need for the third party label KRAV on packaging. 

 

2.2.4 Summary of the theoretical framework 

The authors decide to make the summery of their theoretical framework in form of a table. As 

one can see this paper had two main resources to get its theoretical basis, the previous study 

including the interviews with the experts and the literature study including several surveys 

and articles. Often both resources have more or less similar outcomes which one can recog-

nise best if it is confronted in table form.  

 

Previous Study (Coop, Hemköp, Ica 

& KRAV personal communication, 

2009) 

Vs. Literature study 

perfect ecological consumer is firstly 

a woman 

 most frequent consumers of ecological food 

are woman (Magnusson et al., 2001; Mathis-

son et.al Mathisson & Schollin, 1994, 1994, 

Konsumentverket, 1998) 
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Mostly people who have high educa-

tion and earn over average buy eco-

logical food 

 distinct educational differences, 

positive attitude are in the young group in an 

age between 18 to 25 (Magnusson et al., 

2001) 
 

ecological consumers exist in all tar-

get groups 

  

reasons why consumers buy ecologi-

cal food are environment concern, 

animal concern and health 

 o health aspect is the strongest motiva-

tion when buying ecological food,  

o environmental friendliness the least 

important aspect, 

o taste, quality or long-shelf life of eco-

logical food seems to play an impor-

tant role 

(Eklund & Fröman, 1991; Mathisson 

et.al, 1994; Magnusson et al, 2001; 

Magnusson & Biel, 2005). 
 

o attitude towards ecological 

products among the consumers 

is positive but nevertheless 

that ecological food is too ex-

pensive 

o products are unavailable and 

hard to find in the food store 

 o The most mentioned barrier from a 

consumers view is the high price of 

ecological food(Mathisson et al., 

1994; Szatek, 2001; Jörgensen, 2001; 

Magnusson et al., 2001) 

 

o the availability of ecological food 

products is not given in adequate di-

mension (Mathisson et al. 1994; Jör-

gensen, 2001). 
 

o fact that affects the consumption of 

ecological food negative is bad or not 

existent information (Grankvist et al., 

2000; Szatek, 2001) 
 

o quality of ecological food should at 

least be the same standard within 

taste, health effect or other quality is-

sues than conventional food (Avola 

et al., 2000) 

KRAV has much more and stricter 

regulations as the EU-label 

  

the KRAV label is very famous and 

the consumer trust in it 

 the KRAV label supported the consumers` 

purchase process and gives them the war-

ranty that the product is ecological produced 

(Wallgren & Claesson,2008) 

 
Table 1; Summery of key-learning of the theoretical framework 
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The authors will use all the facts and information from the theoretical framework to create the 

survey questionnaire. Among others the theory will be used later on in the analysis and con-

clusion. 

2.3 Research questions 

The authors have developed four research questions. The aim with the research questions is to 

make the purpose more concrete and get a line of argument through the thesis. The authors 

have decided to place the research questions and an explanatory discussion after the theoreti-

cal framework. The reason for this was that the theoretical framework offers basic knowledge 

that is important for the development of meaningful research questions. 

“The purpose of the paper is to identify information about the ecological consumer as well as 

the factors that influence consumers to buy ecological food products and in this context exam-

ine the awareness and importance of ecological labels, in Jönköping County.” 

In order to fulfil the thesis purpose the authors developed following research questions:  

 

o Who is the ecological consumer?  

This question aligns with the first part of the thesis` purpose. The aim is to find specific char-

acteristics, differences in demographical variables and try to distinguish the ecological con-

sumer. 

 

o What is the consumers’ attitude toward ecological food and is there a connection 

to product loyalty? 

 In order to answer the first and second part of the thesis purpose this question was developed. 

There were indications in the theoretical framework that make it necessary to include the 

question. 

 

o What aspects or barriers are the most important for a consumer when buying 

ecological food?  

This question should identify reasons why people tend to buy ecological food and also the 

barriers that make people not buy ecological food. It addresses the second part of the thesis` 

purpose which is the factors that influence to buy ecological food products.  According to the 

formulation of the research question the authors try to find out a ranking of these factors. 
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o How important are the KRAV label compared to the Ica´s, Coop´s or Hemköp´s 

own ecological labels/brand? 

In order to answer the last section of the thesis purpose which is about the awareness and im-

portance of the ecological labels this question was developed. By the theory one can see that 

companies use the KRAV label to strength their own ecological labels/brands. Therefore the 

authors want to check the validity of the theory. 
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3 Methodology 

The method section aims to give the reader an insight into how the authors have tackled the 

area; from purpose through theory and research to final conclusions.  

3.1 Literature 

The authors started their research by critically reviewing the literature within the area of eco-

logical food. This was done to be able to decide upon an interesting and suitable research pur-

pose and problem. Finally the purpose was shaped, which is: “The purpose of the paper is to 

identify information about the ecological consumer as well as the factors that influence con-

sumers to buy ecological food products and in this context examine the awareness and impor-

tance of ecological labels, in Jönköping County.”  

 

Further also research questions were completed that makes the purpose more concrete and 

touchable. The research questions are a number of key questions that the research process will 

address (Saunders et al, 2007). By following the purpose and more specific the research ques-

tions the authors hope to develop a useful outcome of this thesis. 

 

The literature sources are normally distinguished between primary sources and secondary 

sources. To primary sources belongs reports, theses, company reports, email etcetera. Secon-

dary sources include among others books and journals. 

 

Within the review of literature both primary and secondary sources have been used. There ex-

ists a lot of primary research with high level of detail within the area but the thesis niche, 

which is the geographical limitation of Jönköping County, is not yet covered. This is why this 

niche of study is taken; nevertheless the authors can make use of other reports and then apply 

it to their theory. To get a larger understanding of the area also secondary sources will be 

used, which have a more overarching description. 

3.2 Previous study design 

The previous study is based as an unstructured in-depth interview, in total to be completed 

with four different participants (three general dealers and one ecological label organisation). 

Unstructured in-depth interviews will be used to go more deeply into an area that needs to be 

evaluated. “The interviewee is given the opportunity to talk freely about events, behaviour and 

beliefs in relation to the topic area… “(Saunders et al, 2007, page 312). The previous study 
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was performed over telephone with in total four participants representing four different com-

panies. An almost equal template was used as base to each company and the interviewees 

were sent the template one day ahead by email. When it came to the interview, the authors 

brought up questions from the template and then the interviewees were free to talk within the 

area while the authors took notes and controlled the interview. The templates used can be 

found in appendix 1 - 4. When the authors created the template, the main source of inspiration 

to questions was themselves and their own thoughts. Brainstorming and creative thinking 

were techniques used to set up questions that could be of importance for the upcoming main 

study in the same area. The questions had all different areas to touch upon, e.g. characteristic 

of the ecological consumer, reasons for buying ecological, reasons for not buying ecological, 

why the company chose to promote the own brand, what they think and why they use the 

KRAV label, etc. Of course the respondent not just gave a straight answer to the question ra-

ther talked within the area and gave a load of information to the authors. The authors tried to 

in the best way, bundle together the results that came up in the previous study and then 

brought this to the main study.  

3.3 Research approach 

The research approach is about which way that is chosen to do the research. Research can be 

done according to two different approaches. The deductive approach is about testing existing 

theory and then come to conclusions whether it holds or not. The inductive approach is the 

opposite, which means that research is done without any underlying theory and hopefully later 

can build up a new theory (Saunders et al, 2007). The purpose and way of structure this thesis, 

aligns both with deductive and inductive research approach. After deepen into the subject and 

literature the authors did a previous study, with an inductive research approach. Those aloud 

to build up some theory and understanding of KRAV and the retailer‟s (experts), view of the 

ecological consumer (see previous study in theoretical framework).  

 

After finishing the previous study the authors had a clearer view and could create some theory 

to have as a starting point for the main study. The results from the previous study are underly-

ing for the study and will be tested whether the experts‟ opinion and beliefs correspond also in 

this study. The authors will try to go one step further and find more facts and details than what 

came up within the previous study.  

The authors had a more deductive approach when writing the questionnaires to go out from 

what already is known and see if it hold or not. 
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3.4 Research purpose 

The research purpose is about how one chose to ask the research questions and further in 

which way one chose to perform the research (Saunders et al, 2007). Saunders et al, 2007 

states that the classification most used for research methods is a threefold one existing of ex-

ploratory, descriptive and explanatory research. Below you can see the thesis´ research ques-

tions.  

Who is the ecological consumer? The first question is both descriptive and exploratory, and 

should give a character of the ecological consumer.   

 

What is the consumers‟ attitude toward ecological food and is there a connection to product 

loyalty? The second question is explanatory, and should examine if there is a connection be-

tween attitude and buying frequency of ecological food.  

 

What aspects or barriers are the most important for a consumer when buying ecological 

food? The third question is explanatory and exploratory, and should identify reasons for buy-

ing or not buying ecological food.  

 

How important are the KRAV label compared to the Ica´s, Coop´s or Hemköp´s own ecologi-

cal labels/brand? The forth question is exploratory, and should examine the importance of the 

KRAV label and the general dealers own labels. 

 

Saunders et al, 2007 states that the research questions can have more than one purpose, as in 

this case. Nevertheless this thesis´ purpose fits best into the mode of exploratory research. 

 

According to Saunders, Levis & Thornhill, (2007) there are three principal ways of conduct-

ing exploratory research: a search of the literature, interviewing “experts” in the subject and 

conducting focus group interviews. More or less the authors are touching up on each of these 

principal ways. The authors search in literature and old research and take existing theory into 

account. Experts are interviewed within the previous study and new facts found in the re-

search. 

3.5 Research design 

The research design is about how one chose to perform the research, in that means the choice 

between qualitative or quantitative method for the study.   
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As design for this research a decision of that a mixed method of both quantitative and qualita-

tive research would fit the study best. With mixed method means that one use both quantita-

tive and qualitative research (Saunders et al, 2007), to be able to deliver a better research. 

