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Abstract 

Background:  The tourism industry is one of the largest industries in the world, 

with annual revenues exceeding US$ 850 billion. Because of the 
size and nature of the industry, tourism is seen as one of the largest 

contributors to the negative effects on the environment today. 
Within the tourism industry, there exist more than 70 eco-labels 

representing various environmental standards. However, none of 
them are widely used within the tourism industry. 

Purpose:  This thesis investigates how the use of the two eco-labels Svanen and Green 
Globe affect Swedish students’ perception of a package tour marketing 

campaign. It investigates how students’ perceptions of advertisement differ 
between advertisement for package tours with and without incorporated eco-

labels. 

Method:    The study uses a mixed method with a sequential explanatory 

strategy. The quantitative part consists of a survey and the 
qualitative part consists of follow up interviews with a number of 

interviewees who are all respondents in the quantitative part. This 
thesis primarily focuses on the quantitative part, which consists of 

three questionnaires, one of which contains an advertisement for 
Ving, and two which used the same advertisement but which have 

been manipulated to include Green Globe and Svanen respectively. 

Conclusion:   The conclusion of the study is that students‟ perception of 

advertisement does not differ between the advertisement not using 
an eco-label and the ones manipulated to include Green Globe or 

Svanen. The reasons to why the perception does not differ are 
explained by eco-labels having failed in communicating what they 

stand for. Students have limited financial resources, which 
constrains them from behaving in an environmentally friendly way. 

In addition, the advertisement including eco-lables is congruent 
with the students‟ perception about the brand Ving as an 

environmentally friendly company. There is however factors that 
indicate that eco-labelling in the tourism industry can work as a 

partial solution for a more sustainable future. 
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Sammanfattning 

Bakgrund: Turismindustrin är en av de största industrierna i världen, med 

årliga inkomster på över US$ 850 miljarder. På grund av 
storleken och dess påverkan, anses turismen vara en av de 

största orsakerna till den negativa utvecklingen av miljön. Inom 
turismindustrin existerar mer än 70 miljö märkningar som 

representerar olika miljöstandarder. Dock har inga av dem sett 
någon större användning inom turismindustrin. 

Syfte: Syftet med denna rapport är att undersöka hur användning av de två 
miljömärkningarna Green Globe och Svanen påverkar studenters 

uppfattning av en reklamkampanj för charter resor. Den undersöker hur 
studenters uppfattning om reklam för charter resor skiljer sig mellan 

reklam som använder miljömärkning och den som inte gör det. 

Metod: Denna studie använder en blandad metod med en sekventiell 

strategi. Den kvantitativa delen består av enkätundersökningar 
och för den kvalitativa delen används intervjuer med några 

deltagare från den kvantitativa delen. Störst fokus ligger på den 
kvantitativa delen som består av tre olika enkäter, en som 

innehåller en reklam bild på Ving, och två som manipulerats att 
innehålla Green Globe respektive Svanen. 

Slutsats: Slutsatsen av studien är att studenters uppfattning om 
annonserna inte skiljer sig mellan annonsen utan 

miljömärkning och de som manipulerats med Green Globe 
eller Svanen. Anledning till att uppfattningen inte skiljer sig kan 

förklaras av att miljö märkningarna har misslyckats med att 
kommunicera vad dem står för. Studenterna har begränsade 

ekonomiska resurser och detta begränsar dem att uppföra sig 
på ett miljövänligt sätt. Dessutom överrensstämmer reklamen 

som innehöll miljö märkning med studenternas uppfattning 
om varumärket Ving som ett miljö vänligt företag. Det finns 

dock faktorer som tyder på att miljömärkning inom 
turistnäringen kan fungera som en del av lösningen för en mer 

hållbar framtid. 
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1 Introduction 

“The eco-business trend is an important marketing trend to embrace and understand because it can and will 
be an important brand element.”  

– James Canton, CEO Institute for Global Futures (cited in Verespej, 2010, p 1) 

1.1 Background 

One of the most debated issues today is global warming. There is no doubt the global 

average ocean and air temperatures are increasing, the global average sea level is rising and 
the polar ices and glaciers are melting (Solomon, Qin, Manning, Chen, Marquis, & Averyt 

2007). Whether or not you believe in the science behind global warming, it is impossible to 
ignore that the way we live today is affecting the environment. Due to the nature of the 

industry, as well as its size, the tourism industry is heavily implicated to be one of the 
reasons for changes in the climate today according to Gössling (2002). Further Gössling 

argues that the tourism industry must start to develop more sustainable practices and 
standards to counteract the negative effect tourism have on the environment. Additionally, 

he argues that it is in the tourism industry‟s own interest to do this, because the continued 
increases in global warming will have negative impacts on the tourist trade.  

1.1.1 Tourism industry 

Travel and tourism is the biggest industry in the world. It represents 9.4 % of the world‟s 

GNP and employs approximately 220 million people (World Travel and Tourism Council: 
About WTTC, 2010). According to Weaver and Lawton (2010) tourism has existed for 

centuries and has its starting point in BC 3000 when people started to spend leisure time in 
Mesopotamia. The tourism industry has over the years had a steady growth, but it was not 

until the Industrial Revolution in the 19th century that a greater part of the population got 
access to easier and more accessible travelling through technology advancements in railway 

systems and steamships (Weaver et al., 2010). Weaver et al. (2010) further state that the 
contemporary tourism from the 1950s up until today has grown tremendously. The 

domestic travel is still the biggest part of the industry and numbers indicate that it has 
grown 36 times from 1950, amounting to 900 million travellers. Revenues from 

international travels have increased from US$ 2 billion to over US$ 850 billion during the 
same period (Weaver et al., 2010). 

1.1.2 Mass tourism 

The most significant tourism sector in the world is mass tourism. The mass tourism 

segment of the industry employs over 160 million people around the world and generates 
revenues in excess of US$ 700 billion dollars, which makes it the largest and most 

important segment in terms of revenue (Claver-Cortéz, Molina-Azori‟n & Pereira-Miliner, 
2007). According to Weaver (2006), mass tourism consists of several characteristics such as 

being highly commercialized and it has an emphasis on economic profits and a focus on 
high package tour volumes. 

In order to cater the growth in the tourism industry, a new type of company, called tour 
operators, emerged in the 1950s (Weaver, 2006). Tepelus (2005) states that tour operators 

are companies that put together packages, containing the various components involved in 
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trips abroad such as accommodation and air-travel into package holidays that then are sold 
as a complete service to customers.  Package tours have seen a big growth since the 1950s 

and one of the most popular ways of travelling. This is also the case in Sweden. In 2007, it 
was measured that approximately 2.1 million Swedish people bought a package tour 

(Dagens Nyheter: Så växte chartern fram i Sverige, 2010). The biggest actors on the Swedish 
package tour market are Ving, Apollo and Fritidsresor (Restokig: Charterbolag, 2010). 

Package tours are considered to be one of the most inexpensive ways of travelling. This 
market in Sweden has grown tremendously over the last decades and it forces the tour 

operators to find new ways of staying competitive (Dagens Nyheter: Så växte chartern fram i 
Sverige, 2010). With the internet revolution, new cheap airlines and more actors on the 

market have contributed to that companies need to discover new ways of marketing their 
services, and it is becoming increasingly difficult to find the right tools for doing so (Bowie 

and Chang, 2005).  

1.1.3 Sustainable tourism 

Tourism involves both costs and benefits for society in general. The benefits include a 
better cross-cultural understanding, increases in both direct and indirect income and better 

preservation of local protection of the environment, culture and history (Jafari, 1990). 
Lately, criticisms have arisen towards the tourism industry that it affects the environment in 

a negative way. In other words, the costs are higher than the benefits (Jafari, 1990). The 
argument is that the tourism industry leads to greater misunderstandings and conflicts, 

especially between tourists and the locals. It is also argued that direct and indirect actions 
by tourists will destroy and affect the local environment in a negative way. Examples of this 

are waste and other negative actions to the environment (Weaver, 2006). 

As many industries today face the same challenges as the tourism industry, they have 

adopted practices and incentives to prevent their impact on the environment in order to 
work for a more sustainable future. This has been done by establishing resolutions through 

the European Union, better cross-border cooperation between countries and companies, 
the creation of eco-labels, and other awareness-raising means (Environmental technologies 

action plan: About ETAP, 2010).  

In order to communicate the importance of working towards a sustainable future and 

minimising the effects on the environment, many companies have started using eco-labels 
that signifies that the product in question follow various environmental guidelines. One 

eco-label that is widely used in Sweden is Svanen. Today the organisation certifies over 
6000 products, ranging from consumption goods to supermarkets (Svanen: 20 frågor om 

Svanen, 2010). Eco-labels do exist within the tourism industry but they are not widely used 
nor recognized. Currently the single largest eco-label that promotes sustainable tourism is 

the Green Globe. According to Harris, Griffin & Williams (2002) this eco-label is one of 
the most comprehensive accreditation schemes in the world for tourism as it includes 

hotels, travel, destinations and package tours (Green Globe: Certification categories, 2010). 

Even though the tourism industry is the world‟s largest industry and currently faces many 

concerns, there are no universal agreements on how to solve these challenges. There are 
attempts by individual organizations within the industry to try to reduce their impact on the 

environment and to become more environmentally friendly. However, as research shows 
(Jafari, 1990) there is a need for a more holistic approach to solve the current challenges. 

There is no common answer as to which type of tourism that is best for every destination. 
Because of this, each destination should be analyzed from its own characteristics and what 
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would be suitable for that particular destination. This should be done by scientific analysis, 
planning and management strategies (Weaver, 2006).  

1.2 Problem discussion 

In today‟s competitive economic climate, most companies are forced to adopt new ways of 
marketing and selling services and products. In addition, there is a dramatic increase in 

environmentally friendly goods and services on the market. The challenge of package tour 
operators of today is to find a way to combine the environmental aspect and to 

differentiate themselves from other actors on the market. One way to go is to look at other 
industries and what measures they have taken to find a good combination. A popular 

feature that is widely used is eco-labelling. Having an eco-label next to the company brand 
lets the customers know that your company is taking actions to be environmentally friendly 

and working towards a sustainable future. According to Bowden (cited in Stroud: the great 
eco-label shakedown, 2009),, using an eco-label brand can enhance your existing brand image. 

Being certified with an eco-label means that the company must follow guidelines and 
various steps in order to meet certain environmental criteria. By following the specific 

environmental guidelines provided by the eco-label certifier, the company can focus on 
how to differentiate themselves from the other actors on the market, instead of focusing 

on working on an environmental strategy of their own (Svanen: Svanar berättar, 2010). We 
argue that the holistic approach that is advocated by Jafari (1990) could be partially solved 

with the use of eco-labelling in the tourism industry. 

1.3 Problem  

When looking at the tourism industry of today, one would imagine that the world‟s largest 
industry, which operates on the basis of customer experience and beautiful environments, 

would take better care of the hand that feeds them, namely the environment. However, the 
lack of sustainable practices is alarming.  

As other industries have tried to tackle the environmental issues with the use of eco-labels 
it should be easy for the tourism industry just to follow suit. However, the problem we 

have found is that there is no well-established international eco-label for the tourism 
industry of today. The most prolific eco-label within the tourism industry, Green Globe, 

suffers from a number of issues. 

In order for any organization to adopt practices that would have a positive impact on the 

environment, there must be incentives. If it can be proven that package tour operators can 
gain new market share by using eco-labelling, companies may find the necessary incentives 

to change their business dealings to more environmentally friendly and sustainable 
alternatives.  

1.4 Purpose 

This thesis investigates how the use of the two eco-labels Svanen and Green Globe affect 
Swedish students‟ perception of a package tour marketing campaign. It investigates how 

students‟ perceptions of advertisement differ between advertisement for package tours with 
and without incorporated eco-labels. 

1.5 Delimitations 

This study will focus on the Swedish package tour market where currently none of the 

package tour operators uses Green Globe. The group of respondents are selected from 
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university students that currently are studying at various universities in Sweden. Further 
discussion about the sampling process is discussed in section 3.5. Since students are a 

group with limited financial resources we chose to focus this study on package tours 
because this type of trip is considered one of the most inexpensive ways of travelling. In 

addition, package tours are the biggest segment within the Swedish tourism industry 
therefore we consider this type of travelling interesting to investigate. In order to see how 

Swedish students‟ perception of marketing efforts are affected by the use of eco-labels we 
chose to use an advertisement from the Swedish package tour operator Ving, which is 

manipulated with the two eco-labels, Svanen and Green Globe (further discussed in section 
3.6.2). 

This study is of use for package tour operators, governments and non-governmental 
organisations, which have a focus on environmental issues and practices.  

1.6 Disposition 

This thesis will hereafter be structured as follows:  

The theoretical framework presents important 

concepts and theories regarding customer 
perception in relation to sustainable tourism and 

eco-label branding. 

 

The method chapter provides a clear picture of 
how the chosen method for collecting empirical 

material is done. Additionally, how the empirical 
material is interpreted is included. Finally, a 

section about why this thesis is trustworthy is 
described.  

 

This chapter presents the empirical material 

gathered from the quantitative and qualitative 
study.  

 

The analysis connects the empirical material with 

concepts and theories presented in the 
theoretical framework. Firstly, the quantitative 

empirical material is analysed. Secondly, the 
qualitative empirical material analysis is applied 

to the quantitative material and in extension 
connects it to concepts and theories. 

This chapter concludes the results from the 
analysis and answers our purpose. Suggestions 

for future research as well as critique to this 
thesis is expressed 

Theoretical Framework
 

  

Analysis 

Empirical Material 

Method 

Results and discussion 
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2 Theoretical framework 

The theoretical framework starts with a description of how the green paradigm has emerged. It explains 
definitions of sustainable tourism and eco-labels. In addition, Svanen and Green Globe are shortly 

described. The framework additionally focuses on how to market a package tour, how customers perceive 
these marketing efforts and why branding is important in building a powerful communication tool. This 

chapter concludes with a summary about the most important concepts presented in this chapter. 

2.1 Green Paradigm 

Weaver et al. (2010) states that a paradigm can be described as the general accepted beliefs 

and assumptions by a society and how the society interprets them. Paradigms can change 
over time and they can shift entirely to a completely new paradigm. Over the last decades, a 

green paradigm has emerged, particularly in the Western world. The green paradigm has its 
origin in the environment; it explains how we use the environment today. One outcome of 

the green paradigm is that customers are starting to become more environmentally friendly 
in all aspects of life, and the debate regarding the environment is a constant topic in media 

and society as a whole (Weaver et al., 2010). 