Qualitative research refers to research of non-numerical data or data that have not been quan-

tified while quantitative research refers to research of data whose values can be measured 

numerically as quantities (Saunders et al, 2007).  

 

The authors did the previous study more qualitative and used a more open-way to do that 

study. This means that it were fewer respondents but questions with more exhaustive answers 

and more information from the respondents, described by themselves. Nevertheless does the 

main survey of the thesis fit better into a quantitative research design. The authors believe that 

the previous study and theory will give enough information so that a quantitative research that 

contents the attributes that is required for the research can be performed. By a quantitative 

study data can be found for the ecological consumer in Jönköping County. The quantitative 

way gives possibilities to be more rational and able to take a lot more respondents into ac-

count. The authors also believe that the quantitative design gives a fairer outcome that also is 

easier to interpret and show for the audience. 

3.6 Pilot testing 

3.6.1 Pilot study 1 

The definition for a pilot study is: “a small-scale study to test a questionnaire, interview 

checklist or observation schedule, to minimise the likelihood of respondents having problems 

in answering the questions and of data recording problems as well as to allow some assess-

ment of the questions´ validity and the reliability of the data that will be collected. (Saunders 

et al, 2007, page 606) 

 

When doing a questionnaire it is important that one get an appropriate, valid and reliable re-

sult out of them. This, of course, is based upon the questionnaires layout and content. The 

questionnaire should answer questions important for the research and one should be able to 

draw statistics out of the results. Many things have to be tested before continue with the main 

study and therefore it is common to do a pilot study.  
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Normally a pilot study of ten respondents (Saunders et al, 2007) is enough but the authors did 

it with 100 respondents, which not was the aim in the beginning. The first pilot study can be 

found in appendix 5 (Swedish version) and 6 (English version). The first pilot study was 

really important since it showed out that some major mistakes existed within the question-

naires. The authors changed scales for within the questionnaire to a likert-scale, which allows 

the respondent to indicate how strongly she or he agrees or disagrees with a statement (Saun-

ders et al, 2007). The likert-scale is the most frequent type of scaling and the authors have 

used it because it simply fits best to the questions and gives best possibilities to interpret an-

swers. Also the authors chose to have answering alternatives from one to seven on each ques-

tion, this to get a greater spread of the answers and be able to see even small differences 

within the answers.  

 

The questions about the consumer‟s variables were changed and put last in the questionnaire 

instead of first, this because people tend to be more likely to answer critical questions as age 

and income if they are last instead of first. Further the authors chose to exclude the question 

about the respondent‟s changes of ecological buying during the last decade; the main reason 

for this was that it would be too though to cover up all theories and old research needed to that 

question, since the question was useless.   

 

The questionnaire was also completed with some rank questions, this to find out how the con-

sumers‟ priorities the alternatives. If one respondent for example choose to put a four (middle) 

one each of the alternatives for how important an attribute is when buying ecological food, 

one don‟t really know which of them is the most important. But if one uses the ranks the re-

spondents are forced to list the attributes according to how important they are and one can see 

rank orders that otherwise would be possible. After some final small changes a new question-

naire was complete and since that many changes were done also a pilot study 2, see below, 

was needed. 

3.6.2 Pilot study 2 

Since a lot of changes were done after the first pilot study and the questionnaire barely was to-

tally unequal to the initial, it became natural to also do a second pilot study. Pilot study 2 was 

performed with ten respondents, which is a normal size for a pilot study (Saunders et al, 

2007). What first was recognized here was that some people had difficulties to interpret the 

two questions where they were to rank the different attributes. Since the scale for how impor-
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tant different alternatives are was from one to seven, and seven the highest, also the rank 

questions had five or seven as the highest rank and one as the lowest rank. These people 

thought were a bit confusing since one normally thinks that one is the best. Nevertheless the 

authors‟ expertise thought that they should be consequent through the questionnaire and al-

ways use one as the lowest and five or seven as the highest both in rank and scale questions. 

To deal with the problem, the authors wrote clearly that one was the lowest and five or seven 

the highest at the questionnaire. Later on when they were out and sampled, the respondents 

also were told this, so that no mistake should be made. 

 

The second thing found out was that people thought that the new questionnaire was trickier to 

fill in than the first one. The respondents thought that it was too much alternatives and re-

quired a lot of thinking to be filled in correctly. The authors thought this was good since it 

makes the respondent not just randomly chose an answer, rather think somewhat more and 

concentrate on the questionnaire.   

 

Finally also some small spelling errors were found, which of course were corrected. When the 

second pilot study and the changes connected to it were finished, the authors felt ready to start 

sampling the questionnaire.  

3.7 Survey questionnaires 

The base for the main study is quantitative questionnaires that are sampled among ecological 

and non-ecological customers. The questionnaires are self-administered and delivered person-

ally, which according to Saunders et al, 2007 can give a response rate up to 98 percent. All 

people will get identical questionnaires and answer the same questions. The questionnaires 

used have as said before been created out of existing theory and old research about the eco-

logical consumer, also the previous study among experts and lastly the two pilot studies.  

 

The questionnaires include relevant questions formed by the states of theory and previous 

study. Also questions from what can be found in the literature are included; the approach will 

therefore be more deductive. Each of the questions within the questionnaire can be directly 

connected to the four research questions. By having some questions connected to each of the 

research questions and in the end of the questionnaire ask for data about the respondent gives 

good qualifications to get a good and valuable result. The content in the questionnaire is ex-

plained by more details after this section. 
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The authors have used both scale and rank questions in the questionnaire. The scale questions 

are based on likert-scales, where the respondents decide how strongly they agree or disagree 

with a statement (Saunders et al, 2007). One is equal to disagree and seven to agree; the num-

bers in between is gradually between disagreeing and agreeing. The authors chose to have al-

ternatives from one to seven because they think it gives a better distribution of the answers. 

Further an odd scale means that one could put an answer in the middle, here a four, and in that 

somewhat guard oneself and not taking any of the two sides. 

 

Rank question means that one rank some alternatives and put them from seven to one, where 

seven is the most important and one is the least important. The rank questions is a good way 

to force the respondents to take opinion and really say what they think is important, this be-

cause some people tend to not show such clear differences in scale questions.  

 

In the question where the respondents were asked to rate how well they recognise the different 

ecological labels, the authors chose to also bring in pictures of them. This, since people are 

more likely to recognise the labels as pictures then just the name as pure text. The survey 

questioners that were used can be found in appendix 7 (Swedish version) and 8 (English ver-

sion) 

 

3.7.1 Questionnaire review 

The questionnaire used for the survey consists in total of nine questions. Here below is a re-

view of the questions and how they are connected to the research question. Further also a 

short explanation and background that makes the questions valid is given. To see the ques-

tionnaire in full format, please check appendix 7 - 8.  

Research question 1 is answered by: 

Q1 How often do you choose to buy ecological ahead of not ecological products (when it 

is possible)? This question consists of a likert-scale from never buy to always buy. By 

the answers here and in combination with Q9, which include demographical variables, 

one can distinguish who buy more and who buy less ecological food. Out of the results 

from all completed questionnaires, one can draw statistics and see what demographical 

variables that holds for the ecological consumer.  
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Research question 2 is answered by: 

Q2 Which is your attitude towards ecological products? Here the authors have chosen two 

sub questions with likert-scale between negative/positive and uninterested/interested. 

This was because it was difficult to fully describe the attitude towards ecological food 

in just one of them. Within the theory and old research one can see findings, which 

shows that a positive – interested attitude not necessarily lead to a higher buying fre-

quency. By comparing answers on this question to Q1 how often the respondent buy, 

the authors can test the validity of the theory and answer research question two.  

Research question 3 is answered by: 

Q3 How important are the following attributes when you buy ecological products? This 

question consists of five sub question where the respondent on a likert-scale should 

answer how important the different attributes are when they buy ecological. The au-

thors chose to include the following attributes: Healthy, Environment, Better taste, 

Animal care and No pesticides; into this question. The reasons for bringing up just 

these five attributes are that they are widely mentioned in old research and theory as 

reasons for buying ecological. They were also the reasons that the experts came up 

with during the previous study. Within the authors first pilot study (appendix 6), they 

had a similar question with alternatives that the respondent should say if they were 

important or not when they buy ecological. Here also an alternative that was “other” 

existed, but since nobody did write any there that option was removed. By this the au-

thors believe they can summarise the reasons for buying ecological food into these five 

alternatives.  

Q4 Rank the following reasons to why you buy ecological products. 1 - 5 (5 most impor-

tant). This question is a rank variant of Q3. The rank variant was included to force the 

respondents to rank an order for how important the different alternatives are. The au-

thors wanted the ranks because the result out of the likert-scale question, Q3, might 

give a misleading result for how important the alternatives are compared to each other. 

The authors chose to have five as the most important because they wanted to be con-

sequent through the work. Since they put the likert-scale questions with 7 as most im-

portant also the rank question should have the highest number as most important.   

Q5 How important are the following attributes to why you don‟t buy ecological products? 

This question aims to find the barriers that make the consumers to not always choosing 
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the ecological alternative. The authors chose to include seven attributes; Too expen-

sive, Unavailability, Too many labels, Bad/no information, Bad/poor quality, No ad-

vantage and Not keeping promises. The reasons for bringing up just these seven attrib-

utes are that they are widely mentioned in old research and theory as reasons for why 

people not buy ecological. They were also the reasons that the experts came up with 

during the previous study. The authors believe they have enough information within 

the area to be able to summarise all important attributes to those used and not have an 

open question. 

Q6 Rank the following reasons to why you don‟t buy ecological products. 1 - 7 (7 most 

important)? As in the case with reasons for buying ecological food, the authors also 

chose to include a rank question to the reasons for not buying. The rank here was from 

1-7 and to be consequent, the highest alternative was the most important.  

Research question 4 is answered by: 

Q7  I recognize the following labels well? Within this question the respondent were asked 

to on a likert-scale answer how well they recognise four different labels. In the ques-

tionnaire were only pictures of the labels without any names or descriptions. The la-

bels were: 

 KRAV´s brand label that exist on all KRAV certificated ecological food.  

 Coop‟s label for their own ecological food brand “Änglamark” 

 Hemköp‟s label for thei own ecological food brand “Garant” 

 Ica´s label for their own ecological food brand “I Love Eco” 

 

The authors wanted to know how aware the consumers are about the labels and chose 

KRAV that they knew from theory was well known and also three general dealers‟ la-

bels. The reasons for just using those three general dealers are that they are among the 

biggest in Sweden and also that they are part of the thesis from the previous study. 

Another reason was that they are well represented and located over Jönköping County. 

The authors wanted to examine if there is any difference in the awareness of the 

KRAV label compared to the general dealers, since if there is no difference, the 

KRAV label maybe is not so important. 
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Q8  How important are the labeling, when buying ecological products? This question con-

sist of three sub question were the respondent on a likert-scale answer how important 

the different labels are when they buy ecological food. The three parts are: importance 

of the general dealers labeling, importance of the KRAV label and last how important 

it is with both KRAV label and general dealers‟ label. The reason for asking this ques-

tion is to examine if the consumer think the labels are important at all and if the 

KRAV label is more important than the general dealers‟ labels or if the consumer 

think it is important for both labels to be on the packaging.   

Demographical variables in question: 

Q9 Who are you? As last question the authors chose to put all the demographical variables 

that characterise the respondent. Within theory and old research many have tried to 

distinguish the ecological consumer out of their demographical variables. The authors 

have taken the variables commonly used and put them for the respondent to fill in. 

They are: Gender, Age, Education, Income and Number of people in the household.  

These variables are also the ones who normally can be said to make up differences 

within the other questions in the questionnaire. The authors chose to do pre-printed al-

ternatives for gender (male or female), education (middle school, high school or uni-

versity), income (< 10 000 SEK/month, 10 000 – 37 500 SEK/month or > 37 500 

SEK/month.) The classification of income was done in accordance with the definition 

for a low-income earner below 10 000 Swedish crowns per month and high income 

earner are above 37 500 Swedish crowns per month the income in-between are the 

middle income earner (AFF, 2005). The questions for age and number of people in the 

household were not pre-printed. The authors chose to put this information about the 

respondent as the last question because people are more likely to answer such some-

what critically questions in the end of the questionnaire than in the beginning.  This 

question with demographical variables is really important since the authors have the 

intention to use the information and compare it to one and each of the other questions. 

By this the authors can see differences and connections, so that hopefully different 

clusters with trends can be created. 
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3.8 Sampling 

The study was sampled around in Jönköping County. To not get a biased result the authors 

chose neutral places that not were too close to any food store. This since they did not want 

just one of the companies customers to take part of the research. Further the sampling took 

place in:  

 Jönköping; “A6”, “Öster area”, “Väster area” and the University.  

 Huskvarna; ”Centrum”.  

 Vaggeryd; “Centrum” and the Sportarena.  

 Home by people in the acquaintance to the authors. 

The authors also chose to sample approximately half of the study at lunchtime and half at the 

evening, this since they wanted a lot of people to be free and possible to take part of the re-

search. In total the study was sampled during three intense days and all sampling were done 

with the authors all together. The authors had a tough work finding people willing to take part 

and answer the questionnaire. A lot of people seemed to be stressed and refused or ignored the 

authors. In total 102 questionnaires were sampled, which would be enough to make some sta-

tistics and see tendencies. 

3.8.1 Characteristics of sample 

Here is a presentation as a table with the characteristics of the collected data. The table should 

give pre knowledge about how the distribution within the demographical variables. 

 

 

 

 Frequency Percent 

Gender     
Male 45 44,1 
Female 57 55,9 

Total 102 100 

Education     

middle school 14 13,7 
high school 32 31,4 
post-secondary 56 54,9 

Total 102 
100 
100 



 

 
34 

Age     
20-28 23 22,5 
29-39 32 31,4 
40-50 22 21,6 
51-64 18 17,6 
65-83 5 4,9 
Missing 2 2 

Total 102 100 

Income SEK   
>10000 21 20,6 

10000-37500 79 77,5 
<37500 2 2 

Total 102 100 

Table 2; Descriptive overview demographic variables, output from SPSS 

 

As one can see there are a pretty equal distribution within the gender, 57 females versus 45 

males. Most of the sampled people have either a middle income or a low income. The authors 

have only sampled two respondents that are high-income earners. The education of the re-

spondents tends to be high and most of the people are between 20 and 50 years. 

3.9 Data analysis 

The data from the questionnaire have been analysed by a mix of SPSS (Statistical Package for 

the Social Science) and Excel. SPSS is a professional tool for analysing data and statistics. By 

SPSS one can apply a lot of different statistic tests and functions to the data one have put in. 

SPSS have been the primary tool for data variables from the survey. As a secondary source, 

Excel has been used to make diagrams and tables to show the results. When all data was put 

in as correct data variables in SPSS, the authors started to do some statistics. First descriptive 

statistics were done, where one can see how people have answered.  

 

Mostly the authors used statistical techniques to compare groups because of the structure of 

the demographical data (Pallant, 2005). The demographical variables collected were gender, 

age, education, income and had at least two groups included. For example gender had two 

groups (female/male) and education had three groups (middle school, high school, university). 

The authors used the independent-samples t-test when comparing variables with two groups 

and one way analysis of variance (ANOVA) when comparing variables with three or more 

groups included.  
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The independent-samples t-test was mostly used to detect significant differences in the mean 

scores of a dependent variable and the gender variable. For example when trying to explore 

differences between male and female in their attitude towards ecological food. The output 

from this test is providing significance number that tells if there exists significance or not. Is 

the value”equal or less than .05” (Pallant, 2005, p.208) than significance exist between male 

and female. The value above .05 shows that no significant difference exists (Pallant, 2005). 

 

As already mentioned all other demographic variables had at least three groups included. 

Therefore a one-way between groups ANOVA with post-hoc test was used.  According to 

Pallant (2005) it “is used when one have one independent variable with three or more groups 

and one dependent variable” (p.215). For example, when the author were testing if there were 

significant differences between the education groups (middle school, high school, university –

independent variable) and its attitude towards ecological food (dependent variable). Also in 

this analysis the significance number (equal or less than .05) show if there exist a significant 

difference between groups. After this step one know that there is a difference but not between 

which of the tested groups. Therefore a so called post-hoc test should be done. This test is 

showing between which groups the differences are. 

 

The authors also used statistical techniques to explore relationships between variables (Pal-

lant, 2005). In order “to describe the strength and direction of the linear relationship between 

two variables” (Pallant, 2005, p.121) a so called correlation analysis was used. For example 

when the author try to find out if correlations exist between  “The consumer want to have only 

the KRAV label on packaging” and “The consumers want to have both the KRAV label and 

the general dealers own label on packaging”. A correlation is showed by the correlation coef-

ficient (Aczel & Sounderpandian, 2006). The value for the correlation can be “from -1 

through 0, to 1” (Aczel & Sounderpandian, 2006 p. 448).  

 

 If correlation coefficient is equal to zero, there is no correlation. That is, there is no 

relationship between the two random variables (Aczel & Sounderpandian, 2006, 

p.448). 

 

 When correlation coefficient is 1, there is a perfect, positive, linear relationship be-

tween the two variables. That is, whenever one of the variables, X or Y, increases, the 

other variable also increases (Aczel & Sounderpandian, 2006, p.448). 
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 When correlation coeeficient is -1, there is a perfect negative linear relationship be-

tween X and Y. When X or Y increases, the other variable decreases (Aczel & 

Sounderpandian, 2006, p.448). 

 

Further some descriptive analyses and report function from SPSS were used. For example a 

descriptive analysis was used to give the reader an overview about the distribution of the col-

lected data. In order to summarise the consumers ranking the report function was used. Out-

going from collected data some graphs was created with SPSS. For example to make the dis-

tribution of respondents mean value visible. Within the results different types of charts, tables, 

and figures have been used, in order to show the results. The authors have used Excel to do 

and change data from SPSS. Some outputs from SPSS were very messy and since have to be 

changed; therefore Excel was a great complement to SPSS.  

3.10 Reliability 

Definition by Saunders et al, p. 609 (2007),: “The extent to which data collection technique or 

techniques will yield consistent findings, similar observations would be made or conclusions 

reached by other researchers or there is transparency in how sense was made from the raw 

data”.  

 

When doing a research one has to pay attention to, in the best way, prevent for getting the 

wrong or influenced answers. The reliability is about whether your data collection techniques 

or analysis procedures will yield consistent findings (Saunders et al, 2007). There exist some 

threats to the reliability that can be bounded either to the participant or the observer. Within 

the threats for participant error/bias is: The participant might be in very high or very low 

mode, which might have impact on the answers. The participant might say what they think 

that others want them to say, not what they think themselves.  Within the error/bias connected 

to the interviewer is: The interviewers might state one question in a different way compared to 

each other. Or the interviewers might interpret the answer different compared to each other. 

The statements below regard how the authors have handled the reliability within the main 

study.  
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To avoid the bias/errors connected to the participant the authors have performed the question-

naires on neutral times (in the middle of the week and at midterm of the day). Also the re-

spondents have been told and aware of that they are anonymous.  

 

To avoid the bias/errors connected to the observer the authors have always done the inter-

views all together and tried to be as equal as possible to all respondents. By the pilot-studies 

they have confirmed that the questionnaires are well structured, which increase the reliability. 

Also equal questionnaires were used to all respondents, which is positive for the reliability. 

 

3.11 Validity  

Definition by Saunders et al, p. 614 (2007): “The extent to which data collection method or 

methods accurately measure what they were intended to measure”.  

 

The validity of a research is closely connected to the reliability. The validity concerns if the 

findings are about what they seem to be about, if a casual relationship can be found. This 

means that if one for example finds a relationship between woman and high ecological buying 

frequency, one have to examine whether it is a casual relationship or not. If the survey is done 

in a good manner the risks of finding invalid relationships are minimised. The presentation 

below for how the authors have handled the validity regards the main study. The authors have 

used credible primary sources and only few secondary sources to get a valid background for 

the work. Both English and Swedish literatures have been taken into account, but all studies 

and interviews are done in Swedish and then translated to English, this might affect the valid-

ity due to translation errors.  