Weaver et al. (2010) also mention that tourism, and especially mass-tourism, has faced 

criticism from the green paradigm. The critique states that unlimited free market for 
tourism can destroy destinations, as they get over-crowded and polluted. Therefore, actors 

on the tourism market have started to adopt new environmental policies making it possible 
for the customers to climate compensate, trying to reduce waste at resorts, using 

environmental friendly energy and reducing carbon dioxide emission. Furthermore, 
concepts like sustainable development and sustainable tourism have arisen (Weaver et al., 

2010).  

2.1.1 Sustainable development 

The first definition of sustainable development was introduced in the Brundtland Report 
(United Nation, UN: Our Common Future, 1987, p.1) and states that: “Sustainable development is 

development that meets the needs of the present without compromising the ability of future generations to 
meet their own needs”.  

This definition has extensive support and was acknowledged at the Rio Earth Summit in 
1992 and also at the Johannesburg Summit in 2002. However, the term sustainable 

development is also subject to criticism since the two separate words have many meanings 
and interpretations (Weaver et al., 2010). Therefore, different stakeholders can use the 

concept from different perspectives and can create misleading interpretations. Critics also 
argue that the concept can be used for green washing, meaning companies claim to have 

adopted a green and environmentally friendly approach when in actuality, they have not 
(Weaver et al., 2010). How the concept of sustainable development has been of importance 

for the tourism industry is discussed in section 2.1.2.  

2.1.2 Definition of sustainable tourism 

Before the 1990‟s the concept of sustainable tourism was used interchangeably with 

sustainable development (Weaver, 2006). After the 1992 Rio Earth Summit the concept of 
sustainable tourism got wider recognition and was institutionalized by organizations like 

United Nation (UN), Asian-Pacific Economic Cooperation (APEC) and World Travel and 
Tourism Council (WTTC). Together with other global and regional actors, these 



 Jägerlind-Puuri, Henriksson, Brun Johansson 

 
6 

organizations have undertaken actions for a sustainable tourism framework. However, 
different organizations and actors still define the concept in different ways (Weaver, 2006).  

Sustainable tourism has its starting point in the same definitions as sustainable 
development. Weaver et al. (2010) argues that in operational terms sustainable tourism 

should: 

 Not exceed the environmental, social, cultural or economic carrying capacity of a 

given destination, and 

 Ensure that related environmental, socio-cultural and economic costs are 

minimized while benefits are maximized.  

Edgell (2006) states that sustainable tourism of ”...one area is its ability to maintain the quality of 
its physical, social, cultural, and environmental resources while it competes in the market place.”  

(Managing Sustainable Tourism, 2006, p.105).  

According to Edgell (2006) earlier tourism in general was focused only on the goal of 

generating an economic profit. Nevertheless, as the negative impacts of tourism emerged 
the importance of environmental and social issues was highlighted. Therefore, it has 

evidently become a management strategy to tie the economic, environmental and social 
concerns together and transform them into something positive and sustainable for the 

future (Edgell, 2006). Communicating these concerns has inevitably become important for 
being able to manage a sustainable future.  

2.2 Communication in sustainable tourism 

Edgell (2006) state that managing sustainable tourism requires continuous improvement 
and effective communication tools for all stakeholders involved. This can be reached 

through cooperation with large international organisations and political involvement in 
order to attain consensus and a great participation (Environmental technologies action 

plan: About ETAP, 2010). Edgell (2006) argues that it is important to constantly monitor 
the impacts and develop measurement tools. The goal of having good communication is 

important in order to gain high satisfaction from the customers, raising awareness about 
sustainability problems and encourage sustainable actions. According to United Nations 

Environmental Program, UNEP, (1998) the use of eco-labels can help the tourist industry 
to identify critical issues and increase the speed of implementing eco-efficient solutions. 

Additionally, they will lead to better ways of monitoring and evaluating environmental 
performance. With the ability to sell tourist products as well as increasing environmental 

awareness, eco-labels should be seen as both a marketing tool as well as an environmental 
management tool (UNEP, 1998).  

2.2.1 Definition of eco-label 

“Methods to standardize the promotion of environmental claims by following compliance to set criteria, 
generally based on third party, impartial verification” Font‟s definition of eco-label (2001; cited in 

Weaver 2006, p.115). 

In order to comprehend how an eco-label can work as a communication tool, it is 

important to understand what an eco-label is. The European Commission (What is the Eco-
label?, 2010) state that an eco-label is a label that sets standards on products and services in 

order for it to fulfil certain criteria. Often these criteria and standards need to be fulfilled 
throughout the product life cycle, from production to end-customer. The goal is to 

produce environmentally friendly products and services in order to reach a sustainable 
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future. An eco-label is often created from a governmental incentive, in a non-governmental 
organization or a private firm (European Commission: What is the Eco-label?, 2010). The 

criteria and standards set by the issuing firm will develop into an eco-label certification that 
companies can apply for. A company can receive an eco-label certification on a specific 

product or service they supply or a specific process of the company. The eco-label may 
then be used as a marketing tool or for internal purposes. The overall aim is to inform all 

stakeholders that the company meets the environmental criteria that the eco-label demands. 
The work does not stop once the company receives an eco-label; the issuing firm 

establishes different measurement tools in order to evaluate if companies keep and meet 
the criteria (European Commission: What is the Eco-label?, 2010). Furthermore, an 

application fee usually follows by applying for an eco-label. After the eco-label is issued and 
the business is certified it is common that the issuing firm charge a yearly license fee. In 

order to cover these costs, eco-labelled products will often come with a price premium in 
comparison to products that have not been certified. (Svanen: Vad kostar det?, 2010). 

Additionally, Weaver et al. (2010) argue that sustainable actions and eco-labels should 
include a financial aspect since tourism without profit or a financial agenda is most likely to 

fail no matter if it acts on environmental and socio-cultural benefits.  

Furthermore, Buckley (2002) describes three levels of eco-labelling within the tourism 

industry:  

 Sustainable tourism with proactive and practical design to reduce environmental 

impacts. 

 Nature-based tourism where the environment is the main component. 

 Ecotourism with a considerable environmental education component and 
conservation of natural and cultural environment.    

 

It should be pointed out that even though both eco-labelling and eco-tourism includes the 
word eco, one does not automatically imply the other. It is not surprising that people 

mistake eco-labelling in tourism as only concerning eco-tourism when in fact the labelling 
consists of all three layers mentioned above. However, the focus of this study is on the first 

level since this level goes hand in hand with the concept of sustainable tourism discussed in 
section 2.1.2.  

Svanen 

Svanen is one of the leading eco-label schemes on the Swedish market. 

According to a study by SIFO (cited in Svanen: 20 Frågor om Svanen, 
2010) 97% of the respondents recognized the eco-label Svanen. Svanen 

was established in 1989 and has certified over 6000 products, ranging 
from consumption goods to restaurants. However, during the start-up 

period the brand was exposed to a lot of criticism; it was argued that 
Svanen was too bureaucratic (Svanen: Frågor om Svanen, 2010). One of 

the factors, which have made Svanen successful, is their simplicity 
towards the end customer; the customer does not have to be familiar with complex 

environmental problems. Additionally, companies have understood that using Svanen can 
give them competitive advantages (Svanen: Frågor om Svanen, 2010). The success of Svanen 

is shown by a survey, which shows that 71% of respondents think that Svanen contributes 
to a better environment, and 62% of respondents are looking for Svanen products when 

they are shopping (Svanen: Samlade siffror om Svanen och EU Ecolabel, 2010). Additionally, 
Svanen certification is built upon International Standards Organization ‟s (ISO) 9000 and 
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14001 standards. Svanen is also controlled by different third party organisations in order to 
evaluate Svanen‟s work (Svanen: 20 frågor om Svanen, 2010). 

Green Globe 

Green Globe is an example of an eco-label within the tourism 

industry. According to Harris et al. (2002) Green Globe is one of 
the most comprehensive accreditation schemes in the world for 

tourism. It has its origin from the Agenda 21 principles, which was 
set at the United Nations Rio de Janeiro Earth Summit in 1992. 

After two years of development, a Green Globe membership 
program was founded in 1994. (Green Globe: History, 2010). 

Originally, Green Globe was a wholly owned subsidiary of the 
WTTC until 1999 when it became an independent company, named Green Globe limited 

which is operated from London, overseen by an international advisory council. With this 
change the company also changed focus from an environmental and education awareness 

program to a formal accreditation scheme (Harris et al., 2002). In 2008, Green Globe 
International bought Green Globe limited, which is a U.S. public company. From a 

combined leadership of these two companies the Green Globe brand has a worldwide 
certification program (Green Globe: History, 2010). These certificates cover a large part of 

the tourist industry, applying to such areas as attractions, businesses (whole sale/rental), 
events and more. Green Globe certification is based on a number of established 

documents and standards (Green Globe: Green Globe standards, 2010). Examples of these 
standards are the ISO 9001 and 14001, Global Partnership for Sustainable Tourism Criteria 

(STC Partnership) as well as the Agenda 21 principles for Sustainable Development 
endorsed by 182 Governments at the United Nations Rio de Janeiro Earth Summit in 

1992. These criteria‟s cover such things as how companies must handle issues relating to 
environment & energy, conservation as well as corporate social responsibility (Green 

Globe: Green Globe standards, 2010). 

2.3 Stages in eco-labelling process 

According to Buckley (2002), new eco-labels introduced within all kinds of sectors have 

traditionally followed a similar pattern. This pattern helps to explain the development of 
eco-labels. He mentions a ten-step process, which most eco-labels have moved through: 

1. Various institutions identify an environmental issue as significant. 

2. Media and industry raises attention to the addressed issue. 

3. The issue gets attention from the public, which creates incentives from policy 
makers. 

4. Companies start to address the issue and eco-label their products. 

5. Other companies perceive a market advantage from using eco-labels and follow. 

6. Companies charge a price premium for eco-labelled products. 

7. The public rejects the eco-label due to perceiving them as meaningless and 

fraudulent. 

8. Fair trading legislations are created through legal actions. 
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9. If legal actions are successful, the tenth step is accelerated. It should be noted that 
ninth step is not necessary in order to reach the tenth step. 

10. Industry, government or both act to formalize the meaning and use of the eco-
label. 

One of the issues with Green Globe is that it suffers from being in the third stage (Buckley, 
2002). The third stage involves building acceptance amongst customers. The problem is, 

during its inception, Green Globe employed very relaxed rules and regulations, which 
would allow for quicker acceptance amongst the industry. According to Font (2001), it is 

now in the process of making their rules and regulations stricter in order to make the label 
more commercially acceptable amongst consumers. Furthermore, Green Globe has also 

received criticism from various conservation organizations and NGO‟s for focusing more 
on how companies improve and not on actual performance, i.e. companies may be doing 

better than before in environmental aspects but not well enough to warrant certification 
(Font, 2001). 

Svanen on the other hand, has passed the final stage since the Swedish government has 
formalized the label. Svanen is partly owned by the government (Svanen: 20 frågor om svanen, 

2010). 

2.4 Evaluation of eco-labels 

In 2002, there were about 70 eco-labels on the European tourism market (Budeanu, 2007). 

However, most of them seem to fail to reach their goal since there is not a common well-
known eco-label for the sustainable tourism industry today. According to Budeanu (2007), 

eco-labels are the most recognized means by tourism organizations to boost environmental 
practices. However, there are three major issues with the current eco-labels effectiveness. 

The first one is that there seems to be too many eco-labels on the market, which confuses 
the customers rather than informing them. Secondly, many eco-labels fail in reaching their 

purpose, namely to boost environmental practices and purchases. Instead, they seem to be 
just awareness-raising means (Budeanu, 2007). Thirdly, many of the current eco-labels in all 

industry, not just the tourism industry, tend to be singled-focused. This means that instead 
of a holistic certification, only one part of a product or service is eco-labelled (Gadonniex, 

the next generation of eco-labels?, 2009). Further Gadonniex (2009) states that there is a need for 
a more holistic eco-label certification that focuses on the whole product life cycle or 

service. However, in the case of the Green Globe label Weaver (2006) explains that it has 
received critique on being too wide, meaning that it includes all parts of tourism worldwide. 

The critique points out that Green Globe has been overly ambitious to embrace the whole 
market with limited resources. Thus, it still needs time and resources to develop in order to 

reach its holistic goal (Weaver, 2006). 

Additionally, Budeanu‟s (2007) research shows that awareness of eco-labels is very low. 

Griffin and DeLacey (2002; cited in Weaver, 2006) explains that this is also an issue for 
Green Globe. Another drawback is that customers generally tend to refuse to accept eco-

labels if they do not show clear personal benefits and conveniences for the consumer. This 
is particularly clear when it comes to the actual purchase of a service with an eco-label. 

However, one positive effect shown with eco-labels is the informative value it has which 
enhance customers‟ attitude towards environmental actions (Budeanu, 2007). Moreover, 

many industries have shown a positive trend in their sales when they started with eco-
labelled products (Svanen: Svanar berättar, 2010). An example is the case of the Swedish 

supermarket City Gross, which is currently using Svanen as an eco-label. They have 



 Jägerlind-Puuri, Henriksson, Brun Johansson 

 
10 

experienced an overall increase in sales and an increase in new customers that are attracted 
to the store since they became certified with Svanen. As with all companies, City Gross‟s 

main goal is to generate a profit. However, they are sure that being environmentally 
friendly will generate great benefits both for the company and for the customers (Svanen: 

Vinst kan kombineras med ett bra miljöarbete, 2010). Furthermore, the newly established dry-
cleaner company Fred Butler has used Svanen as a marketing tool in their start-up process. 

The company state that Svanen is a label, which most customers are aware of, and using 
the label has helped them establish themselves as an environmentally friendly company 

(Svanen: Fred Butler stärker varumärket med Svanen, 2010). It can also be stated that using an 
eco-label can help a company to get more organized and structured in its work towards a 

sustainable future. This is what Sånga Säby Kurs & Konferens argue; using Svanen has 
helped them to become more clear and structured in what they want to achieve with their 

environmental engagement (Svanen: Vill du göra bra affärer?, 2010).  

2.5 Window of opportunity 

As the examples provided in 2.4 indicate, there are opportunities to exploit by using eco-

labels. According to Wickham (2006), spotting an opportunity in a market means that you 
have to take advantage of it by firstly identifying the opportunity of the window, secondly 

measuring the window and then lastly open the window. By following these steps, a 
company can create an advantage by being first with a particular product or feature. 

Applying this to the sustainable tourism market, companies and governments have a great 
opportunity in finding a solution to the current issues facing this industry. Since research 

indicates (Jafari, 1990) that the tourism industry is in need of further research and a more 
holistic approach to s sustainable future, there are issues that need to be solved. If any 

organisation spots a new window, measures it and then opens it the organisation can find a 
solution to the issues that needs to be solved and in extension this leads to a first mover 

advantage. By being the first actor on a new market you will gain market share and an 
advantage towards the competitors that will follow by adjusting to the new market 

established (Johnson, Scholes & Whittington, 2008).    