 

Due to two pilot studies the authors have been able to make changes and find mistakes that 

probably otherwise would have occurred in the main survey. Also within the pilot studies re-

lationships have been checked and the authors have attempt to interpret the answers and how 

the respondents where acting towards the survey, this to secure that they do not get in trouble 

and not having any casual relationship.  

3.12 Generalisability 

Definition by Saunders et al, p. 598 (2007): “The extent to which the findings of a research 

study are applicable to other settings”.  
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The generalisability can also be called external validity (Saunders et al, 2007) and is about 

whether the result can be applicable to the place and other places than the research actually 

took place. To get a generalisable result, the ground must be that the work holds high reliabil-

ity and validity. One has to carefully review how the research and survey is performed. Also 

what questions it consist of, place, time etc.  

 

For this study, the authors have taken the arrangements for validity and reliability to get high-

est possible, see sections above. Further the authors have collected data on different neutral 

places around in Jönköping County to strengthen a fair distribution of data.  

The greatest danger for logic leaps and false assumptions is probably in the data interpretation 

(Saunders et al, 2007). To handle this, the authors will pay a great attention and by creative 

and critical thinking they hope to diminish the risks for false assumption. The authors will not 

bring up points in the results that they do not have any underlying information for. Further the 

authors will keep in good relation to professional expertise in Statistics, SPSS, Researching, 

etc, to get the best qualifications for generaliseable result.  

 

This study is performed in Jönköping County and also the purpose limits the research to 

Jönköping County. Therefore the aim is not to generalise findings of the research over all 

Sweden because there might be some differences based upon geographical location, city sizes, 

attitudes, availability, urbanisation etc. Nevertheless it is important that the result applies to 

Jönköping County.  
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4 Empirical Findings and Analysis 

In this chapter, the empirical findings from the consumer survey are presented. It is evaluated 

with help of statistical and explanatory analysis in order to answer the thesis research ques-

tions. 

4.1  Research question 1 

The first research question within this thesis was to find “Who is the ecological consumer?”  

In order to answer this question the authors used the questions one and nine in the survey 

questionnaire (see appendix 8).  

 

When the authors did the questionnaire they considered what demographical variables that 

might characterize the ecological consumer. Those somewhat critical attributes were com-

pleted in the end (question 9) of the questionnaire, which the respondents were told to fill in. 

By the theory and the authors own thoughts the demographical variables: Gender, Age, Edu-

cation, Income and Number of person in household, were chosen. 

 

Further to answer the research question the first question within the questionnaire was: “How 

often do you buy ecological food?” The question was divided into a likert-scale of one to sev-

en where one indicates never and then gradually up to seven which is always (see appendix 

8).  

 

Figure 5 shows how the respondents answered on the scale one to seven, “How often do you 

buy ecological food? “. One can see that the most frequent answers from the respondents were 

two or three, which is a not very frequently buy, those two have 46 percent together. One can 

also see that only 8,8 percent said that they always or almost always buy ecological products.  
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When the authors further analyzed the question they chose to divide the seven alternatives in-

to three different groups. The scale values one and two are group number one; they never or 

very seldom (low frequent) buy ecological products. The scale values three to five are group 

number two; they are the middle buyer (middle frequent) of ecological products. Last the 

scale values six and seven are group number three; they always or almost always (high fre-

quent) buy ecological.  

 

When the sample was analyzed according to this definition the total result was 36,3 percent in 

the low frequent group, 54,9 percent in the middle frequent group and 8,8 percent in the high 

frequent group. By that it is clear that most respondents belong to the middle frequent buyer 

group and also quite many to the low frequent buyer group. Just a few respondents are high 

frequent ecological buyers.  

 

Within the theory and also by the previous study one can see a tendency for that the female 

gender is a more frequent buyer of ecological products than the male gender. As one can see 

in the staple diagram in figure 6, the authors can confirm that this also holds for their study. 

When comparing women and men one can see that there are more men and fewer women in 

the low frequency group. Further there are more women than men in the middle frequency 

group. The high frequency group is equal between the genders. The authors have used curves 
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in order to make the differences between genders more visible. The red curve for women is 

heading more towards the higher frequency. 

 

 

Figure 6; Buying frequencies – Divided into gender and frequency groups 

 

To further answer the research question one, the authors continued to test the different demo-

graphical variables compared to how often the respondent did buy ecological food. The age 

variables were a continuous number in the questionnaire (see appendix 8). When the authors 

analyses they chose to divide the ages into five different age groups; 20-28, 29-39, 40-50, 51-

64 and 65-83.  Further the education variable, consumers were asked to fill in, were middle 

school, high school and university (see appendix 8). The last variable the authors analysed 

was income. It was divided into less than 10000 Swedish crowns, between 10000 and 37500 

Swedish crowns and more than 37500 Swedish crowns. 

 

The authors chose to test the remaining demographical variable (age, education, income) with 

the statistical program SPSS. They use analysis of variance (ANOVA) to explore distinct dif-

ferences where one independent variable (“How often do you buy ecological food”) compares 

with one dependent variable. This dependent variable should have at least three or more lev-

els. If the significant number is below .05 a significant difference exists. 

 

When the authors tested the remaining variables it showed no significant differences. The sig-

nificance was about .881 when testing the age compared with purchasing frequency. It was 
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about .309 when testing the education level with the purchasing frequency and .188 when 

testing the income level with the purchasing frequency (see appendix 9).  

 

4.2 Research question 2  

The second research question was to figure out: “What is the consumers‟ attitude toward eco-

logical food and is there a connection to product loyalty?” 

 

In order to find an answer to the second research question the authors used question two and 

again question nine, the demographical variables, in the survey questionnaire. 

 

The attitude question include two scales, the first was from one for very negative to seven for 

very positive and the second was from one for very uninterested to seven for very interested. 

In figure 7 one can see how all the 102 asked respondents answered in average.  

  

 

Figure 7; Mean value of consumers‟ attitude (uninterested/interested; negative/positive) 

 

It is obvious that the respondents have a very positive attitude towards ecological food be-

cause of the value 5,44. On a scale from one to seven it is considered as high. The value of the 

interest scale is somewhat less than the positive/negative scale but nevertheless it tends more 

to the interested direction. 
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very interested
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According to Magnusson et al, 2001; Szatek, 2001 the consumer have an overall positive atti-

tude towards ecological food which the authors can confirm with the result above (figure 7). 

Research questions one and two have a strong connection. Also attitudes among consumers 

are important to identify the ecological consumer. Therefore the authors tried to figure out if 

there are any differences between the demographical variables and the attitudes towards eco-

logical food. This is done by again using an analysis of variances respective a independent t-

test. When doing an independent t-test the difference between two groups of a variable is 

tested. When doing an analysis of variance one is testing the differences between three or 

more groups of a variable. If one get a significant difference (below .05) it is not clear be-

tween which of the groups it exist.  In order to detect between which groups the differences 

exist, a so called Post-hoc test have to be done. This is also a function in the statistical pro-

gram SPSS. 

 

The authors could not find any significant differences between attitudes and genders, age 

groups or income groups. But when they test attitudes in comparison with education groups 

there were significant differences found (see appendix 10). Through the Post-hoc test (see ap-

pendix 11) following significant differences were found.  

 

As already mentioned the attitude question included two scales. The authors found on both 

scales (see appendix 11 (red and grey)) a significant difference between the groups of the high 

school educated consumers and the university educated consumers. After the authors have 

discovered that there exists significance the next step was to look at which group that had the 

highest mean value (see appendix 12). In this case the university educated consumer had the 

highest mean value. That‟s means that the university educated consumers have a higher more 

positive and also more interested attitude towards ecological food.  

 

Concerning the attitude scale negative/positive the authors found further significant difference 

(see appendix 11 (yellow)). This was between the group of middle school educated consumer 

and the group of university educated consumer. Also here the academic consumers have a 

more interested attitude towards ecological food. 

 

Actually the results could indicate that the ecological consumer are high educated. But Mag-

nusson and Biel (2001) states that a positive attitude does not automatically lead to purchasing 

of ecological food. Therefore the authors included the second part, about connection between 
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of attitude and product loyalty, in their second research question. In figure 8 the authors used 

a describing graph in order to investigate this connection. One can see that with increased 

purchasing frequency also the positive attitude and the interest towards ecological food in-

crease. 

 

 

Figure 8; Output from SPSS; attitudes towards ecological food*purchasing frequency 

 

As one can see the figure above includes the mean value of the consumers´ attitude. In order 

to get a more precisely result the authors will use an additional analyses tool from SPSS. In 

figure 8 one can see the distribution of the consumer‟s value between their purchasing fre-

quency and their attitude toward ecological food. The distribution shows that there is a wider 

range of answers as it was apparent from figure 9. It shows that there are also people who 

have a positive attitude but never or seldom buy (red square). It is also obvious that there are 

almost no people who have negative attitude but buy ecological food (blue circle). By this re-

sult the authors can confirm the statement of Magnusson and Biel (2001) that a positive atti-

tude does not lead to product loyalty. Nevertheless there is a tendency that a positive attitude 

is a trigger for buying ecological food. 
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Figure 9; Distribution of between consumers‟ attitude and purchasing frequency 

4.3 Research question 3 

The third research question was to explore:”What aspects or barriers are the most important 

for consumers when buying ecological food?” In order to investigate this, the authors included 

question three to six in their survey questionnaire. There were two questions including aspects 

for buying ecological food and further also two questions that included barriers for not buying 

ecological food. The respondents got two questions with pre-printed different attributes, 

which they should rate on a likert-scale from one to seven. Further they also got two questions 

were they should rank the same attributes. This was because the authors wanted to find out a 

distinct ranking between the attributes inter.   

4.3.1 The most important aspects when buying ecological food 

Referring to the theoretical framework the authors gave the respondents five attributes for 

which they should develop their personal ranking and rate it on the already mentioned scale. 