2.6 Marketing efforts in the tourism industry 

“But beyond simply making claims, substantiated or not, eco-labels have become a solid marketing tactic”- 
Marty McDonald (cited in Stroud, the great eco-label shakedown, 2009, p. 29). 

The tourism market is becoming more competitive and package tour operators need to 
find new ways of differentiating themselves from its competitors (Pike, 2005). Therefore, 

having the right marketing mix is crucial. It is of importance that a company sends the right 
message to its customers, meaning that a company has to be clear on what marketing 

message should be sent out. They also have to consider how the customers will interpret 
this message (Weaver et al., 2010). The interpretations of the message will lead into 

different perceptions about the company. Marketing an intangible service is different from 
marketing a tangible product. Marketing a service involves several complex aspects that 

package tour operators need to consider when figuring out what marketing message they 
want to send out. In addition, how the customers perceive this message will affect the 

outcome of the marketing message (Pike, 2005). 

According to Edgell (2006), if a destination is managed in a sustainable way it is also easier 

to promote and market it. Using the right tools for marketing, like e-marketing and special 
websites, makes it possible to find the customers that would be interested in a sustainable 

destination. Additionally, Edgell (2006) states that a strategic plan for sustainable tourism 
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would make it easier to develop, promote and market a particular destination. By 
successfully implementing a strategic sustainable tourism plan, it is possible to target a 

market that would be interested in visiting this type of destination and possibly return to it 
(Edgell, 2006).     

2.6.1 Service marketing 

Weaver et al. (2010), state that service marketing is differentiated from marketing of goods 

due to four characteristics. Marketing a service, like tourism, differs from marketing of 
normal goods in that the service is intangible, inseparable, variable and perishable. The 

concept of intangibility means that a service cannot be seen or tried before being purchased  
(Weaver et al., 2010). This is the case for package tours; the consumer cannot try the trip 

before it is actually purchased. The service is inseparable due to being produced at the same 
time as it is consumed (Weaver et al., 2010). Because of that, you cannot separate the 

production of the service from the consumption of it. Variability is the third characteristic 
of marketing a service and means that the human participants involved in it affect the 

expectations of the service (Weaver et al., 2010). In the case of package tours, this implies 
that the customers who purchase a package tour affect the outcome of it. Customers‟ 

mood and expectations are variable and will therefore affect the outcome of the service. 
Lastly, the perishability of marketing a service means that a service cannot be produced and 

stored for consumption later on (Weaver et al., 2010). This goes hand in hand with the 
inseparability; the production and consumption occurs simultaneously. 

2.6.2 Customers’ perception of marketing 

Part of the marketing process is trying to predict how your customers will perceive the 

marketing message. It is crucial to understand the customers‟ perception of marketing 
efforts in order to build loyal customers. It is also important to do so in order to see if the 

customers perceive the marketing message in the way you intended it to be perceived. 
Stroud (the great eco-label shakedown, 2009) states that if the connection between the real 

message and perceived message differ the customers will refuse to acknowledge the brand. 
In order to examine how the customers perceive a marketing message the role of 

investigating the consumer‟s behaviour is essential. 

To successfully market a tourism service, Swarbrooke and Horner (2007) argue that 

marketers need to look at the consumer‟s behaviour. There are several important factors 
that marketers need to understand and one that is highlighted in this study is consumer 

perception. Swarbrooke et al. (2007) research indicates that consumer perceptions range 
from the perception about the product, destinations, type of holiday and tourism 

organizations. These perceptions are central for marketers to understand because these 
perceptions will determine the consumer‟s actual behaviour. However, it is very 

complicated for organizations to map out these perceptions since they often depend on 
individual opinions. Furthermore, perceptions are commonly established on previous 

knowledge that no longer is relevant for the current situation (Swarbrooke et al., 2007).  

Bertrand (1990) argues that the customer‟s perception of the quality of a service is the only 

true measurement of that service‟s quality. In contrast, when measuring the quality of a 
product there are tools for measuring that product‟s quality e.g. the sustainability of a 

certain material. Since a service is intangible, there are no other means to measure the 
quality of a service rather than through how customers perceive it (Bertrand, 1990). 

Building a competitive advantage, both in the service and product market, means that you 
are superior in creating what the customer wants, how they perceive it and what they 
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expect. Therefore, in order to build a powerful service quality one has to measure the 
consumer‟s satisfaction and attitude and compare this to how the company actually delivers 

the service (Bertrand, 1990). 

2.6.3 Congruity Theory 

Designing a company‟s marketing message requires an understanding of how the 
customers will perceive the marketing message. Moreover, it is vital to understand the 

consumer‟s behaviour and what happens in the customer‟s mind when confronted with a 
new or existing marketing message.  

According to Percy and Elliot (2009), congruity theory states that a cognitive response is 
what activities occur in your mind when confronted with a new message of some form. For 

example, it could be meeting someone for the first time or encountering a new 
advertisement. It means that when a person is faced with something new, he will try and 

compare this message or situation with something he already knows. 

When a marketing message is incongruent, the message at hand is somehow different from 

the consumer‟s mental image of it (Percy et al., 2009). For example, if a low price car 
manufacturer would launch and market a high-end sports car, customers would have a 

harder time processing the image and message, since the consumer has a different image in 
memory when thinking of that manufacturer. This can cause two different reactions. If the 

consumer can find a way to associate the incongruent image with the one they already have, 
the response to the advertisement will be more positive. If on the other hand the consumer 

fails to overcome the incongruent message, a more negative reaction will occur. 

In the context of this study, a customer possesses a perception about the package tour 

operator Ving. This image can be positive or negative depending on their previous 
encounters with the brand. In a marketing campaign, the message is important since the 

consumer will interpret the message as either congruent or incongruent (Percy et al., 2009). 
As for the case of this study, the approached customers‟ will be tested on whether or not 

the image of Ving with Svanen and Green Globe is congruent with their existing 
perception of Ving.  

2.6.4 Branding 

The practice of branding is about creating a brand for your product or service. This can 

take the form of for example a special name or symbol, which shows how your product is 
differentiated from the competition (O‟Malley, 1991; cited in Rooney, 1995). This view is 

further supported by Kotler and Armstrong (2004) who defines it as ”...a name, term, symbol, 
or design or combination of them, intended to identify goods or services of one seller or group of sellers and to 

differentiate them from those of their competitors” (cited in Swarbrooke & Horner, 2007, p.164).  

Having a strong brand in the tourism industry is considered crucial. Swarbrooke et al. 

(2007) argue that marketing an intangible service is difficult but with a strong tangible 
brand it makes it easier for customers to decide about the purchase. A brand, logo or 

trademark represents different benefits depending on how the individual  consumer 
perceives the brand. It can range from status to familiarity (Swarbrooke et al., 2007). Pike 

(2005) argues that in branding a trip, simply using destinations is not enough. Since many 
companies organize travel to the same destinations, it is vital to create a brand that 

separates you from other trips to the same location. This can be done with the use of 
slogans or other means of differentiating that particular service. 
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Moorthi (2002) mentions that an important aspect of branding is how separable the brand 
of the product or service is from the brand of the producing company (Moorthi, 2002). He 

argues that a company‟s end-product can be divided into three different groups: Search 
goods, experience goods and Credence goods. Search goods are any type of tangible product, 

experience goods is a service, such as airline (and by extension tourism) and credence is 
such things as a doctor appointment. He further argues that while a search good can often 

be highly differentially branded from the company that produces it, an experience good is 
often closely linked to the company, thus making the branding of service and company 

linked to each other. For example, if a soft-drink company would launch an alcoholic 
beverage (search good), the alcoholic beverage could easily be branded separately from that of 

the company producing the good. However, when for example a consultancy agency 
launches a new service, using auditing (experience good) as an example, that service will 

automatically get a brand image more closely linked to the company.   

Green Branding 

Green branding can be used as a marketing tool for differentiation. Fan (2005) defines 
ethical branding, which is a type of green branding, as a type of branding tactic that not 

only take financial and strategic goals into consideration, it must in some form help society. 
He argues that companies can find a competitive advantage by putting their brand in a 

position as an ethically conscious alternative.  

It is proven by Kotler‟s societal marketing concept that branding a service as green can 

help boost environmentally friendly practices within the tourism industry. The societal 
marketing concept means that you use „long-run consumer welfare‟ as a marketing tool to 

promote your environmentally friendly business activities. This is something the package 
tour industry could employ through the use of eco-labels to enhance their environmentally 

friendly practices (Weaver, 2006). 

When it comes to positioning your product or company as a green brand there are however 

some concerns. According to Belz and Dyllik (1996; cited in Hartmann, Ibáñes & Sainz, 
2005), by choosing a branding strategy that marks the brand as green, the product or 

service in question may have benefits that sets it apart from other products and services in 
that category. However, by branding as green the customer may not directly see or make 

use of those perceived benefits. If those perceived benefits do not make sense to the 
customer, the company loses its potential competitive edge that green branding can bring 

(Belz et al., 1996; cited in Hartmann et al., 2005).  

One example of a company using an eco-label in order to position its brand as ecologically 

friendly is Fred Butler, a dry-cleaner company that successfully used the eco-label Svanen 
to market their alternative dry-cleaning (Svanen: Fred Butler stärker varumärket med Svanen,  

2010). As a newly started company, by using Svanen as a partner, they successfully 
positioned themselves as an environmentally friendly company (Svanen, 2007). 

Furthermore using an eco-label brand can enhance your existing brand image. The founder 
of ecolabelling.org, Trevor Bowden (2009; cited in Stroud, 2009, p. 30), states that “It’s a 

brand on a brand. And if that brand has value, it enhances value, if not, it detracts”.   

2.7 Theory of Planned Behaviour 

The green paradigm has definitely increased people‟s attitude towards being more 

environmentally friendly. Several studies indicate that customers are concerned of the 
environment and seek to reduce their personal impact, especially university students 
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(Dahm, Samonte & Shows, 2009). However, it also proved that customers in the end do 
not choose environmental options when travelling. There are several reasons for this that 

can be explained with Theory of Planned Behaviour (TPB), which is one of the most 
popular theories in explaining attitudes-beliefs in relation to ecological behaviour. In the 

tourism industry, it is used for explaining destination choices, tourist segmentation and 
satisfaction with holiday experiences (Budeanu, 2007; Ajzen, 2005). 

Stated in Budeanu (2007), the theory more specifically helps to explain why customers 
behave as they do. The theory of planned behaviour is based on three determinants; 

personal factor, social pressure and the ability to perform the behaviour of interest. The 
personal factor calculates a customer‟s perception, as positive or negative, of a future 

behaviour. Social pressure is the second determinant and means that customers can feel 
pressured towards certain behaviour. The third determinant is the ability to perform certain 

behaviour, depending on if the consumer has the opportunity and resources needed 
(Budeanu, 2007). 

Additionally the theory of planned behaviour argues that customers who are willing to 
perform a certain behaviour but do not have the means or opportunity to do so will not 

engage in that behaviour. Ajzen‟s (2005) explains why customers tend to say that they are 
environmentally friendly but in the end they do not choose environmentally options, e.g. 

time and money may restrict the consumer‟s behaviour of being environmentally friendly. 
Customers may favour an environmental behaviour but if they do not possess the 

resources, they will not engage in it (Ajzen, 2005). 

2.8 Priming 

Priming is the concept of explicitly showing an image, e.g. in a marketing context or other, 

or verbal reminder that makes a person mentally aware of the message (Aronson, 2008). 
Aronson (2008) provides an experiment as an example: by using a reminder of the 

environmental concerns in a TV news cast each day for a week, this will cause a priming 
effect in the persons memory subjected to the experiment. By asking the person after one 

week what the most important subject in media is, the person will most definitely answer 
the environmental concerns. This is due to priming effect.  

For this study, we will use visual advertisements, which include brands that might be 
previously known to the customers. The advertisements will then activate a response in the 

customer‟s mind, which is associated with previous experiences with the brand.   

2.9 Highlights of theoretical framework 

In this section we briefly clarify the most important concepts from the theoretical 
framework. We build our thesis upon the following concepts and they guide us in our 

collection of empirical materials.  

2.9.1 Eco-labels 

The theoretical framework highlights the issues facing an eco-label trying to gain 
acceptance within an industry (Buckley, 2002). It also presents how an eco-label can 

contribute to a sustainable future. An eco-label is defined as “Methods to standardise the 
promotion of environmental claims by following compliance to set criteria, generally based on third party, 

impartial verification” (Font, 2001, cited in Weaver 2006, p. 115). Furthermore, the theory 
chapter includes a description of Svanen and Green Globe. Svanen has a very high 

recognition in Sweden (SIFO: Cited in Svanen, 20 frågor om Svanen, 2010). Green Globe has 
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failed in becoming a global tourism eco-label. The concern Green Globe suffers from is 
that is too wide and lacks resources (Weaver, 2006). Also, Green Globe lacks support from 

the public. However, it is still the largest eco-label within the tourism industry (Harris et al., 
2002). 

2.9.2 Communication 

In order to create an eco-label that fulfils its criteria, good communication with all 

stakeholders involved is necessary. Edgell (2006) argues that the goal of a good 
communication tool is to raise awareness about sustainability problems and encourage 

sustainable actions. This is supported by UNEP (1998) who states that eco-labels can help 
the tourism industry to identify critical issues and increase the speed of eco-efficient 

solutions. Furthermore UNEP states that eco-labels should be viewed both as a 
management tool as well as a marketing tool. 

2.9.3 Marketing 

According to Marty McDonald (2009; cited in Stroud, 2009, p.29) “...but beyond simply making 

claims, substantiated or not, eco-labels have become a solid marketing tactic”. This indicates that eco-
labels can be used as a competitive marketing tool. Edgell (2006) argues that it is easier to 

market a destination if it is managed in a sustainable way. Since the tourism industry is very 
competitive, it is important for a package tour operator to differentiate its marketing from 

its competitors. This means that building a competitive advantage in this business, the 
operator has to be superior in creating what the customer demands, have knowledge about 

how the customer will perceive it and what the customer expects.  

2.9.4 Congruity Theory 

The congruity theory states that a reaction will occur in the mind of the customer when 

confronted with a new marketing message for the first time. If the customer fails to see the 
connection between a marketing campaign and the company, the message will be 

incongruent. According to Percy et al. (2009), an incongruent ad can have two outcomes. 
One being that the consumer accepts the new connection between the ad and the company 

and the customer will react in a positive manner. The other outcome is that the customer 
does not accept the new message or connection and a negative reaction towards the brand 

will occur (Percy et al., 2009).   

2.9.5 Green Branding 

Having a strong brand in tourism is crucial. Fan (2005) explains that companies can find 
benefits and competitive advantage by letting the brand represent an ethical conscious 

alternative. However, Belz et al. (1996; cited in Hartmann et al., 2005) argue that it can 
backfire. If the customer do not see or use those perceived benefits the company may not 

see any benefits or competitive advantage. 

2.9.6 Theory of Planned Behaviour 

Theory of Planned Behaviour (TPB) as described by Budenau (2007) offers an explanation 
why customers sometimes choose to act against their principles and their personal beliefs. 

Ajzen (2005) argues that consumer may favour environmental behaviour but because of 
the lack of resources, i.e. time and money, they will not follow through with the 

environmental behaviour. 
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2.9.7 Priming 

Priming is described by Aronson (2008) as an effect, which occurs when a reminder of 
some form activates a mental image. When exposed to the same message one or several 

times this will lead to that the customer will think about this message when reminded of 
the topic in other situations.  
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3 Method 

This chapter describes how the study is conducted. The aim is to describe each step in collecting empirical 
material. These steps include the design of the quantitative and qualitative stud. Arguments for why we 

believe that the chosen research method is most suitable for this topic are also put forward. We also discuss 
constraints and limits for the study as well as argue for a means of analyzing and interpreting data. 

Furthermore, the chapter discusses the trustworthiness of the thesis. 

3.1 Mixed method 

According to Creswell (2009), using a mixed method is good because it gives the strengths 

of both a quantitative and qualitative method. Furthermore, Creswell argues that there is 
actually more insight to gain by drawing the strengths from both methods. Similarly, 

Williamson (2000) explains that the use of a mixed method gives a more detailed 
understanding and a greater perspective. When using a mixed method, there is a number of 

different strategies. 

A sequential explanatory strategy, as explained by Creswell (2009), starts with a quantitative 

study and is succeeded with a qualitative study. The main weight is put on the quantitative 
study and the mixing of the two sets of data is done when the quantitative data informs the 

qualitative data of the study. The strength of this method is that it is easy to do due to the 
simple process of separate stages. One of the major weaknesses is that it is time consuming 

to collect the data with two separate phases.  

Quantitative data 
collection » 

Quantitative data 
analysis » 

Qualitative data 
collection » 

Qualitative data 
analysis » 

Interpretation of 
entire analysis 

Table 3-1 Sequential explanatory strategy 

Source: Creswell, 2009, p. 209.  

A second strategy explained by Creswell (2009) is the sequential exploratory strategy. This 
strategy is similar to the explanatory strategy. However, it is done in the opposite direction. 

It starts out with a qualitative data collection where the main weight is put on the 
qualitative part and is followed by a quantitative study. The quantitative data and analysis is 

built on the qualitative data. As the explanatory strategy, this approach has its advantages 
with it being straightforward and easy to use. Similarly, it has the same drawbacks of being 

time consuming. However, as this method has its starting point in the qualitative collection 
of data we do not consider this method appropriate for our study. We put more emphasis 

on the quantitative collection of data and therefore the explanatory strategy is more useful.  

Qualitative data 
collection » 

Qualitative data 
analysis » 

Quantitative data 
collection » 

Quantitative data 
analysis » 

Interpretation of 
entire analysis 

Table 3-2 Sequential exploratory strategy 

Source: Creswell, 2009, p. 209. 

For this study, we consider that most weight is put on the quantitative part and less on the 

qualitative. As Creswell (2009) explains the method of both collecting quantitative and 
qualitative and analyzing them is a time consuming process. He argues that the best way to 

solve this difficulty with one of the explanatory or exploratory methods is to use a major 
form of data collection, for example surveys, and then minor secondary form of data 

collection, for example interviews, with only some of the participants of the survey. We 
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think this is a good idea because more emphasis should be put on the quantitative part and 
less on the qualitative. Due to the quantitative part being larger than the qualitative part, 

this balance is achieved. Consequently, this thesis uses the sequential explanatory strategy 
with the major weight put on the quantitative part. The process of having a smaller number 

of interviews on the qualitative part also allows time saving. 

One of the most common mixed methods used is Creswell‟s (2009) concurrent 

triangulation approach.  In this model, quantitative and qualitative data are collected 
simultaneously and then compared to see differences or similarities. The weight is usually 

equal for both the quantitative and qualitative data. One advantage of this method is that it 
has a shorter data collection time because the two studies are conducted simultaneously. A 

disadvantage is that it could be difficult to compare the outcome of the two sets of data 
because they are in different forms. Another disadvantage is that it could become time 

consuming if the two data sets are not collected effectively, which could be the case when 
you have limited resources. From a time management perspective the most useful method 

to use for this study would be the concurrent triangulation method. However, as the data is 
hard to measure as it comes in different forms and since we lack enough resources to 

collect this type of data collection effectively we believe it is better to use the explanatory 
approach. 

Quantitative data collection 

 

+ Qualitative data collection 

Quantitative data analysis Data results compared 

 

Qualitative data analysis 

Table 3-3 Concurrent triangulation design 

Source: Creswell, 2009, p. 210. 

3.2 Deductive versus inductive 

When undertaking a study, a researcher may opt to use one of two major approaches to 
researching (DePoy & Gitlin, 2005). A deductive approach means you take existing 

theories and concepts to form a starting theory. The empirical findings are then used to test 
this theory, after which the researcher can alter the theory to fit better with the empirical 

study. Moreover, inductive approach is used when the researcher uses the empirical data as 
a starting point. The data is then used to formulate a new theory. 

We argue that the most suitable approach for this study is a deductive approach. The 
reason for this is that none of the authors had any extensive knowledge regarding the 

concepts necessary to complete this study. Therefore, before any form of study can be 
conducted, it is necessary to build a theoretical framework. This framework then forms the 

basis for the quantitative research. The theoretical framework is also used in conjunction 
with the results of the quantitative part to conduct small qualitative follow up study. 

3.3 Qualitative and quantitative data 

It is important to note that not all data is collected in the same way. Scholars differentiate 
between qualitative and quantitative methods. Graziano and Raulin (2004) refer to 

qualitative research methods as a low-constraint method. What he means is that qualitative 
methods much depend on how the researcher perceives their data to be. Holloway (1997) 
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says that qualitative research is about making inquiries that leads us to understand how 
people behave and interact in their environments. Quantitative methods are described by 

Creswell (2009) as “...a means for testing objective theories by examining the relationship among 
variables”. What he means is that quantitative methods seek to look at numerical values, 

obtaining quantitative data, which can be interpreted. 

For this study, both quantitative and qualitative data is collected. The larger, quantitative 

part of the study consists of a three-part survey. The survey will be discussed more in-
depth in section 3.6. The qualitative part consists of follow-up interviews, discussed in 3.8. 

3.4 Primary and secondary data 

When collecting data, it is important to separate between primary and secondary data. 
Primary data refers to data that has been collected by the researcher himself, i.e. the 

researcher has in one form or another been guiding research, which leads to the creation of 
the data (Burns, 2000). This can take many forms, such as interviews, observations or other 

forms of gathering data. Secondary data refers to collecting information that was not 
specifically created for the particular study in question, example company websites or 

annual reports (Burns, 2000). 

This study‟s primary data consist of two parts. Three questionnaires serve as the base of the 

empirical material. In addition, interviews are used to further gain understanding of the 
result of the empirical material. The secondary data of this study is presented in the 

theoretical framework. 

3.5 Sampling 

According to Burns (2000), one of the most important tasks when choosing your sample is 
differentiating between sample and population. Population refers to the entire group of 

people the study concerns. For this study, the population chosen is Swedish college 
students between the ages of 18 to 30. This population is chosen because of three main 

reasons: Firstly, Swedish college students usually fund their studies through government 
granted loans, meaning the majority of the college students have the same economic 

situation. Secondly, most college students in Sweden have access to Internet and e-mail, 
which is our chosen method of collecting information. Thirdly, we argue that college 

students have roughly equal knowledge regarding eco-labels and the tourism trade.  

For this study, opportunity sampling is used. Opportunity sampling refers to a method of 

sampling where the researcher uses a group that is easily accessible due to various 
constraints, such as financial constraints (Burns, 2000). We use an online survey template 

due to time and financial constraints. An Internet survey is used because we want to receive 
as many responses as possible in the shortest time. The choice of sampling Swedish 

students is strategically done as 96% of the age group of 18-25 years old and 95% of the 
age group 26-35 years old have Internet access (World Internet Institute, Intenret och 

Bredband i Svenska hushåll, 2008). This indicates that our approached students have access to 
Internet and due to time pressure we favoured this method since it encourage fast replies. 

In order to collect as many responses as possible through an Internet survey, we choose to 
use our networks of friends since they are easily accessible, this in line with opportunity 

sampling. One critique with our chosen sampling approach is that it only involves our 
network of friends. In order to make the sample less biased we do not strategically chose 

which friends to approach with a questionnaire. Rather we chose to select our sample in an 
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alphabetical order starting with the letter a continuing until we reached 240 contacts, in this 
way we did not put any value into what respondents we chose.   

The problem with Internet sampling is that error is high (Burns, 2000). Burns argues that it 
is more likely to produce bias, which increases the risk of error. Furthermore online 

surveys generally have a lower response rate than other survey modes. This because the 
participants are not asked beforehand to participate and can easily ignore answering the 

questionnaire. However, if you create a group of people that are interested in participating 
in the survey the response rate would be higher (Burns, 2000).  

A reason to why we chose to not create a group of participants is time limits. We think this 
would have taken too long time, and additionally only people who are enough interested in 

the topic at hand would join the group, this would have given a less representative picture 
of the population. Our aim is to get over 30 responses on each questionnaire in order to be 

able to draw statistical conclusions and we claim that this is possible without creating a 
group of people who are willing to participate.  

The three questionnaires are sent out to a total of 240 people, with each questionnaire 
being sent out to 80 people. This amount is chosen because we want to receive a response 

rate of at least 40%, which equals 32 respondents for each questionnaire. According to 
Aczel and Sounderpandian (2006) it is important to have a sample of at least 30 

respondents to be able to draw statistical conclusions. As a population grows, the central 
limit theorem states that a population becomes normally distributed. 30 responses are 

considered the number at which point the population becomes normally distributed (Aczel 
et. al, 2006). 

3.6 Questionnaire 

Constructing a questionnaire is a difficult task for any researcher. The reason for this is the 
lack of theory regarding questionnaire design (Malhotra, 2004). We chose a questionnaire as 

our chosen way of conducting quantitative research, because it is suitable when you want to 
compare data sets between three samples. According to Malhotra (2004), several aspects 

need to be taken into consideration when constructing a questionnaire. The first step is that 
the researcher needs to specify what information will be necessary to complete the study. 

That is, what type of result will be needed? After that has been specified, a first draft is 
created. Here, you have to consider the question; how are they formulated, what type of 

questions will you ask and how will the respondent answer them? The last step is pre  
testing; performing a pilot study. This step is necessary in order to eliminate bugs. 

When constructing our questionnaire we are taking Malhotra‟s (2004) aspects into 
consideration. The questionnaire design, the manipulation of the advertisement, the 

questions and the pilot study is presented in the next sub-sections. For each sub-heading 
we try to clearly describe and motivate our approach on how to construct a suitable 

questionnaire, this in order to follow Malhotra‟s (2004) approach and to avoid bugs in the 
questionnaire.  

3.6.1 Questionnaire Design 

For this study, a descriptive survey is used. A descriptive survey is used when you want to 
examine a particular phenomenon; its characteristics and it current situation, during a 

specific given period. In this case, the phenomenon that is addressed is how the use of eco-
labels affects respondent‟s perception about a marketing campaign. This type of survey is 

usually easy to execute and rather straightforward. The limitations of a descriptive survey 
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can be a low response rate. Furthermore, it can be difficult to establish exact reasons and 
effects and truthful answers might be hard to obtain (Jönköping University, 2010). 

3.6.2 Manipulation 

The quantitative part of the study is based on three questionnaires (A, B and C), all of 

which contain an advertisement from the package tour operator Ving. These three 
questionnaires have the same questions but with three different pictures. Questionnaire A 

has the normal Ving advertisement, which is used in Ving‟s marketing. Questionnaire B 
contains a manipulated advertisement with the Green Globe symbol incorporated. 

Questionnaire C includes a manipulated advertisement with the Swedish eco-label Svanen. 

The picture manipulated is an original advertisement from the package tour operator Ving. 

The pictures in questionnaire B and C are manipulated by using Photoshop (see appendix 2 
and 3). The reason for not including all three pictures in one questionnaire is to avoid one 

picture influencing peoples‟ opinion about the other pictures. By conducting three 
questionnaires, it facilitates a comparison between peoples‟ original perception about the 

particular advertisement shown to them. At the same time the aim of conducting three 
questionnaires is to see if the approached customers are affected differently by the use of 

the two eco-labels.  We chose to put the eco-label next to the Ving brand, in the right hand 
corner. Looking at other products that incorporate eco-labels, the logo is usually put 

smaller next to the brand, at the bottom, top or in a corner of the product. 

We chose to have questionnaire A without any eco-label to investigate peoples‟ perception 

about the ad. Questionnaire B includes the eco-label Green Globe and this is chosen 
because it is the most accepted eco-label within the tourism industry. However, one of the 

major challenges with the Green Globe is that customers do not recognize it and therefore 
we are afraid that the approached customers would not recognize the brand as an eco-label. 

In order to avoid this pitfall we chose to include one of the most recognizable eco-labels in 
Sweden, namely Svanen. 

The company Ving is chosen on the basis that it is one of the biggest package tour 
operators in Sweden. The choice is strategically done, as the importance of this study is not 

to specifically investigate Ving but rather examine customers‟ perception about the use of 
eco-labels in the tourism industry. 

3.6.3 Questions 

It is important that the questionnaire answers how people perceive the advertisement 

shown in that particular questionnaire. As three different questionnaires are used, one 
completely un-altered and two which are manipulated to contain the eco-labels which were 

not originally there, the questionnaires must answer what people think when they see that 
particular picture, thus not their own personal change in opinion. Furthermore, it is 

important that the questions draws upon the theory and concepts presented earlier in the 
thesis.  

In order to gather data that can be used for statistical analysis, the questions must be of 
such a nature that they can be answered by using a scale. According to Krosnick, Malhotra 

and Thomas (optimal design on branching questions to measure bipolar constructs, 2007), the best use 
for bi-polar questions, i.e. questions with a neutral option in the middle and the end points 

are opposites. By offering the alternative of a midpoint on the question, it will give 
increased reliability to the survey. However, question 6 on the questionnaire concerns the 
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willingness of students to pay extra for an eco-labelled trip and therefore the rating scale is 
different.  

Presented below are some examples of questions that are incorporated in the questionnaire. 
See appendix 1, 2 & 3 for all questions.  

Question 1: What do you think of the ad above? Scale 1-7, where 1 is very bad and 7 
is very good. 