These attributes were healthy, environmental friendliness, taste, animal concern and no pesti-

cides. 

An overall impression of the most important aspect when buying ecological food product give 

the ranking for the attributes. The consumer should rank the attributes with numbers from one 

to five where five was the best and one was the worst. The summarisation of all 102 consumer 
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rankings states that the healthy aspect is the most important when buying ecological food. It 

follows by environmental friendliness, no pesticides, animal concern and last better taste (see 

Figure 10). One knows from the theoretical framework that it exist several opinions and sur-

vey results within the ranking of attributes. The result from the current survey verified the 

health trend, which was mentioned by the marketing manager of Ica. 

 

 

Figure 10; Summary of the respondents´ ranking, positive aspects 

 

But the relatively roughly results from the question where the consumer were asked to value 

each attribute shows that there is no attribute that stands out significant (see Figure 11) and so 

the authors arrive to the conclusion that all factors are approximately of the same importance 

or at least play a role when buying ecological food. 

 

Figure 11; Mean value of the positive aspects 

 

To further analyse the mean values of the positive aspects and compare this to demographical 

variables, the authors have used SPSS. First step in SPSS was to test the positive aspects by a 

t-test based on the dependent variable gender. The t-test is used to test a variable that includes 
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only two groups, for instance gender (male/female), and then examine whether they are dif-

ferent or not.   

 

When the author tested all mean values of the positive aspects within the variable gender they 

discovered that there are significant differences between males and females. Females have a 

higher attitude towards all aspects, except healthy (see appendix 13).  

In order to also test the other demographical variables (age groups, education, income) that 

have more than two variables the authors used the analysis of variance this because these va-

riables had more than two groups included. There were no significant differences between the 

age groups which mean that the attitude towards the positive aspects is equal within this vari-

able. Next variable investigated was the education level. The results here showed out that one 

variable stand out significantly. This significance existed within the aspect “no pesticides”. 

By the Post-hoc test one could see that there is a significant difference between middle school 

educated respondents and university educated respondents. The university educated respon-

dents considered the “no pesticides” attribute as more important than the middle school edu-

cated respondents did. 

 

The last variable the authors tested was the income, which also was done with an ANOVA 

test. By the ANOVA one could see that there were no significant differences between the in-

come levels.   

4.3.2 The biggest barriers when buying ecological food 

According to the theoretical framework the respondents had seven barriers in the survey ques-

tionnaire; the respondents valued each attribute on a scale and developed their own ranking 

within these possibilities. To rank it the respondent should use one to seven where seven was 

the most important. The barriers to rank were too expensive, unavailability, bad or no infor-

mation, too much labels, not keeping promises, no advantage and bad or poor quality. The al-

ready studied existing literature indicates that consumers have a positive attitude towards eco-

logical food and that the high price could be the biggest barrier. The author used the report 

function of SPSS to summarise the consumers ranking. Too expensive got the highest sum, 

followed by in order: unavailability, bad/no information, too many labels, not keeping prom-

ises, no advantage and last bad or poor quality (see Figure 12). By this result it is clear that the 

consumers see the too high price and unavailability as most important barriers. Less important 

respective not appropriate was that ecological food do not keeping promises, that it offers no 
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advantages or that it is of bad quality. The assumption that consumers trust ecological prod-

ucts is confirmed by this result, this since bad quality and not keeping promises got a low 

score.  

 

Figure 12; Summary of the respondents´ ranking 

 

When analysing the likert-scale question for the barriers, the result and its order is equal to the 

figure 12, summary of respondents‟ ranking. What is interesting here is that the barrier “un-

availability” is so important for the consumers. The theory and literature to this thesis states 

that the unavailability is a problem, but these researches are at least six years old. By this the 

authors can conclude that the unavailability still is an important barrier, despite that the gen-

eral dealers have substantial increased the supply of ecological food products the last two-

three years. 

 

The authors also analyses the likert-scale in combination with the demographical variables 

within SPSS. First a t-test for gender was done, but no significant difference was found. Fur-

ther the authors did an ANOVA for the age groups and the barriers. The ANOVA showed that 

at least one group was different in connection with “too expensive”. In order to detect in 

which group of the variable age groups differences occur the authors did a Post-hoc test. The 

Post-hoc test showed that the oldest age group, 65-83, stands out significantly from all of the 

other age groups, see appendix 14. The biggest differences exist between the oldest age group 

and the youngest age group. One can obviously see the differences here, for example have the 

old age group valued the barrier “too expensive” on a average value of 3,0 while the youngest 
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age group valued it averagely to 6,04 (appendix 14). The authors interpret this result to that 

the age plays an important role for who the consumers value the extra cost for ecological 

food. Except the oldest age group, there were no significant differences between the other age 

groups.   

 

When the authors analyses the income and the education variable with ANOVA, they could 

not find any variable that stand out significantly from the others. 

4.4 Research question 4 

The last research question the authors used to fulfill their thesis purpose is the following: 

“How important is the KRAV label compared to the Ica`s, Coop`s or Hemköp`s own ecologi-

cal labels?” To be able to answer this research question the survey questionnaire included 

question seven and eight. The authors wanted to know in what degree the KRAV label influ-

ence the buyers of ecological food and further also in what degree the consumers in 

Jönköping County are aware of the KRAV label and the general dealers own ecological la-

bels. The respondents had to choose a number from one “do not recognize” to seven “recog-

nize well”. The authors chose to not mention the brand names since they are only interested in 

how aware the consumers are of the labels and since the authors chose to put a picture of the 

four labels, KRAV, Änglamark, Garant and I love Eco into the questionnaire (see appendix 

8). In figure 13 one can see how the awareness of the labels among the respondents. The 

KRAV label is the most recognized label followed by Ica I love eco, Änglamark and Garant. 

 

Figure 13; Mean value of label awareness 
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According to Nellmer (2009), 99 percent of the people in Sweden have some knowledge 

about what the KRAV label stands for, at least with limitations. In the survey question about 

how well the consumers know the KRAV label, 97.1 percent answered that they are familiar 

with it (See appendix 15). On the scale from one to seven where seven was recognize well, it 

was 72.6 percent of the respondents that chose number six or seven. Further there were only 

2.9 percent that answered one and therefore did not recognize the KRAV label. To sum up it 

was only about three percent that did not recognize KRAV label out of the 102 respondents in 

the survey, this results shows that the people in Jönköping has a high level of knowledge 

about the KRAV label.  

 

By figure 13 one can see that the consumers are clearly most aware of the KRAV label. Next 

to KRAV comes Ica´s “I love eco label”, which have 4,97 in mean value of awareness. After 

Ica comes Coop´s Änglamark and last comes Hemköp´s Garant. The authors think that Garant 

might be so unknown because it is has only been on the market in half a year and therefore 

not so many consumers have heard about it.   

 

The author tested the label awareness with the demographical variables gender and age. By 

again using the t-test and analysis of variance it appeared that there were only significant dif-

ferences between males and females. Females are more aware of Ica´s and Coop´s label than 

males. The strongest difference showed out to be for Ica, here the significance was ,000 which 

mean that the females are a lot more aware of “I love eco” than males (see appendix 16) 

There were no differences in the age variable which mean that there are no differences in the 

age groups within label awareness.  

 

In order to further analyses the labels and how important they are for the consumer, the au-

thors included this question “How important are the labelling, when buying ecological prod-

ucts?” The respondent had three alternatives here and the respondents should answer on a 

scale from one to seven, where one was very unimportant and seven very important. As one 

can see in the questionnaire the three alternatives were: only the general dealers´ own eco-

logical label, the KRAV label and both the companies‟ ecological label and the KRAV label 

(see appendix 8). 
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Figure 14; Mean value of label importance 

 

In figure 14 one can see that the consumers gave the KRAV label the highest value and there-

fore consider it to be most important. Second most important to have is both the KRAV label 

and the general dealers´ own ecological label. As last the consumers prefer to only have the 

general dealers´ own label on packaging.  

 

The authors did an additional test for the label awareness. Here a correlation analyse (appen-

dix 17) was used to see how the different alternatives were connected to each other. By the 

correlation analyse one can see that the highest correlation exists between the KRAV label 

and both general dealers´ own labels and KRAV. That mean when respondents values “only 

KRAV “ high, they also valued “both general dealers´ and KRAV label” high. That underpins 

the previous results and strengthens that consumer need the KRAV label and would prefer 

most probably the KRAV label in combination with the companies own ecological label. 
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5 Conclusion 

In the conclusion part of this paper the authors will summarise their results and finally de-

scribe what are the factors influencing the consumer to buy ecological food.  

According to our first research question the authors agree with the statements from Magnus-

son et al (2001) that it is difficult to find out a stereotype within the ecological consumer by 

using demographic variables. The authors cannot define a typical ecological consumer be-

cause there were no distinct sights or outstanding results within the demographical variables 

in the collected data within the first research question. Only a tendency exists towards the as-

sumption that females are more likely to shop ecologically food products than males. 

 

The second research question was derived out of other studies` results. The result within the 

attitude question showed out that the consumers in general have both an interested in and 

positive attitude to ecological food products. When the authors tested whether some demo-

graphical variable were more likely to give a high attitude than others, they found interest-

ingly that high educated people stands out significantly within their attitude than people with 

lower education. People that have a high education have overall a higher attitude to buy eco-

logical food than people with low education. The authors believe this difference can be ad-

dressed to that academics normally are more competent and reflects more than low educated 

people. This would next influence their awareness of the positive effects that ecological food 

says to give.  

 

Further the authors tested whether there is a connection between these overall high attitudes 

and the buying frequency of ecological food. Here the authors wanted to examine the theory 

by for example Szatek (2001) who states that a positive attitude not automatically leads to 

ecological product loyalty. The authors can by their test of the connection between attitudes 

and buying frequency confirm Szatek´s theory that positive attitude not leads to high buying 

frequence. Nevertheless the authors can conclude that there exists an opposite tendency, 

which is that people with low attitude also are people that do not buy ecological food prod-

ucts.  