Question 2: I consider the ad above to be: Scale 1-7, where 1 is not at all believable 
and 7 is very believable. 

These questions examine customers‟ perception about the advertisement. If there are 
differences in the respondent‟s perceptions about the advertisement, conclusions whether 

eco-labels are important or not can be drawn. 

Question 8: When deciding on purchasing a trip, eco-labelling is important to me. 

Scale 1-7, where 1 is not at all important and 7 is very important 

Question 9: When deciding on purchasing goods for consumption, eco-labelling is 

important to me. Scale 1-7, where 1 is not at all important and 7 is very important.  

The questions 8 and 9 controls if any potential differences in perception regarding 

marketing of tourism with eco-labels are different to marketing of consumption goods with 
eco-labels. We argue that this is necessary in order to establish if perception regarding eco-

labels is due to opinion regarding eco-labels in general or if the respondents have a separate 
perception regarding tourism eco-labels. 

All questions posed in the questionnaires are considered in the context of fulfilling our 
purpose. Therefore, we carefully chose questions that are being important to investigate in 

order to understand customers‟ perception about eco-labelling. The data of these three 
questionnaires was collected and analysed. The data gathered and examined is the base for 

our qualitative interviews with some of the participants of the survey. 

3.7 Pilot study 

It is of importance to conduct a pilot study in order to avoid misleading questions and 

misinterpretations (Jönköping University, 2010). Furthermore, a pilot study helps to see if 
the proposed questions answer your purpose. A pilot study was conducted and the three 

questionnaires were distributed to six people, two respondents for each questionnaire.  

One alternative tested was if there should be open-answer questions or a ranking scale for 

question number 7 (see appendix). The outcome showed that it was more appropriate to 
use a ranking scale due to that the open-answer question did not provide a good enough 

data. Therefore, we chose to conduct a mixture of the two (see appendix 1-3). 

Overall, the pilot study was conducted with satisfactory results. The sample tested had no 

difficulty in completing the questions and no major changes were done. We argue that no 
misleading questions or misinterpretations were found and therefore decided to keep the 

overall outline of the survey. 

It must be mentioned that after conducting the survey, we found an error in one of the 

questions that did not occur during the pilot study. Question 7 asks the respondents to 
answer by ranking a number of alternatives. However, due to how the question is designed 
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on the web page used for collecting data, the returned questionnaires were not filled in 
correctly, and thus the results of that particular question could not be used for the analysis.  

3.8 Interview design 

According to Creswell (2009), it is important that the qualitative part of explanatory mixed 
method builds upon the quantitative part. For the qualitative part, an interview is held with 

six respondents who took part in the survey. This gives further insight regarding the result 
of the quantitative study. The selection of these six respondents is chosen on the same 

basis as the quantitative selection, meaning we ask the respondents who participate in the 
questionnaire if they are willing to take part in a follow up interview. This process starts 

with the letter A and continues in an alphabetical order until six respondents agreed to 
participate. 

There are several aspects to consider when conducting an interview. According to Cooper 
& Schindler (2006) the aim of conducting a survey, in this case follow-up interviews, is to 

collect answers from different sub-sets and look for similarities and differences in the 
answers. This is also the case for our study since we want to gain further insight and 

reasons to the empirical material gathered from the questionnaire. In an interview, the two 
important participants are the interviewer and the interviewee. Both participants are faced 

with challenges in the interview process. For example, there could be failure from the 
interviewer to collect the answers accurately and completely (Cooper & Schindler, 2006). In 

order to avoid the pitfall of recording the respondents‟ answers incorrectly we ask the 
interviewees to control the document where we write down their responses and let them 

sign it, in order to make sure we correctly transcribe the interview. Furthermore, the 
interviewer can fail in making the interview engaging, thus making the person being 

interviewed less likely to cooperate. From the interviewee‟s perspective it is of importance 
that the interviewee possesses the necessary information regarding the subject, as well as 

feels motivated to answer the question. If the person being interviewed does not have the 
necessary knowledge regarding the topic, there may be errors in the interview due to that 

the interviewee not fully understands the subject and makes assumptions that are incorrect 
(Cooper et al., 2006). We avoid these challenges by interviewing participants that already 

took part in the questionnaire, in this way we assume that they have the knowledge needed 
about the topic in order to make reasonable statements. Furthermore, the interviewees are 

selected on a voluntarily basis which shows that they are motivated to participate in the 
follow up interview. 

There are according to Saunders, Lewis & Thornhill (2003) three types of interview forms 
one can choose from; structured, semi-structured and unstructured. The interviews in this 

study follow a structured format, meaning that the questions posed during the interview are 
predetermined in order to have a standardised interview. The follow-up interviews are 

constructed in the way that the interviewee and interviewer are met face to face. Following 
the format of structured interviews the questions are asked in the same order to all 

participants. In this way the interviewer is in charge. Moreover, the follow-up interviews do 
not consist of pre-coded answers, which Saunders et al. (2003) point out as a feature of 

structured interviews. Rather, our format of answers is in line with semi-structured 
interviews. This means that we will take notes of the respondents‟ answers.  

We choose to mix semi-structured and structured interview formats since Saunders et al. 
(2003) describes both semi-structured and structured interviews as preferable when 

conducting an explanatory method. We find the semi-structured format appropriate since it 
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helps to explore and explain variables that have emerged in the empirical material in the 
questionnaires. Moreover, the structured format helps to keep the interviews standardised. 

Most importantly, the questions posed are based on the empirical material gathered from 
the questionnaires and it also links the questions to concepts and theories presented in the 

theoretical framework.  

Some of the questions asked in the interview are the following. All of the questions asked 

can be found in appendix 4. 

Question 5: In general do you think eco-labelling is an important factor when it 

comes to buying a package tour? Explain. 

This question goes hand in hand with question 8 included in the questionnaire where the 

respondents were asked to rank how important they consider eco-labelling to be when 
purchasing a package tour. We wanted to examine this further and decided to ask the 

question above. In this way we got access to more detailed answers and we wanted to see 
why or why not the approached customers think eco-labelling is important when buying a 

package tour.  

Question 8: In our study we found that there is no significant difference about how 

people perceived the ad where it had an eco-label or not. Why do you think this is? 

This question is used to gain new insights into the study. In the explanatory approach, the 

qualitative study should be based on the quantitative results and therefore we wanted the 
approached respondents to comment on the empirical material from questionnaires. 

3.9 Interpretation of empirical material 

This section describes the methods used for interpreting the empirical material. We divide 
the interpretations of the empirical material into two subheadings, quantitative analysis and 

qualitative analysis. Since we use a mixed method it is important to interpret the two types 
of empirical material differently.  

3.9.1 Quantitative analysis 

SPSS is a computer software program, which is used to analyse statistics. For the 
quantitative analysis, SPSS is used to analyze the empirical data from the survey. A way of 

simplifying numbers using SPSS is descriptive statistics, which is used to summarize and 
simplify large number of measurements (Graziano et al., 2004). Statistics is created for the 

three survey groups. This statistics is then used to compare how the three groups 
responded to the questions in the questionnaire 

According to Aczel et al. (2006), one of the most common ways of comparing different 
samples is Analysis of Variance (ANOVA). ANOVA is used to find variations in mean. It 

is based upon hypothesis testing where a null hypothesis, H0, is set to 𝑥 A= 𝑥 B= 𝑥 C. The 
alternative hypothesis (HA) would be assigned different outcomes. With the help of 

ANOVA, the researcher can then find which hypothesis holds true and thus derive results 
from the empirical material. The hypothesis used for testing ANOVA is: 

H0: All three samples are equal to each other (𝑥 A= 𝑥 B= 𝑥 C). 

HA: At least two samples differ (𝑥 A≠ 𝑥 B= 𝑥 C) or (𝑥 A= 𝑥 B≠ 𝑥 C). 
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If H0 for a question is rejected, further analysis is made to see where it differed. In order to 
establish if further analysis is necessary, we look at the significance value in the ANOVA 

analysis. If that value is less or equal to the significance level, which in our case is 95%, or a 
significance value of 0.05, then H0 is rejected, and further analysis is done (Pallant, 2005). 

ANOVA analysis is our main method of analyzing the statistical data because it shows if 
the difference between the three means is large enough to prove if there is enough 

difference between the three samples to prove eco-labels had an effect. 

We believe that the selected population to study, which was defined in section 3.5, is 

normally distributed. However, since it is impossible to study this entire population, which 
consists of Swedish college students between the ages 18-30, we choose to ensure that we 

got at least 30 responses. Since this sample is much smaller than the population, we realize 
there is a risk of a slightly different distribution of answers. 

For this study, the three means of samples are labelled as follows. 𝑥 A is the mean of the 
empirical data, which comes from the survey containing an advertisement, which has not 

been altered. 𝑥 B is the mean of the empirical data that comes from the survey, which 

contains advertisement manipulated to include the Green Globe label. 𝑥 C is the mean of 

the empirical data that comes from the survey, which contains advertisement manipulated 
to include Svanen that is not associated with the travel industry. 

Furthermore, when the ANOVA analysis has been conducted we will analyse the outcome 
in regard to concepts and theories presented in the theoretical framework.  

3.9.2 Qualitative analysis 

It is important to note that in this particular study, emphasis is put on the quantitative 

portion of the empirical material. That qualitative part is used to verify the results, by giving 
answers that are more detailed to the why certain answers were given. The analysis of the 

qualitative part is therefore based on the same principles as the quantitative part. That is, 
answers from the respondents are compared to theories and concepts presented in the 

theoretical framework. Furthermore, answers from the interviews are also compared to the 
result of the quantitative part.  

3.10 Quantitative trustworthiness 

In order for a thesis to be believable, the researcher must establish trustworthiness (Burns, 

2000). This section discusses reliability and validity, two important concepts when 
establishing quantitative trustworthiness. 

3.10.1 Reliability 

Reliability refers to how well something can be used to obtain the same result repeatedly 

(Burns, 2000). That is, is the measuring instruments used for obtaining your empirical 
material reliable. For the purpose of this study, we must ask; would doing the surveys and 

interviews give similar results every time?  Graziano et al. (2004) argue that for a study to 
be reliable, it must be able to give the same result regardless of who performs the study. 

Robson (1993) further discusses reliability by mentioning that reliability means a measuring 
tool must give the same result, regardless of other variables other than the ones the test sets 

out to mention. 

We argue that the survey is reliable due to having been tested in a pilot study. Furthermore, 

the questions have been designed using theory that supports our choice of rating scale and 
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having used the theory that do exist regarding questionnaire design to craft the three 
questionnaires. 

3.10.2 Validity 

Validity refers to how relevant the questions are in order to fulfil the study‟s purpose 

(Burns, 2000). Burns (2000) claim that a reliable test is not always valid because even 
though a test may be reliable, one must always ask the question; does this study yield a 

result that is valid for the subject that it seeks to answer. He also states that when 
performing a questionnaire, two important variables that affects the validity of the result is 

how important is the subject to the respondent and does the questionnaire allow 
anonymity. If the respondent feels the topic is important, he is more likely to give valid 

answers. Furthermore, if the questionnaire allows anonymity, respondents are more likely 
to give an honest answer. The way we conducted this questionnaire makes it so the 

response is completely anonymous. It is however harder to determine how important the 
respondents felt the topic was. Graziano et al. (2004) mentions four types of validity; 

statistical validity, construct validity, external validity and internal validity. 

By using an internet survey, complete anonymity is ensured, as there is no way of telling 

who answered what. Furthermore, since the survey is done through the internet using a 
standardized questionnaire, as well as clearly stating what sample we use, anyone wishing to 

replicate this study could do so. 

Statistical validity 

Statistical validity refers to the threat of statistical conclusions being based on systematic 
factors and not just random chance (Graziano et al, 2004). That is, has the null hypothesis 

been rejected or accepted based on correct statistics or has the particular sample examined 
been affected by random chance? 

The goal of receiving 30+ responses makes this study statistically valid, because the sample 
is large enough for the central limit theorem to take effect (Aczel et al., 2006). 

Construct validity 

Construct validity deals with how well the study is related to theories and concepts 

presented in the theoretical framework (Graziano et al, 2004). That is, in the surveys for 
this study, how well has theory been used to construct the questions so that the result is 

supported by theory? Robson (1993) defines construct validity by asking the question; 
“...does this study measure what we think it measures?” That is, does the result answer the research 

purpose?” 

We claim that by using the theories and concepts in our theoretical framework to construct 

the questions, the study has construct validity. We also argue that we link our empirical 
material to relevant theory and concepts, explaining the empirical material we got. 

External validity 

The external validity of a study refers to how well the result of a particular set of people 

can be generalized to other participants, conditions, times and places (Graziano et al, 2004). 
Robson (1993) defines external validity, or generalizability, as how well a study can be done 

repeatedly. That is, how well can the same study be applied to a different sample and yield 
roughly the same result. He further proposes that there are two ways of showing 

generalizability. Direct demonstration, which is when the researcher himself or someone 
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else applies the study to a different group, explicitly showing that the study is generalized. 
The second strategy is „making a case‟ which means the researcher has to argue for why the 

study is generalizable. 

Because of time constraints, it is very hard to validate externally this study through a 

second test. We do however claim that because the quantitative study is based on a 
questionnaire and means of collecting data, which is easy for other people to do, the study 

is generalizable. 

Internal validity 

The internal validity of a study refers to how much a given treatment affected the outcome 
(Robson, 1993). That is, were the results of the outcome due to treatments made by the 

researcher? According to Graziano et al. (2004), a study is internally valid if the result of the 
research is due to questions asked by the researcher, affirming causality. He further says 

that confounding variables, i.e. variables that are not measured or considered in statistical 
testing are a threat to the internal validity of a study. This is because they are not measured 

and not taken into consideration, but may still affect the study. 

Because of the sampling process used involved strategic choice in order to get as many 

responses as possible, thus meaning the sampling was not completely random, we realize 
that internal validity is the largest threat to the validity of the study. We do however assert 

that we have internal validity due to the three questionnaires received enough responses for 
the central limit theorem to take effect, as well as using correct instruments for analysis. 

3.11 Qualitative trustworthiness 

Just as in quantitative research, it is important to build trustworthiness for the result of the 
qualitative research. However, the elements of trustworthiness are a bit different for 

qualitative materials (Holloway, 1997). Holloway also mentions that there are four aspects 
of trustworthiness in regards to qualitative research; credibility, transferability, dependability and 

conformability. 

3.11.1 Credibility 

Credibility is defined by Holloway (1997) as the internal validity of qualitative research. In 

other words, the qualitative research is credible if what the researcher finds is compatible 
with the perception of the people studied. According to Robson (1993), credibility is 

reached when the subject and its opinions are accurately described in the enquiry. 

Credibility was reached in the qualitative part by having the transcripts from the interviews 

signed by the subjects being interviewed, defined as a member check by Holloway (1997). 
By allowing them to read what has been said and what notes had been taken, credibility was 

ensured, as they themselves had to review the findings that would be used in the thesis.  

3.11.2 Transferability 

Transferability is the qualitative equivalent of external validity (Robson, 1993). He says that 
in order for qualitative research to be transferable, the researcher must clearly state what 

part of the theoretical framework the qualitative part was based on. It also means that in 
order for the reader to fully understand the context of the qualitative findings, the authors 

must use thick descriptions and accurately describe the data (Holloway, 1997). He suggests 
that this is necessary in order to create an accurate picture of what has been found. 
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We imply that we have used the theoretical framework as a base for creating the qualitative 
interviews. As Holloway (1997) mentions, transferability is also reached by having 

purposeful sampling, something that has been done in this study. 

3.11.3 Dependability 

According to dependability, qualitative research must be consistent and accurate 
(Holloway, 1997). That, is the researcher must provide some form of audit trai l, a 

description of their research process. Robson further supports this view (Robson, 1993). 

We indicate that we have given sufficient information in our method section, which allows 

peers to understand our research process. 

3.11.4 Confirmability 

In order for research to be confirmable, peers must be able to trace data to their origin 
(Holloway, 1997). According to Robson (1993), in order to confirm confirmability, a peer 

should be able to perform an enquiry audit which shows if the enquiry and result is 
consistent and in line with the purpose of the thesis. However, he also mentions that not 

all small-scale research projects needs to fully supply an audit trail. He still states though 
that even providing a full audit trail may not be necessary for every research paper, 

researchers should have confirmability in their mind when performing qualitative research.  

While not enough information is supplied in this thesis to perform a full enquiry audit, we 

do argue that the method section includes the information needed to understand our 
research process. Furthermore, we declare that the appendices provided in this thesis 

provide the transcripts necessary to not just see our interpretations of the answers but also 
exactly what the respondents answered. 
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4 Empirical material 

This chapter presents the empirical material. More detailed information about each questionnaire and 
interview is presented under each subheading. We present tables that show the results from each individual 

questionnaire. We also present the result of ANOVA testing done on each individual question, which 
shows if there are any significant differences between the three questionnaires. Finally, the result of the 

interviews is shown. 

4.1 Empirical findings from the quantitative survey 

In total, 240 questionnaires were sent out. Out of these 240, 103 questionnaires where 

successfully completed, giving a total response rate of 42.92%. As each individual 
questionnaire had more than 30 respondents, all three are considered normally distributed. 

We chose to present our empirical material from the surveys in three tables: table 1, 2 and 
3. The tables show the number of respondents for each value on the 1-7 scale on each 

question (Q1-Q9), thereafter the mean value for each question is presented. 

4.1.1 Questionnaire A 

Questionnaire A (neutral ad) had 34 respondents out of 80 questionnaires sent out, giving a 
response rate of 42.5%. Table 1 presents the result of questionnaire A. After Table 1, each 

question is stated and the results are commented upon. 

Questionnaire A              

Scale 1 2 3 4 5 6 7 Mean 

                  

Q1 0 3 4 9 14 4 0 4.35 

                  

Q2 0 2 10 8 8 6 0 4.18 

                  

Q3 27 6 0 0 0 0 1 1.35 

                  

Q4 1 0 1 1 5 13 13 5.94 

                  

Q5 0 2 2 12 8 4 6 4.82 

                  

Q6 9 4 12 6 1 2 0 2.76 

                  

Q8 9 11 4 6 2 1 1 2.65 

                  
Q9 

 
2 
 

4 
 

5 
 

6 
 

10 
 

3 
 

4 
 

4.26 
 

Table 4-1: Results of questionnaire A 

Q1: What do you think of the ad above? Very bad 1- 7 Very Good  

The result of question 1 indicates that the respondents are neutral towards the 
advertisement (mean= 4.35), pointing out that the respondents think it is neither very bad 

nor very good. 
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Q2: I consider the ad above to be: Not at all believable 1- 7 Very believable 

The mean of question 2 is 4.18, indicating that the respondents are neutral towards the 

advertisement credibility. 

Q3: Are you familiar with the eco-label Green Globe? Not at all familiar 1- 7 Very familiar 

Question 3‟s mean is 1.35 showing a low familiarity of Green Globe. 

Q4: Are you familiar with the eco-label Svanen? Not at all familiar 1- 7 Very familiar 

The result of question 4 (mean 5.94) indicates a high familiarity of Svanen. 

Q5: To include an eco-label would affect my perception of the ad: Negatively 1- 7 Positively  

The respondent‟s answers show a mean of 4.82, which signifies a slightly positive attitude 
towards including an eco-label in the advertisement. 

Q6: I would be willing to pay…SEK extra for the above marketing campaign if it contained an eco-label: 
1= 0 SEK , 2= 200 SEK, 3= 400 SEK, 4= 600 SEK, 5= 800 SEK, 6= 1000 SEK, 7= more 

than 1000 SEK 

The mean of 2.76 implies that the respondents are willing to pay approximately 400 SEK 

extra for an eco-labelled package tour.  

Q8: When deciding on purchasing a trip, eco-labelling is important to me: Not at all important 1- 7 Very 

important 

The result of question 8 (mean 2.65) shows that eco-labelling is not important when 

purchasing a trip.  

Q9: When deciding to purchase goods for consumption, eco-labelling is important to me: Not at all 

important 1- 7 Very important 

The mean of 4.26 points out that the respondents are neutral towards the importance of 

eco-labelling on consumption goods. 
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4.1.2 Questionnaire B 

Questionnaire B (Green Globe) had 33 respondents out of 80 questionnaires sent out, 
giving a response rate of 41.25%. The result of the questionnaire is presented in Table 2. 

After Table 2, each question is stated and the results are commented upon. 

Questionnaire B              

Scale 1 2 3 4 5 6 7 Mean 

                  

Q1 2 1 5 10 10 4 1 4.24 

                  

Q2 0 3 7 12 9 2 0 4 

                  

Q3 28 3 0 1 0 0 1 1.36 

                  

Q4 1 0 1 2 9 7 13 5.76 

                  

Q5 0 2 0 20 5 3 3 4.48 

                  

Q6 11 8 9 2 0 0 3 2.52 

                  

Q8 11 10 8 4 0 0 0 2.15 

                  

Q9 4 5 7 9 4 3 1 3.45 

                  

Table 4-2: Results of questionnaire B 

Q1: What do you think of the ad above? Very bad 1- 7 Very Good  

The result of question 1 indicates that the respondents are neutral towards the 
advertisement (mean= 4.24), meaning that the respondents think it is neither very bad nor 

very good. 

Q2: I consider the ad above to be: Not at all believable 1- 7 Very believable 

The mean of question 2 is 4.00 indicating that the respondents are neutral towards the 
advertisement‟s credibility. 

Q3: Are you familiar with the eco-label Green Globe? Not at all familiar 1- 7 Very familiar 

Question 3‟s mean is 1.36 showing a low familiarity of Green Globe. 

Q4: Are you familiar with the eco-label Svanen? Not at all familiar 1- 7 Very familiar 

The result of question 4 (mean 5.76) indicates a high familiarity of Svanen. 

Q5: The eco-label Green Globe Green Globe affects my perception of the ad: Negatively 1- 7 Positively  

The respondents‟ answers show a mean of 4.48 which signifies a neutral attitude towards 

including the Green Globe in the advertisement. 
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Q6: I would be willing to pay…SEK extra for the above marketing campaign if it contained an eco -label: 
1= 0 SEK , 2= 200 SEK, 3= 400 SEK, 4= 600 SEK, 5= 800 SEK, 6= 1000 SEK, 7= more 

than 1000 SEK 

The mean of 2.52 implies that the respondents are willing to pay approximately 400 SEK 

extra for an eco-labelled package tour.  

Q8: When deciding on purchasing a trip, eco-labelling is important to me: Not at all important 1- 7 Very 

important 

The result of question 8 (mean 2.15) shows that eco-labelling is not important when 

purchasing a trip.  

Q9: When deciding to purchase goods for consumption, eco-labelling is important to me: Not at all 

important 1- 7 Very important 

The mean of 3.45 points out that the respondents consider eco-labelling not so important 

when deciding on purchasing consumption goods.  

4.1.3 Questionnaire C 

Questionnaire A had 36 respondents out of 80 questionnaires sent out, giving a response 
rate of 45%. The result of the questionnaire is presented in Table 3. After Table 3, each 

question is stated and the results are commented upon. 

Questionnaire C              

Scale 1 2 3 4 5 6 7 Mean 

                  

Q1 2 3 8 6 11 5 1 4.11 

                  

Q2 2 8 4 10 7 2 3 3.83 

                  

Q3 26 3 3 0 2 1 1 1.47 

                  

Q4 0 0 0 2 9 8 17 6.11 

                  

Q5 1 2 1 12 9 6 5 4.5 

                  

Q6 11 7 6 6 2 2 2 2.86 

                  

Q8 9 8 7 7 3 2 0 2.81 

                  

Q9 2 2 6 4 5 10 7 4.83 

                  

Table 4-3: Results of questionnaire C 

Q1: What do you think of the ad above? Very bad 1- 7 Very good  

The result of question 1 indicates that the respondents are neutral towards the 
advertisement (mean= 4.11), meaning that the respondents think it is neither very bad nor 

very good. 
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Q2: I consider the ad above to be: Not at all believable 1- 7 Very believable 

The mean of question 2 is 3.83 indicating that the respondents are neutral towards the 

advertisement‟s credibility. 

Q3: Are you familiar with the eco-label Green Globe? Not at all familiar 1- 7 Very familiar 

Question 3‟s mean is 1.47 showing a low familiarity of the Green Globe.  

Q4: Are you familiar with the eco-label Svanen? Not at all familiar 1- 7 Very familiar 

The result of question 4 (mean 6.11) indicates a high familiarity of Svanen. 

Q5: The eco-label Svanen affects my perception of the ad: Negatively 1- 7 Positively  

The respondents‟ answers show a mean of 4.50, which signifies a slightly positive attitude 
towards including the Green Globe in the ad. 

Q6: I would be willing to pay…SEK extra for the above marketing campaign if it contained an eco -label: 
1= 0 SEK, 2= 200 SEK, 3= 400 SEK, 4= 600 SEK, 5= 800 SEK, 6= 1000 SEK, 7= more 

than 1000 SEK 

The mean of 2.86 implies that the respondents are willing to pay approximately 400 SEK 

extra for an eco-labelled package tour.  

Q8: When deciding on purchasing a trip, eco-labelling is important to me: Not at all important 1- 7 Very 

important 

The result of question 8 (mean 2.81) shows that eco-labelling is not important when 

purchasing a trip.  

Q9: When deciding to purchase goods for consumption, eco-labelling is important to me: Not at all 

important 1- 7 Very important 

The mean of 4.83 points out that the respondents consider eco-labelling slightly important 

when deciding on purchasing consumption goods.  
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4.1.4 ANOVA testing 

This section provides the result of the ANOVA tests that are carried out. We present 

tables, which show the most important figures. Table 4 shows what the mean value for 
each individual question across the three questionnaires is. For more detailed summary of 

the result of ANOVA analysis, see appendix 5. 

  Questionnaire  A Questionnaire B Questionnaire C 

  

Average mean 

Question 1 4.35 4.24 4.11 4.23 

        

Question 2 4.18 4.00 3.83 4.00 

        

Question 3 1.35 1.36 1.47 1.40 

        

Question 4 5.94 5.76 6.11 5.94 

        

Question 5 4.82 4.48 4.5 4.60 

        

Question 6 2.76 2.52 2.86 2.72 

        

Question 8 2.65 2.15 2.81 2.54 

        

     Question 9 4.26 3.45 4.83 4.20 

          

 

Table 4-4: Mean values of the questionnaires 
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Table 5 shows the result of the ANOVA testing. For the ANOVA tests, the significance 
level of 95% is used. After Table 5 the result of the hypothesis testing is presented in 

relation to each question. 

Each question on all the three questionnaires is tested towards the hypothesis that H0: 𝑥 A= 

𝑥 B= 𝑥 C. H0 is accepted if the significance value is above 0.05. If on the other hand the 

significance value is below 0.05 then HA (HA: 𝑥 A≠ 𝑥 B= 𝑥 C or HA: 𝑥 A=𝑥 B≠ 𝑥 C) is accepted. 

This indicates that if at least one of the questionnaires has a significantly large difference in 
its mean score in relation to at least one of the other questionnaires mean scores, HA is 

accepted.  

The following procedure will occur for all questions i.e. the null hypothesis for question 1 

is: H0: 𝑥 A= 𝑥 B= 𝑥 C. Consequently, the alternative hypothesis is accepted when either of the 

following scenarios occurs: HA: 𝑥 A≠ 𝑥 B= 𝑥 C or HA: 𝑥 A=𝑥 B≠ 𝑥 C. 

  
 Significance value H0 HA 

Question 1 0.752 Accepted Rejected 

      

Question 2 0.566 Accepted Rejected 

      

Question 3 0.881 Accepted Rejected 

      

Question 4 0.494 Accepted Rejected 

      

Question 5 0.453 Accepted Rejected 

      

Question 6 0.675 Accepted Rejected 

      

Question 8 0.138 Accepted Rejected 

      
Question 9 

 
0.005 

 
Rejected 

 
Accepted 

 

    

Table 4-5: Results of ANOVA testing 

Q1: What do you think of the ad above? Very bad 1- 7 Very Good 

As the result of ANOVA testing indicates, the three questionnaires do not differ enough to 

prove any significant statistical difference for question 1, thus H0: 𝑥 A= 𝑥 B= 𝑥 C is accepted. 

This indicates that the three samples think the advertisement is neither bad nor good; it is 
neutral (Average mean = 4.23). The inclusion of eco-labels in questionnaires B and C do 

not have any effect on the respondent‟s perception of the advertisements.  

Q2: I consider the ad above to be: Not at all believable 1- 7 Very believable 

For question 2, H0: 𝑥 A= 𝑥 B= 𝑥 C is accepted. Thus, it shows that the differences are not 
large enough to prove statistical difference between the three questionnaires. Consequently , 
the three samples are neutral towards the believability of the advertisement (average mean 

= 4.00). The inclusion of eco-labels in questionnaires B and C do not have any effect on 
the respondent‟s perception of the advertisements. 
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Q3: Are you familiar with the eco-label Green Globe? Not at all familiar 1- 7 Very familiar 

H0: 𝑥 A= 𝑥 B= 𝑥 C for question 3 is accepted. This indicates that it is not a large enough 

statistical difference between the three samples. None of the three samples are familiar with 
the eco-label Green Globe (average mean = 1.40). 