 

The most important positive motives for consumers, when buying ecological food are healthy, 

environmental friendliness, better taste, animal concern and no pesticides. All the provided 

aspects in the questionnaire were almost equally important. The most important negative mo-
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tives that deter consumers to buy ecological food are still a too high price, unavailability of 

the products and bad information. The most interesting finding was that females have a higher 

attitude to environmental friendliness, animal concern, better taste and no pesticides compared 

to males. The authors interpret that this result underlines the tendency that females are rather 

ecological consumers than males. Further analysis of variance on the demographical variable 

education and positive motives showed that university educated respondents have a somewhat 

higher attitude toward “no pesticides”. Probably a higher education level make people more 

competent and reflecting more about whether it is good or not, both for themselves and the 

environment. Also it appears that consumers which belong to the pensioner group (65-83) do 

not reasoning that much about money since they do not put the higher price as an important 

barrier for buying ecological food. The pensioner group stands out from the younger consum-

ers which put too expensive as a much more important factor.  

 

The consumers have high label awareness when it comes to KRAV. Also the label of “I love 

ECO” is well known in contrast to the label of Garant. The consumers are in need of the 

KRAV label on ecological product packaging because they know it and it got a high mean 

value when consumers were asked if the KRAV label is important when they buy ecological 

food. Correlation analysis within this question gave the result that the consumer prefers to 

have the general dealers own ecological label in combination with the KRAV label or other-

wise only the KRAV label. Another interesting finding within the survey was that females are 

more aware of both “I love eco” and “Änglamark” than males. The authors believe this is a 

good pointer for that the old sex distribution where females are doing more in the household, 

still is strong.  

 

The purpose of this paper was to identify the factors, which influence consumers to buy eco-

logical products in Jönköping County. It seems to be a kind of egocentric behaviour  that 

compel consumer to buy ecological food because they attach great importance on attributes 

which make ecological food products healthier, no toxic or simply that it have a better taste. 

Consumers are thinking that ecological food has good quality and give them advantage 

against conventional food. A little bit less importance is the concern of environment and ani-

mal but it should not be underestimate.  

 

Consumers still think ecological food is more expensive than conventional food or too expen-

sive in general. A further barrier is that consumers believe it is difficult to get it and there ex-
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ist no or bad information‟s about it. The impression appears that consumers are not enough in-

formed and educated within these issues. Nevertheless the authors have received the impres-

sion during their research that unavailability should not be a reason that detains consumption 

of ecological products, this since they have observed that it exist loads of ecological products 

today. All general dealers have an ecological assortment, which is often much known. 

  

As stated of the experts from the pre-study, the price gap between conventional food and eco-

logical food is not that high today to be the most important reason that deter consumer from 

its consumption. In the theory it exist the example with a basket of ecological food, which 

was 34 percent more expensive than a basket with the same products of conventional food. 

Nevertheless this was nine years ago. In addition with the statement from the general dealers, 

that ecological food had become more inexpensive the last years. The authors´ own observa-

tions within the pricing were that the gap between ecological food and conventional food is 

not as high today. However it is still the most important barrier and companies have to work 

and find ways to change these attitudes by the consumers and to increase their target groups. 

Here the authors think that it is not necessary to decrease prices but to work more on the price 

gap between conventional food and ecological food. The authors believe that ecological food 

could bring extra value to the customers because it is ecological and therefore this can justify 

a somewhat higher price. The authors can clearly see that many consumers think that the food 

already is expensive as it is and therefore the consumers not are willing to pay a premium 

price for ecological alternatives. 

 

Concerning the product range the authors cannot do not side whether the companies should 

increase or decrease it. Nevertheless it is essential to educate the consumer about the ecologi-

cal products and provide the consumers with information‟s and background knowledge about 

the ecological food. 

 

When it comes to the label the authors cannot state directly that it is the factors that influence 

the consumer to buy ecological food but however it plays a role. The consumers have roughly 

good label awareness, especially high of the KRAV label and Ica`s own ecological label. The 

authors cannot state at this moment that the general dealers should stop buying this third party 

label because the impression appears that the consumer know and trust it more than the gen-

eral dealers own labels. Rather the authors would recommend the general dealers to continue 

using the KRAV label since the consumers trust it.  
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Overall the authors have got the impression that the ecological consumer in Jönköping County 

is firstly a woman and second high educated. The authors draw this conclusion since it ap-

pears many times during the study that woman and high educated are ecological consumers. 
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6 Discussion 

In the last chapter the authors will discuss strangeness and limitations of the thesis. It will al-

so be included a recommendation for future research and some implications.  

6.1 Limitations 

The interviews with the CEO and marketing directors were made as telephone interviews 

firstly. We reached all our respondents via telephone and they also got the questionnaire on 

their mail before interviewing. This so the respondent could think trough the questions care-

fully before. However three of the respondents had short of time so they agreed to do the in-

terview via mail instead. This led to the impossibility to answer any obscurity according to the 

questionnaire. The interview with the CEO and marketing directors is seen as experts but the 

authors were aware of possible biased nature of their statements. 

 

The authors tried to reach people randomly and with even demographical range. It is not poss-

ible to get a complete even range but all groups of people were asked. However the income 

group with high income (over 37 500 SEK) became only two respondents. This might affect 

the result within that group.  

 

One part in the questionnaire was asked how well the labels of KRAV, Ica, Hemköp and 

Coop were known. Ica´s ecological label “I love Eco” has in a large rate the knowledge 

among people in Jönköping County and a reason can be that they launched a campaign, a tel-

evision commercial during the time the survey were made. Therefore this question might have 

been different if the authors had made the survey before the commercial.  

 

The range of consumers the authors ask to fill in the questionnaire was probably not enough. 

Maybe that‟s the reason why the typical ecological buyer was hard to find via demographical 

variables. But it might have led to the same hardness to find the typical ecological consumer if 

added a hundred or even two hundred more respondents had answer the questionnaire.  

 

The demographical question about the number of people in household could not used because 

that part in the questionnaire was not clearly enough. In order to use this demographical vari-

able additional information, like “are there any children in the household” and/or “single par-
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ent (yes/no)” had to be asked for. The today‟s society includes many different forms of fami-

lies and therefore only the question about number of person in household was not appropriate.  

 

6.2 Suggestions for future research  

During this thesis research additional interesting thought had occurred. These might be inter-

esting for further research and could be outlined as follows. 

 

One suggestion is what the consumer needs to be more educated in the area of ecological food 

to create a bigger awareness about the availability. Interesting could be to outline communica-

tion tools, like promotion, sales or advertising which provider of ecological food use. How 

consumers are affected of it and how should it created in order to educate and inform con-

sumers. How should it formed in order to increase the group of ecological consumer. One can 

notice in the case of Ica´s ecological label “I Love Eco” that had a commercial during the time 

of this thesis, had reached out to people in Jönköping County. I love Eco and the label Garant 

was both launched under 2008 and it was a great difference in the knowledge about these two 

labels. 

 

Another suggestion is to investigate strategies that tackle the problems the current thesis had 

outlined. For example, how to create the price gap between conventional food and ecological 

food? What is necessary to convince the consumers that ecological food is worth to pay a 

premium price? 

 

A further interesting research topic could be to figure out the same factors as this thesis did, 

but in other markets. For example there exist also ecological markets within furniture, clothes 

or white goods. Another way within research of the ecological market could go in deeper in 

food industries e.g. meat or fish products. 
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8 Appendices 

8.1 Appendix 1 – Interview template Coop 

Questions about ecological products - Coop 

Sent to: annika.jerveland@coop.se 

Who is the “ecological consumer” according to you? 

Character  
Education level 
Economy  
Woman/man  
Remaining (attitude, health, environmental) 
 
Which, do you believe, are the reasons behind buying ecological food that after all are more ex-
pensive?  

Environmental reasons  
Health reasons 
Ethics  
Animal care  
Package  
Promotion/Advertisement 
Remaining 
 

Why does Coop choose to venture ecological products? 

How do you believe Coop’s reputation is affected of this? 

How do you think when you market ecological food, target group etc.? 

How do you think the consumers are affected of your marketing, for example ”Änglamark”? 

What does ”Änglamark” stand for according to you? 

Can you interpret any changes among eco-consumers compared to ”ordinary” consumers during 
the last decade? 

Why does Coop use the KRAV label and other environmental marks?  

How do you think the consumers interpret the mark? What do the consumers know? 

Which attitude exists in general among consumers according ecological / KRAV products? 

Give 3-5 reasons why the consumer should chose more expensive but ecological products ahead 
of “ordinary” products? 

Thanks for your time! 
/Jakob, Jennica and Stephanie 

Internationella Handelshögskolan Jönköping 
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8.2 Appendix 2 – Interview template Ica 

 

Questions about ecological products - Ica  

 Sent to: magnus.wikner@ica.se 

Who is the “ecological consumer” according to you? 

Character  
Education level 
Economy  
Woman/man  
Remaining (attitude, health, environmental) 
 

Which, do you believe, are the reasons behind buying ecological food that after all are more ex-
pensive?   

Environmental reasons  
Health reasons 
Ethics  
Animal care  
Package  
Promotion/Advertisement 
Remaining 

Why does Ica choose to venture ecological products? 

How do you believe Ica’s reputation is affected of this? 

How do you think when you market ecological food, target group etc.? 

How do you think the consumers are affected of your marketing, for example ”Ica I love eco”? 

What does” I love eco” stand for according to you? 

What is the purpose behind Ica´s ongoing campaign of giving 10% discount at each ecological 
product? 

Can you interpret any changes among ecological consumers compared to ”ordinary” consumers 
during the last decade? 

Why does Ica use the KRAV label and other environmental marks?  

How do you think the consumers interpret the mark? What does the consumer know? 

Which attitudes exist in general among consumers according ecological / KRAV products? 

Give 3-5 reasons why the consumer should chose more expensive but ecological products ahead 
of “ordinary” products? 