Q4: Are you familiar with the eco-label Svanen? Not at all familiar 1- 7 Very familiar 

The ANOVA test for question 4 results in acceptance of H0: 𝑥 A= 𝑥 B= 𝑥 C. The difference is 

not statistically large enough between the samples. The samples are familiar with the eco-
label Svanen (average mean = 5.94).   

Q5(questionnaire A): The eco-label Svanen affects my perception of the ad: Negatively 1- 7 Positively  

Q5 (questionnaire B): The eco-label Green Globe affects my perception of the ad: Negatively 1- 7 Positively  

Q5(questionnaire C): To include an eco-label would affect my perception of the ad: Negatively 1- 7 
Positively  

In question 5 the null hypothesis, H0: 𝑥 A= 𝑥 B= 𝑥 C, is accepted. There is no significant 
difference between the samples. All the three samples agree that the inclusion of an eco-

label affect or would affect their perception about the ad slightly positive (average mean = 
4.60). 

Q6: I would be willing to pay…SEK extra for the above marketing campaign if it contained an eco -label: 
1= 0 SEK , 2= 200 SEK, 3= 400 SEK, 4= 600 SEK, 5= 800 SEK, 6= 1000 SEK, 7= more 

than 1000 SEK 

H0: 𝑥 A= 𝑥 B= 𝑥 C is accepted for question 6. There is not enough significant statistical 

difference between the samples. The three samples show that they would be willing to pay 
approximately 400 SEK extra for an eco-labelled trip (average mean = 2.72).  

Q8: When deciding on purchasing a trip, eco-labelling is important to me: Not at all important 1- 7 Very 
important 

In regards to question 8 H0: 𝑥 A= 𝑥 B= 𝑥 C is accepted. This indicates that the difference 
between the samples is not significantly large enough.  All of the samples conclude that 

when purchasing a trip the eco-label is not important (average mean = 2.54). The inclusion 
of eco-labels in questionnaire B and C do not affect the respondent‟s perception about 

how important an eco-labelling is when purchasing a trip. 

Q9: When deciding to purchase goods for consumption, eco-labelling is important to me: Not at all 

important 1- 7 Very important 

For question 9, the significance value is 0.005, which is below the 0.05 threshold. 

Therefore, H0: 𝑥 A= 𝑥 B= 𝑥 C is rejected, and HA: 𝑥 A=𝑥 B≠ 𝑥 C is accepted. The significant 
difference is found between the mean value of Questionnaire B with 3.45 and 

Questionnaire C with 4.83.  Sample A is neutral towards the importance of eco-labelling 
when purchasing consumption goods. Sample B consider it not to be important whereas 

sample C considered it to be important. 
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4.2 Empirical material from interviews 

This section provides the results from the follow-up interviews. The questions are 

presented in the order they were asked during the interviews. Complete notes taken from 
the interviews are found in Appendix 4. Question 6 is not included in this section due to 

that all the respondents answered No to question 5 and therefore question 6 is irrelevant.  

1. What is positive and negative with using eco-labelling within the tourism industry? 

The results indicate that the approached respondents see several positive effects with eco-
labelling within the tourism industry. They argue that the environmental aspects are the 

most important factor, that you know that the trip or package tour operator is 
environmentally friendly and also that the eco-label increases the environmental awareness. 

Additionally, the tour operator is viewed in a more positive way. The negative aspects 
found with eco-labelling are that the respondents find it more expensive. Furthermore, one 

respondent said that eco-labelling on package tours could make you suspicious since there 
is not enough information about this type of eco-labelling.  

2. In general what do you consider important when it comes to eco-labelling? 

The respondents find it important that an eco-label in general should be credible, honest 

and reliable. The majority of the answers indicate that the most important aspects of an 
eco-label should be the trustworthiness of it, that it is clear what it stands for and what it 

means in reality. Also, the majority states that an eco-label should have a holistic approach 
towards the environment.  

3. What do you think is the reason why eco-labelling is not widely spread within the tourism industry? 

The respondents‟ answers indicate different reasons why eco-labelling is not widely used 

within in the tourism industry. Some argue that there is simply no demand for it, others 
state that it is a complex industry since it affects the environment in a many negative ways. 

Moreover, they propose that eco-labelling is a new trend in the tourism market that has not 
yet seen wide recognition. In addition, one respondent state that customers who tend to be 

environmentally aware in other aspects of their life think that they have done enough for 
the environment and already contribute to a sustainable future.  

4. When you first saw the picture did you notice the eco-label and if yes did it affect your perception towards 
the campaign? 

Only one out of the six respondents answered that they noticed the eco-label when they 
first saw the advertisement. Additionally, the majority states that the incorporated eco-

labels are too small to notice.  

5. In general do you think eco-labelling is an important factor when it comes to buying a package tour? 

Explain. 

All the respondents agree that an eco-label is not an important factor when buying a 

package tour. They explain that other factors, such as price and destination, are higher 
ranked when purchasing a trip. Once more, the respondents state that people tend to not 

buy eco-labelled package tours since they consider themselves to be environmentally 
friendly in other aspects of their life. Furthermore, arguments like an eco-label on a 

package tour is just a bonus and that people do not know what an eco-label within the 
tourism industry stands for is mentioned as reasons for ignoring eco labels. One 
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respondent claimed that if all factors being equal the consumer probably would buy the 
eco-labelled trip.  

7. Do you think it is ok to pay more for an eco-labelled trip or do you think the tour operators should cover 
the cost? 

The majority of the approached respondents think that the consumer should be able to 
chose whether to pay more or not for an eco-labelled trip. They argue that it is okay to pay 

more, however the sum should be reasonable. Moreover, one respondent states that the 
tour operator should have all their trips eco-labelled.  

8. In our study we found that there is no significant difference about how people perceived the ad whether it 
had an eco-label or not, why do you think this is? 

The majority of the respondents think that the eco-label incorporated in the picture is too 
small to notice. They mention that the logo should be bigger. They say that the customers 

are drawn into the motive of the picture and focus on the nice beach and their potential 
holiday. In addition, because eco-labelling is not common within package tours and 

customers are not aware of eco-labels, is put forward as an argument to why the perception 
of the ads did not differ across the three different questionnaires.  

Overall, the result of the interview shows that the respondents do not consider eco-
labelling important when purchasing a package tour, however they see several positive 

aspects with the use of an eco-label. The respondents also tend to think an eco-labelled 
package tour is expensive and they are willing to pay a reasonable extra sum for this type of 

trip. Moreover the respondents imply that it is important to know what an eco-label stands 
for in order for it to be trustworthy. The result also indicates that the main reason as to 

why eco-labels is not widely used within the tourism industry is due to customers not being 
aware of the existing eco-labels, and they do not understand how an eco-label can 

contribute to a sustainable future since the tourism industry is as complex as it is.    
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5 Analysis 

The analysis connects theory and concepts from the theoretical framework with the empirical material that is 

conducted through questionnaires and follow-up interviews. This is analysed in order to fulfil our purpose.  

5.1 Analysis of questionnaires 

This section analyses the empirical material using the concepts and theory presented in the 
theoretical framework.  

The response rate of 42.9% can be explained by the fact that online surveys generally have 
a lower response rate than other survey modes. This is due to that the participants were not 

asked beforehand to participate and can easily ignore to answer the questionnaire. 
Furthermore, we consider the response rate of 42.9% to be enough to have a valid study 

and analyze the results. Since we did manage to get more than 30 responses for each 
individual questionnaire, it is considered normally distributed, making it statistically valid. 

5.1.1 Green Paradigm 

The green paradigm can be related to question 5 (average mean = 4.6) where the results 

state that the respondents are slightly positive to the use of eco-labels in the advertisement 
shown to them. This implies that the respondents‟ perception towards the advertisement is 

enhanced with the use of eco-labels. The respondent‟s perception does not differ amongst 
the three questionnaires. Using eco-labels can be a way of drawing attention to 

environmental concerns and speed up the process for more environmentally friendly 
practices (UNEP, 1998). Therefore the empirical material indicates that the enhanced 

attitude towards eco-labels show an interest in a more sustainable future, this in line with 
Weaver et al. (2010) concept of the green paradigm.  

Additionally, the growing importance of acting environmentally friendly is also shown in 
the financial aspect of purchasing green goods and service. This is shown in question 6, 

where the respondents claim that they are willing to pay approximately 400 SEK extra for 
an eco-labelled package tour. Even though students have limited financial resources they 

are still willing to pay more for sustainable products and services. We argue that in relation 
to Weaver et al. (2010) concept of the green paradigm the fact that the respondents are 

willing to pay more confirms that sustainable practices are becoming increasingly 
important. 

5.1.2 Communication in sustainable tourism 

UNEP (1998) state that using an eco-label can increase the speed of implementing of eco-
efficient solutions and help the industry to identify critical issues. Additionally an eco-label 

can also be used as a marketing tool. In order to comprehend how an eco-label can work as 
a marketing tool it is important to understand what an eco-label stands for. Since the result 

for question 3 on all questionnaires implies that the recognition rate of the Green Globe is 
low, this shows that Green Globe, which is the current biggest eco-label for the tourism 

market, has failed in communicating what it stands for. As Budeanu (2007) mentions, one 
of the key issues with eco-labelling in general, is the low recognition rate. The low 

recognition rate of Green Globe can be explained by Buckley‟s (2002) eco-labelling stages. 
Green Globe is still struggling to reach stage three, gain public acceptance. We denote that 

Green Globe needs to spend a lot of time and effort on improving their communication 
tools in order to gain acceptance from the public and move on to the next stage. The aim 
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of Green Globe is to be a global eco-label for the tourism industry and from our study we 
find it reasonable to claim that they have failed to gained public acceptance, one reason for 

this is bad communication. If people are not aware of the existence of tourism eco-labels 
they will not demand them. This could be one reason to why eco-labels have not seen wide 

use in the industry. 

If the Green Globe had been better in communicating what they stand for and what they 

want to achieve we imply that this label would have gained the public acceptance faster. As 
UNEP (1998) states using an eco-label can speed up the process of identifying 

environmental concerns and therefore we still argue that using eco-labels could be a partial 
solution to the problems can be found. However, the existing eco-labels need to improve 

their communication in order for this to succeed.  

Question 6 shows that all three samples are willing to pay 400 SEK extra for an eco-

labelled package tour. Since the empirical material implies an interest for eco-labelled tours 
at the same time, as the unfamiliarity of the Green Globe is high we claim there is a market 

share to gain. This creates a win-win situation for the industry, the environment and the 
customer. For the industry, it will generate profits in the long run because of eco-efficient 

solutions. From the customer‟s perspective this is a win situation because the market will 
provide a more sustainable solution. This solution will provide a sustainable future for the 

environment. 

Once again referring to Buckley‟s (2002) research on the eco-labelling stages we can see 

from question 4 that Svanen scored high on its familiarity. This indicates that Svanen has 
succeeded in gaining public acceptance and the respondents understand what they stand 

for, meaning Svanen has developed a successful communication tool. From our theoretical 
framework we have recognised that in its initial stage Svanen also suffered from criticism 

from the public (Svanen, 20 frågor om Svanen, 2010). However, they managed to overcome 
this and is today widely recognised in Sweden. We mean that if Green Globe continues to 

develop its communication, for example by looking at other eco-labels that have been in 
the same situation, they will be able to enlarge their acceptance. In accordance with Edgell 

(2006) it is important to have an effective communication tool in order to manage 
sustainable tourism, therefore the Green Globe certainly has to work on this aspect. This is 

further analysed in section 5.2.2 where the respondents from the interviews confirms 
Edgell‟s argument that effective communication is important.  

5.1.3 Evaluation of eco-labels 

In relation to Budeanu‟s (2007) research many eco-labels tend to fail to reach their goal, we 

can derive that this is also the case for Green Globe in the case of question 3. The low 
recognition rate can be explained with that the respondents do not know what Green 

Globe‟s goal is and therefore customers are unfamiliar with it. By looking at question 4 and 
the label Svanen in general one would be tempted to think that incorporating Svanen in the 

Ving advertisement would create a positive reaction among the respondents since we claim 
that Svanen has a good communication tool. The example in the theoretical framework 

explains the positive effects with using an eco-label in cooperation with your brand. But as 
we can see from question 1 and 2 the respondents seem to not be affected with the 

incorporated eco-labels. The contradiction in the answers could be explained with that the 
respondents do not see the perceived benefits an eco-label can bring (Belz et al., 1996; cited 

in Hartmann et al., 2005) and also they do not understand the personal benefits they can 
gain which is supported by Griffin et al. (2002; cited in Weaver, 2006). 
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We find it advisable to say that the current eco-labels have failed in communicating what 
they stand for. Therefore the respondents do not see the perceived benefits eco-labels can 

bring.  

5.1.4  Marketing efforts in the tourism industry 

The quantitative result indicates that the respondents do not differ in their perception 
towards the advertisements, whether it contains an eco-label or not. Concerning question 8 

(average mean = 2.54), the importance of eco-labels when purchasing a package tour 
scored low. A package tour is a service, and since a service is intangible (Bertrand, 1990) 

the customers have an existing perception about the service. If the customers are exposed 
to a new service that they are not familiar with, they will not be able to measure the quality 

of that service until they consume it. In the case of question 8 this might be the case, since 
it is not likely that the respondents have consumed this type of trip before because  there 

are no eco-labelled package tours in Sweden.  

ANOVA testing showed that respondents‟ perception of marketing is not significantly 

different between the neutral campaign and the two, which are manipulated. As question 1 
shows, people liked the three advertisement campaigns equally much (average mean = 

4.23) also see them as equally believable in question 2 (average mean = 4.0). These two 
questions show two important aspects. Firstly, when forced to take a stance whether they 

like the advertisement or not, the respondents are neutral towards the ad whether Green 
Globe or Svanen is included or not. Secondly, it is important to point out that the 

respondents were neutral towards the advertisements credibility whether green Globe or 
Svanen is included or not. 

Congruity theory states that a marketing message is incongruent and thus harder for the 
recipient of the message to understand if the message is not aligned with what recipient 

originally believe about the product or company in question (Percy et. al, 2009). The reason 
why there is no statistical difference in how customers perceive the ad with or without eco-

labels, in question 1 and 2, can be explained by congruity theory. This means that the 
incorporated eco-labels do not enhance nor decrease the customers‟ perception about Ving 

as a company. Since there is not a statistical difference in the answers we can assume that 
the approached customers have an existing perception about Ving as a company with good 

environmental practices. This indicates that the advertisement is congruent with the 
customers‟ perception about Ving. By incorporating an eco-label into the advertisement 

does not affect the perception about the brand Ving, this in line with the congruity theory.  