 

Thanks for your time! 
/Jakob, Jennica and Stephanie 

Internationella Handelshögskolan Jönköping 



 

 
63 

8.3 Appendix 3 – Interview template Hemköp 

 

Questions about ecological product - Hemköp 

 Sent to: kristina.petterson@hemkop.se 

Who is the “ecological consumer” according to you? 

Character  
Education level 
Economy  
Woman/man  
Remaining (attitude, health, environmental) 
 

Which, do you believe, are the reasons behind buying ecological food that after all are more ex-
pensive?  

Environmental reasons  
Health reasons 
Ethics  
Animal care  
Package  
Promotion/Advertisement 
Remaining 
 

Why does Hemköp choose to venture ecological products? 

How do you believe Hemköp’s reputation is affected of this? 

How do you think when you market ecological food, target group etc.? 

How do you think the consumers are affected of your marketing, for example ”Garant”? 

What does ”Garant” stand for according to you? 

Can you interpret any changes among ecological consumers compared to ”ordinary” consumers 
during the last decade? 

Why does Hemköp use the KRAV label and other environmental marks?  

How do you think the consumers interpret the mark? What does the consumer know? 

Which attitudes exist in general among consumers according ecological / KRAV products? 

Give 3-5 reasons why the consumer should chose more expensive but ecological products ahead 
of “ordinary” products? 

 

Thanks for your time! 
/Jakob, Jennica and Stephanie 

Internationella Handelshögskolan Jönköping 
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8.4 Appendix 4– Interview template KRAV 

 

Questions about ecological products - KRAV 

 Telephone interview  Lars Nellmer VD, KRAV, 2009-03-23, 11.00 

 

Who is the “ecological consumer” according to you? 

Character  
Education level 
Economy  
Woman/man  
Remaining (attitude, health, environmental) 
 

Which, do you believe, are the reasons behind buying ecological food that after all are more ex-
pensive?  

Environmental reasons  
Health reasons 
Ethics  
Animal care  
Package  
Promotion/Advertisement 
Remaining 
 

Why do you, believe the general dealers choose to venture your KRAV labeling? 

Can you interpret any changes among ecological consumers compared to ”ordinary” consumers 
during the last decade? 

How do you think the consumers interpret the mark? What does the consumer know? 

Which attitudes exist in general among consumers towards ecological / KRAV products? 

 

 

Thanks for your time! 
/Jakob, Jennica and Stephanie 

Internationella Handelshögskolan Jönköping 
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8.5 Appendix 5 - Pilot study 1 

    Consumer questionnaires (Swedish version) 

                KÖN       ÅLDER       INKOMST   

    Kvinna 

  
  18-25 

  
  Låginkomsttagare 

  
          

  

    Man 

  
  26-35 

  
  Medelinkomsttagare 

  
          

  

  
    

  36-45 

  
  Höginkomsttagare 

  
          

  

  
    

  46-55 

    
  

  
          

  

            56-           

            1.Känner du till vad KRAV står för? 
        

 
  Ja 

  
  till en viss del 

  
  Nej 

 
            2.Känner du att du vet tillräckligt om vad ekologiska produkter innebär? 

     

 
  Ja, tillräckligt 

 
  endast till en viss del 

 
  nej inte alls 

            3.Vilken är din inställning till ekologiska varor?   positiv   neutral   Negative 
 

            4.Litar du på att KRAV och Ekologiska varor uppfyller alla krav de lovar? 
     

 
  ja 

  
  ja men inte fullt ut 

 
  Nej 

 
            5.Hur ofta (där det är möjligt) köper du ekologiska varor?  

     

 
  köper i stor utsträckning   köper ofta   köper sällan   köper aldrig 

  
(mer än 66%) 

  
(66-33%) 

 
(33-1%) 

 
(0%.) 

             Om "köper aldrig", hoppa ner till frågan i rutan längt ner 
                 6.Av vilka anledningar köper du ekologiska varor? 

                   

 
  Tänker på miljön 

   
  För djurens skull 

              

 
  Mer hälsosamt än vanliga produkter   Bättre smak/kvalitet 

             

 
  Etiska/sociala skäl 

  
  Annat        

            
       

          

7.Anser du att marknadsföring har påverkat dig i köpet av ekologiska varor? Varför? 
               

 
  Ja,                    

            

 
  Nej,                   

            8.Vid köp av ekologiska varor, är KRAV märkning viktig eller räcker det att det står Ekologisk på förpackningen. 
             

 
  Både ekologiskt och KRAV märkt är viktigt 

                 

 
  Bara ekologisk räcker 

                   

 
  Bryr mig inte 

                    9.Har din ekologiska konsumtion förändrats de senaste 10 åren? Hur? 
     

 
  ökat 

  
  minskat 

  
  Samma 

 

                        10.om nej till köp av ekologiska varor, vad är främsta anledningen till att du inte köper ekologiska varor?   

    för dyrt 
  

  nöjd med konventionella varor 
  

  

  
          

  

    otillgänglighet 
 

  gammal vana 
    

  

  
          

  

    ointresse 
  

  bekvämlighet 
    

  

  
          

  

    annat                   
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8.6 Appendix 6 - Pilot study 1 

    Consumer questionnaires (English version) 

                Gender       ÅLDER       INKOMST   

    Female 

  
  18-25 

  
  Low 

  
          

  

    Male 

  
  26-35 

  
  Middle 

  
          

  

  
    

  36-45 

  
  High 

  
          

  

  
    

  46-55 

    
  

  
          

  

            56-           

            1. Do you know what KRAV stands for? 
        

 
  yes 

  
  To some degree 

  
  No 

 
            2. Do you think you know enough about what ecological products means? 

     

 
  Yes, enough 

 
  Only to some degree 

 
  No, not at all 

            3. Which is your attitude to ecological products?   positive   neutral   negative 
 

            4. Do you trust that KRAV and Ecological products keep all their promises? 
     

 
  yes 

  
  Yes, but not completely 

 
  No 

 
            5. How often (when it is possible) do you buy ecological products? 

     

 
  Buing in great degree   Buying often   Buying rarely   Never buying 

  
(more than 66%) 

  
(66-33%) 

 
(33-1%) 

 
(0%.) 

             If "never buying", jump to the question in the box farthest down. 
                 6. By which reasons do you buy ecological food? 

                   

 
  Thinking at the environment 

   
  For the animals 

              

 
  More healthy than common products   Better taste/quality 

             

 
  Ethics/social reasons 

  
  Others       

            
       

          

7. Do you believe marketing have influenced you for buying ecological products? Why? 
               

 
  Yes                    

            

 
  No,                   

            8. When you buy ecological products, are the KRAV label important or is it enough with Ecological at the packing?. 
             

 
  Both Ecological and KRAV is important 

                 

 
  Only Ecological is enough 

                   

 
  Don’t care 

                    9. Have your ecological consumption changed during the last 10 years? How? 
     

 
  Increased 

  
  Decreased 

  
  Indifferent 

 

                        10. If  ”No” to buy of ecological products, what is the primary reason that you don’t buy ecological products?   

    To expensive 
  

  Pleased with conventional products 
  

  

  
          

  

    Unavailability 
 

  Old habit 
    

  

  
          

  

    Uninterested 
  

  Convenience 
    

  

  
          

  

    Others                   
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8.7 Appendix 7 - Pilot study 2 

    Consumer questionnaires (Swedish version) 

Fråga 1.     Hur ofta väljer du att köpa ekologiska livsmedel framför icke-ekologiska livsmedel (när det är 

möjligt)? 

Aldrig   1          2          3          4          5          6          7         Alltid 

 

Fråga 2.    Vilken är din inställning till ekologiska livsmedel? 

a) Väldigt negativ    1          2          3          4          5          6          7        Väldigt positiv 

b) Väldigt ointresserad    1          2          3          4          5          6          7        Väldigt intresserad 

 

Fråga 3.   Hur viktiga är följande attribut när du köper ekologiska livsmedel  

     Väldigt oviktigt                             Väldigt viktigt 

a) Hälsosamt   1          2          3          4          5          6          7    

b) Miljövänligt   1          2          3          4          5          6          7    

c) Bättre smak   1          2          3          4          5          6          7     

d) Djuromsorg   1          2          3          4          5          6          7                      

e) Inga bekämpningsmedel  1          2          3           4          5         6          7     

 

Fråga 4.   Rangordna följande skäl till att du köper ekologiska livsmedel. 1-5  (5 viktigast) 

      Hälsosamt 

      Miljövänligt 

      Bättre smak 

      Djuromsorg 

      Inga bekämpningsmedel 

 

Fråga 5.  Hur viktiga är följande attribut till varför du inte köper ekologiska  

                                Väldigt oviktigt                            Väldigt viktigt 

a) För dyrt   1          2          3          4          5          6          7       

b) Otillgängligt   1          2          3          4          5          6          7                

c) För många märkningar  1          2          3          4          5          6          7      

d) Ingen/dålig information  1          2          3          4          5          6          7     

e) Dålig/sämre kvalitet   1          2          3          4          5          6          7 

f) Ingen fördel   1          2          3          4          5          6          7      

g) Håller inte vad de lovar  1          2          3          4         5           6          7     
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Fråga 6.   Rangordna följande skäl till att du inte köper ekologiska livsmedel. 1-7 (7 viktigast) 

      För dyrt 

      Otillgängligt 

      För många märkningar 

      Ingen/Dålig information 

      Dålig/sämre kvalitet 

      Ingen fördel 

      Håller inte vad de lovar 

 

 

Fråga 7. Följande märke känner jag väl till:  

    Känner inte till                                                 Känner till väl 

a) 1          2          3          4          5          6          7      

 

b) 1          2          3          4          5          6          7     

 

c) 1          2          3          4          5          6          7     

 

d) 1          2          3          4          5          6          7     

 

 

 

Fråga 8. Hur viktig är märkningen för dig vid köp av ekologiska livsmedel? 

     Väldigt oviktig        Väldigt viktig 

a) Butikernas egna 1          2          3          4          5          6          7      

    ekologiska märkningar  

b) KRAV-märkning 1          2          3          4          5          6          7     

c) Både butikernas egna  1          2          3          4          5          6          7     

    ekologiska- och KRAV-märkning  

 

 

Fråga 9 – Vem är du? 

a) Kön:  Man               Kvinna 

b) Ålder:  

 

c) Utbildning: Grundskola                       Gymnasial                           Eftergymnasial                              

                        utbildning          utbildning 

d) Inkomst:   <10 000kr/mån            10 000-37 500kr/mån                > 37 500kr/mån  

e) Antal personer i hushållet?___ 
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8.8 Appendix 8 - Pilot study 2 

    Consumer questionnaires (English version) 

 

Question 1.    How often do you choose to buy ecological ahead of unecological products (when it is possi-

ble)? 

Never   1          2          3          4          5          6          7         Always 

 

Question 2.    Which is your attitude towards ecological products? 

a) Very negative   1          2          3          4          5          6          7       Very positive 

b) Very uninterested   1          2          3          4          5          6          7        Very interested 

 

Question 3.   How important are the following attributes when you buy ecological products?  

   Very unimportant                             Very important 

a) Healthy  1          2          3          4          5          6          7    

b) Environmental  1          2          3          4          5          6          7    

c) Better taste  1          2          3          4          5          6          7     

d) Animal care  1          2          3          4          5          6          7                      

e) No pesticides   1          2          3          4          5          6          7     

 

Question 4.  Rank the following reasons to why you buy ecological products. 1-5  (5 most important) 

      Healthy 

      Environmental 

      Better taste 

      Animal care 

      No pesticides 

 

 
Question 5.  How important are the following attributes to why you don’t buy ecological products?  

                        Very unimportant                          Very important 

a) Too expensive  1          2          3          4          5          6          7       

b) Unavailability  1          2          3          4          5          6          7                

c) Too many labels 1          2          3          4          5          6          7      

d) Bad/ no information 1          2          3          4          5          6          7     

e) Bad/poor quality  1          2          3          4          5          6          7 

f) No advantage  1          2          3          4          5          6          7      

g) Not keeping promises 1          2          3          4          5          6          7     
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Question 6.   Rank the following reasons to why you don’t buy ecological products. 1-7 (7 most important) 

      To expensive 

      Unavailability 

      Too many labels 

      Bad/no information 

      Bad/poor quality 

      No advantage 

      Not keeping promises 

 

Question 7. I recognize the following labels well:  

    Don‟t recognize                                                Recognise well 

a)  1          2          3          4          5          6          7      

 

b)  1          2          3          4          5          6          7     

 

c)  1          2          3          4          5          6          7     

 

d)  1          2          3          4          5          6          7     

 

 

Question 8. How important are the labeling, when buying ecological products? 

      Very unimportant      Very important 

a) The general dealers´   

     own ecological labels 1          2          3          4          5          6          7      

  

b) KRAV-label  1          2          3          4          5          6          7     

c) Both the general  1          2          3          4          5          6          7     

    dealers´ own ecological  

    label and KRAV label 

 

Question 9 – Who are you? 

a) Gender:    Male                       Female 

b) Age:___ 

 

c) Education:   middle school              high school             University                            

              

d) Income:    <10 000sek/mon             10 000-37 500sek/mon           >37 500sek/mon  

e) Number of people in the household?        
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8.9 Appendix 9 - Analysis of variance; Age, Income and Education 
 

ANOVA Age 

 

Divided into groups (low frequent buyer, middle frequent buyer, high fre-

quent buyer) 

 
Sum of 

Squares df Mean Square F Sig. 

Between Groups ,456 4 ,114 ,295 ,881 

Within Groups 36,784 95 ,387   

Total 37,240 99    

 

 

ANOVA Education 

 

Divided into groups (low frequent buyer, middle frequent buyer, high fre-

quent buyer) 

 
Sum of 

Squares df Mean Square F Sig. 

Between Groups ,899 2 ,449 1,189 ,309 

Within Groups 37,415 99 ,378   

Total 38,314 101    

 

 

ANOVA Income 

 

Divided into groups (low frequent buyer, middle frequent buyer, high fre-

quent buyer) 

 
Sum of 

Squares df Mean Square F Sig. 

Between Groups 1,274 2 ,637 1,702 ,188 

Within Groups 37,040 99 ,374   

Total 38,314 101    
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8.10 Appendix 10 - ANOVA; education level  

Attitude question tested with education level 

 

ANOVA 

 
Sum of 

Squares df Mean Square F Sig. 

what is your attitude toward 

ecological food, nega-

tive/positive 

Between 

Groups 

27,861 2 13,931 6,991 ,001 

Within 

Groups 

197,286 99 1,993 
  

Total 225,147 101    

what is your attitude toward 

ecological food, uninte-

rested/interested 

Between 

Groups 

25,996 2 12,998 4,623 ,012 

Within 

Groups 

278,357 99 2,812 
  

Total 304,353 101    

8.11 Appendix 11 - Post-hoc test 

Post-hoc test 

Tukey HSD 

Dependent Variable (I) Education (J) Education 

Mean Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

what is your attitude to-

ward ecological food, neg-

ative/positive 

middle school hight school -,223 ,452 ,875 -1,30 ,85 

University -1,196* ,422 ,015 -2,20 -,19 

hight school middle school ,223 ,452 ,875 -,85 1,30 

University -,973* ,313 ,007 -1,72 -,23 

university middle school 1,196* ,422 ,015 ,19 2,20 

hight school ,973* ,313 ,007 ,23 1,72 

what is your attitude to-

ward ecological food, un-

interested/interested 

middle school hight school ,304 ,537 ,839 -,97 1,58 

University -,786 ,501 ,264 -1,98 ,41 

hight school middle school -,304 ,537 ,839 -1,58 ,97 

University -1,089* ,372 ,012 -1,97 -,21 

universty middle school ,786 ,501 ,264 -,41 1,98 

hight school 1,089* ,372 ,012 ,21 1,97 

*. The mean difference is significant at the 0.05 level. 
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8.12 Appendix 12 - Mean value of attitude towards ecological food 

 

8.13 Appendix 13 - t-test/mean value (positive aspects/gender) 

 Gender N Mean Sig. (2-tailed) 

healthy male 45 5,29 ,231 

female 57 5,65  

environmental friendly male 45 5,02 ,027 

female 57 5,63  

taste male 45 4,38 ,005 

female 57 5,39  

animal concern male 45 4,58 ,020 

female 57 5,35  

no pesticide male 45 5,47 ,023 

female 57 6,16  

 

 

 

Descriptives 

 

N Mean 

Std. De-

viation 

Std. 

Error 

95% Confidence Inter-

val for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

what is your attitude toward ecologi-

cal food n/p 

middle school 14 4,71 1,684 ,450 3,74 5,69 1 7 

hight school 32 4,94 1,435 ,254 4,42 5,46 3 7 

university 56 5,91 1,325 ,177 5,56 6,27 3 7 

Total 102 5,44 1,493 ,148 5,15 5,73 1 7 

what is your attitude toward ecologi-

cal food u/i 

middle school 14 4,43 1,697 ,453 3,45 5,41 1 7 

hight school 32 4,13 1,581 ,280 3,55 4,70 1 7 

university 56 5,21 1,724 ,230 4,75 5,68 1 7 

Total 102 4,76 1,736 ,172 4,42 5,11 1 7 
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8.14 Appendix 14 - ANOVA/mean value (too expensive/age) 

 

 

 

 

 
 

  

 

 

 

 

 

 

 

 

 

 

 

8.15  Appendix 15 - Awareness of the KRAV label 

 

KRAV 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 1 3 2,9 2,9 2,9 

3 4 3,9 3,9 6,9 

4 4 3,9 3,9 10,8 

5 17 16,7 16,7 27,5 

6 28 27,5 27,5 54,9 

7 46 45,1 45,1 100,0 

Total 102 100,0 100,0  

 

(I) Age 

groups 

(J) Age 

groups 

Mean Difference 

(I-J) Std. Error Sig. 

20-28     

65-83 3,043
*
 ,762 ,001 

29-39     

65-83 2,875
*
 ,742 ,002 

40-50     

65-83 2,500
*
 ,765 ,013 

51-64     

65-83 2,500
*
 ,781 ,016 

65-83 20-28 -3,043
*
 ,762 ,001 

29-39 -2,875
*
 ,742 ,002 

40-50 -2,500
*
 ,765 ,013 

51-64 -2,500
*
 ,781 ,016 

 
N Mean 

20-28 23 6,04 

29-39 32 5,88 

40-50 22 5,50 

51-64 18 5,50 

65-83 5 3,00 

Total 100 5,62 
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8.16 Appendix 16 - Label awareness/gender 

 

Levene's Test for Equality of Va-

riances 

F Sig. t df Sig. (2-tailed) 

KRAV Equal variances assumed 1,236 ,269 -,341 100 ,734 

Equal variances not as-

sumed 
  

-,348 99,448 ,729 

Änglamark Equal variances assumed ,796 ,374 -2,152 100 ,034 

Equal variances not as-

sumed 
  

-2,179 98,144 ,032 

Garant Equal variances assumed ,165 ,686 ,649 100 ,518 

Equal variances not as-

sumed 
  

,650 95,094 ,517 

ICA I love eco Equal variances assumed 1,371 ,244 -4,199 100 ,000 

Equal variances not as-

sumed 
  

-4,139 88,631 ,000 

 

8.17 Appendix 17 - Correlation analyse/ KRAV versus General dealers 

Correlations 

  General dealer 

own KRAV only 

both general dealers own 

and KRAV 

General dealer own Pearson Correlation 1 ,387
**

 ,546
**

 

Sig. (2-tailed)  ,000 ,000 

N 102 102 102 

KRAV only Pearson Correlation ,387
**

 1 ,771
**

 

Sig. (2-tailed) ,000  ,000 

N 102 102 102 

both general dealers own and 

KRAV 

Pearson Correlation ,546
**

 ,771
**

 1 

Sig. (2-tailed) ,000 ,000  

N 102 102 102 

**. Correlation is significant at the 0.01 level (2-tailed). 

 