Belz et al (1996; cited in Hartmann et al., 2005) state that by using a branding strategy that 

marks the brand as green, companies can gain a competitive advantage. However this is 
only the case when the customer sees or makes use of the perceived benefits that a green 

service or product can bring. In relation to question 1 and 2 from the questionnaires we 
can derive that the incorporation of an eco-label into the ad do not make a difference in 

how the respondents perceive the ads. Therefore, we in accordance with Belz et al. (1996; 
cited in Hartmann et al., 2005) research claim, that the respondents do not understand the 

benefits an eco-label can bring. Thus, the brand loses its competitive edge and therefore 
there was not a statistical difference in how the students perceive the advertisement.  

Question 9 (means: 𝑥 A = 4.26, 𝑥 B = 3.45, 𝑥 C = 4.83) shows a statistical difference between 

𝑥 B (Green Globe) and 𝑥 C (Svanen). This implies that the approached customers are 

negatively affected in 𝑥 B and positively affected in 𝑥 C, which is explained by Belz et al. 
(1996; cited in Hartmann et al., 2005) research, which shows that if the consumer fails in 
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understanding the perceived added benefits of the eco-label the brand will lose its 
competitive edge. Svanen is a recognisable eco-label within consumption goods and has a 

high recognition rate in Sweden; thereby Svanen is a familiar eco-label for consumption 
goods. This can be related to the theory of priming (Aronson, 2008) which states that when 

a recipient is exposed to a message of some form, in this case the label Svanen, this triggers 
memories of previous encounters with this label. Therefore we think it is suitable to say 

that when the respondents in questionnaire C, in question 9, are exposed to the 
advertisement with the incorporated label Svanen they associate this to previous 

encounters with this label, which in this case is consumption goods. This might affect the 
answers in questionnaire C in a positive manner. Green Globe on the other hand is not a 

familiar brand for either consumption goods or the tourism industry. Furthermore the 
responses in questionnaire B (Green Globe) are rated lower than the same question for 

questionnaire A (neutral ad) and questionnaire C (Svanen). This is because it can be argued 
that the Green Globe eco-label confuses the respondents and the respondents do not see 

the perceived benefits an eco-label can bring. Concerning the neutral ad (questionnaire A) 
the mean receives a neutral score indicating that the respondents are not positively affected 

by Svanen nor confused by Green Globe.  

Moorthi (2002) implies that an experience good, like a package tour, is closely linked to the 

brand image. This is the case for services since they are inseparable, variable, perishable, 
intangible (Weaver & Lawton, 2010) and thus making the service very much linked to the 

brand image. As we mentioned in the section about the congruity theory the respondents 
already had a perception about Ving‟s brand as environmentally friendly. The services Ving 

provide, like package tours, fall into the experience goods category meaning that the 
package tours are closely linked to the brand of Ving. Therefore it makes it reasonable to 

state that in line with Ving‟s perceived brand image as environmentally friendly they have 
an opportunity in using eco-labels as a tool for green marketing.   

5.1.5  Theory of Planned Behaviour 

Referring to question 6 the respondents are willing to pay approximately 400 SEK extra for 

an eco-labelled package tour. However, by looking at Ajzen‟s (2005) theory of planned 
behaviour customers tend to say that they are environmentally aware but ultimately they do 

not choose environmental options. This behaviour is sometimes due to lack of resources, 
e.g. time and money. Even though customers are environmentally friendly in their minds, 

as the empirical material from question 6 indicates, they do not act environmentally friendly 
when it comes down to a purchase decision, as shown in question 8. The approached 

students in our study have limited financial resources and may be constrained by this and in 
the end do not behave according to their personal belief and disregard the environmental 

friendly options. Furthermore, we find it reasonable to state that this could be one reason 
for why eco-labels are not widely spread.  

5.2  Analysis of interviews 

The following section analyses the empirical material conducted from follow-up interviews 

and connects it with concepts and theory from the theoretical framework and also links it 
to the quantitative analysis. 

5.2.1 Green Paradigm 

Our quantitative material shows that there is not any difference in how people perceive the 

advertisements with or without eco-labels. Many factors signify that eco-labels can be a 
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starting point for a more sustainable tourism market. One factor is that the students 
approached in the qualitative material show a positive attitude towards eco-labelling in 

general and they see several benefits with an eco-labelling on the tourism market. Some of 
the benefits mentioned are that eco-labelling is good for the environment, it adds value, it 

increases environmental awareness and the tour operator is seen in a more positive way. All 
of this is in line with the concept of Dahm et al. (2009), which states that university 

students are concerned about the environment and tend to want to reduce their personal 
impact. Therefore we emphasize that this shows an interest in eco-labels and this can be a 

starting point for more sustainable practises.  

The green paradigm has definitely gained trust and is turning into the new accepted 

paradigm. Sustainability is becoming more and more important and customers want to 
contribute to a sustainably future. This is shown from our empirical material in question 6 

on the questionnaires when the customers argue that they are willing to pay more for an 
eco-labelled trip. All the respondents in the follow-up interviews state that it is acceptable 

to pay more; by this they validate the answers from the questionnaires. By validating the 
empirical material from the questionnaires this further strengthens Weaver et al. (2010) 

concept of the green paradigm. The interview respondents also argue that it should be an 
option to pay extra money not a compulsory fee. This indicates that customers want to 

have the ability, if they possess the right resources, to contribute to a sustainable future.  

Usually an eco-label comes with extra fees for the company that wants to be certified by an 

eco-label (Svanen: Vad kostar det?, 2010). Meaning that these extra costs include application 
fees and a yearly license fee (Svanen: Vad kostar det?, 2010). Additionally, in order to fulfil 

the environmental criteria that the eco-label demands (European Commission: What is the 
Eco-label?, 2010), we claim that in some cases companies might have to change some of 

their business processes in order to reach the criteria, which might increase short-run costs. 
These changes in business processes, combined with the extra fees, can motivate 

companies to charge a premium price for eco-labelled products in order to cover the 
increase in short-run costs. Furthermore, Weaver et al. (2010) say that sustainable actions 

and eco-labels should include a financial aspects since tourism without a profit is most 
likely to fail. In this way it is also motivated for companies to charge a premium price in 

order to be profitable.  

However, as Jafari‟s (1990) research indicates the costs are higher than the benefits in the 

tourism industry and incentives to make the industry more sustainable are needed. 
Therefore UNEP (1998) claim that using eco-labels can speed up the process of eco-

efficient solutions which in turn will increase the benefits for tourism. We claim that so far 
the tourism industry has had a too narrow focus on generating economic profit in the short 

run and therefore this has lead to a need of looking at the long-run economical and 
environmental benefits, in order for the tourism industry to survive. As Weaver et al. 

(2010) state there should be a financial aspect in eco-labels for the tourism industry to 
survive. Therefore we suggest that eco-labels necessarily do not have to be charge with a 

premium price as they will gain economic, environmental and social benefits in the long 
run. We base this argument on Edgell‟s (2006) statement that the tourism industry needs to 

shift its focus from the short-run perspective to the long-run perspective where including 
the economic, environmental and social aspects are equally important. We propose that by 

not looking at the long-term benefits the tourism industry will not be able to survive nor 
will the environment. 

Pike (2005) suggest that trips need to be differentiated from competitors ‟ alternatives to the 
same destination. We claim that in order for the sustainable tourism industry to increase 
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the awareness of environmental concerns the use of eco-labels could be a way to 
differentiate the package tours. Despite that our empirical material indicates that there is no 

difference in how the respondents perceive the advertisement with and without eco-labels, 
in question 1 and 2, we think that launching eco-labelled trips without any extra fees would 

be a good initial step in order to set eco-labelled services apart from not eco-labelled 
services, this in line with Pike‟s (2005) research. As Edgell (2006) describes the tourism 

industry needs to shift its focus from the short-run perspective to the long-run perspective 
we say that using eco-labels is necessary in order to combine the economic, environmental 

and social aspects. In order to do this eco-labels is a suitable start. This suggestion could 
end up in added value for the tour operator. Meaning that providing an eco-labelled service 

without any extra costs could give the operator a competitive advantage towards operator 
who does not provide this service.  

5.2.2 Communication and Branding 

The qualitative material tells us the majority of the respondents think that an eco-label in 

general should be honest and trustworthy. It should also be clear what it stands for and 
what the actual outcome of it is. This can be a reason why the incorporated eco-labels did 

not have any impact on how the respondents perceived the ads with or without eco-labels. 
In the case of Green Globe, it has not seen wide usage and what it stands for is a bit 

unclear, this might cause confusion among the respondents. Because of that it can be 
argued that the Green Globe needs to improve their communication towards their 

customers. For Svanen, it has seen wide recognition in many industries however it is not 
widely accepted within the tourism industry and this might be the reason why respondents 

are not familiar with it in this setting.  

Communication is important in order to build trust and the approached respondents 

repeatedly said that it has to be clear what the eco-label stands for. In relation to Edgell‟s 
(2006) statement that effective communication is crucial to manage sustainable tourism, we 

denote that the respondents confirm this by looking at question 2 from the interviews. In 
other words they need to inform their customers about what they do, what benefits and 

costs are involved and what the actual outcome of the environmentally friendly behaviour 
is. The respondents further say that it is difficult to know how an eco-label in the tourism 

industry works in reality since the industry heavily impacts the environment; one 
respondent commented, “it is hard for the industry to get away from the perception that it affects the 

environment” (See Appendix 4, Q3, respondent 1). According to Belz et al. (1996; cited in 
Hartmann et al., 2005) it can create a competitive advantage if the company market their 

service as green and successfully inform the potential customers about the actual outcome. 
Further they argue that if the company fail to communicate what it means to purchase a 

green service they will lose the competitive edge since the customer do not see the added 
value. This argument leads into an analysis of whether the current eco-label schemes have 

badly failed in communicating their vision and mission or if the industry actually is too 
complex for an eco-label to work effectively? On the other hand, the approached 

respondents state that an eco-label should work as a holistic approach towards a 
sustainable future. This goes hand in hand with Jafari‟s (1990) research, which implies that 

the tourism industry needs to find a holistic solution to the current issues facing the 
tourism industry. Once more, we think it is clearly shown in the empirical material that the 

customers have an interest in eco-friendly trips, and that the current eco-labels have failed 
in communicating what they stand for. As the qualitative material tells us there is a need for 

a holistic approach towards sustainability in the tourism industry, this validates Jafari‟s 
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(1990) research. Therefore, we state that eco-labels definitely is a partial solution towards 
solving the issues in the industry.  

5.2.3 Evaluation of eco-labels 

As mentioned previously the empirical material shows, there is an interest for eco-labelled 

package tours because the respondents are willing to pay more for this type of trip. 
However, in the qualitative material in question 3, we see that the respondents say that eco-

labelling is not widely spread in the tourism industry due to a lack of demand. This shows a 
contradictory answer. Therefore, we see a perceived belief that the respondents think there 

is no demand for eco-labelled tours when in fact this is not the case. We suggest that there 
is an interest for this type of trips since they are willing to pay more and the perception of a 

lack of demand is only in the respondents‟ minds. However, it is also worth mentioning 
that the perception that there is no demand may be explained with that the eco-labels have 

failed in communicating what they stand for. The failed communication implies that in 
accordance to Buckley (2002), Green Globe is in stage number 3 and they have failed to 

reach public acceptance. This is in line with what one respondent answers on question 8: 
“Not promoted enough, nobody is talking about it.” (See Appendix 4, Q8, respondent 4). If the 

respondents would be aware of the benefits an eco-label can bring and it would be 
promoted correctly, we claim that eco-labelling on package tours would have seen a wider 

use.  

5.2.4  Marketing efforts in tourism industry 

From the empirical qualitative material a majority of the respondents say that they did not 
notice the eco-label when they saw the ad (question 4). This can be explained by two 

factors. The first factor is bad communication, which already is explained in section 5.3. 
The second factor can be related to the congruity theory which implies that when exposed 

to a new message, the recipient interpret the new message as either incongruent or 
congruent with their existing image of the brand (Ajzen, 2005). In question 4 from the 

qualitative interviews we interpret the answers as the respondents received the ad as 
congruent. This means that they already have a brand image of Ving as an environmentally 

friendly company. These answers validate the answers from the quantitative material where 
we also state that the respondents‟ answers are congruent with their brand image of Ving.  

5.2.5 Theory of Planned Behaviour  

In question 6 on the quantitative part the respondents say that they are willing to pay more 
for an eco-labeled package tour. Additionally, it can be seen in question 5 that the 

respondents have a slightly positive attitude towards including eco-labels in the 
advertisement. The respondents also see clear benefits of an eco-label in the tourism 

industry according to question 1 in the interviews. From these answers we derive a general 
positive perception towards eco-labels on package tours. However, as it shows in the 

ANOVA test for question 1 and 2 from the quantitative part we see that the respondents 
do not act according to their beliefs. When confronted with the advertisement and the 

possibility to rank credibility and the perception of the ad the respondents are not affected 
by the inclusion of the eco-labels. This shows a contradictory answer in line with TPB 

(Ajzen 2005) since they have a positive perception towards eco-labels but when they 
actually are confronted to take a stance they do not behave according to their beliefs. We 

find it advisable to claim that this is explained by the second factor in TPB, which states 
that social pressure might influence the respondents‟ answers. The respondents are 

exposed to a certain degree of social pressure to act in an environmentally friendly way 
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since this is „the right thing to do‟ according to the green paradigm society. Additionally, 
reasons to why the approached students do not consider an eco-label to be an important 

factor when purchasing a package tour may be explained with the two following reasons. 
Firstly, students possess limited financial resources and therefore a holiday trip is usually a 

big expenditure for them. According to the theory of planned behaviour (Ajzen, 2005) 
customers may act against their own belief if they do not possess the means to perform a 

certain behaviour. We imply that this is the case for the respondents in this study. This is 
based on that they say that say it is acceptable to pay more for an eco-labelled package tour 

(in question 7), however from question 1 we can derive that the respondents think an eco-
label is expensive. We find it reasonable to say that the behaviour of not purchasing eco-

labelled package tours is explained firstly by the fact that these type of tours do not exist 
today in Sweden, secondly if it would exist the students would not buy this type of trip due 

to a lack of resources, this in line with TPB. 

Secondly, one of the respondents stated, “People believe that they earn to go on a non-environmental 

friendly trip because they have been environmentally friendly in their everyday life” (See Appendix 4, Q3, 
respondent 6). A package tour is a big expenditure for many students. They might be 

environmentally aware in other ways and think they have earned the right to ignore this 
one-time big expenditure for options that are cheaper and not environmentally friendly. We 

claim that this contradicts their environmentally friendly principles. This is also in line with 
the Ajzen‟s (2005) theory of planned behaviour meaning that their limited financial 

resources constrain them to behave environmentally friendly.   

5.2.6  Window of opportunity 

According to Wickham (2006), a window of opportunity is to spot a new opportunity and 
take advantage of that opportunity. From our analysis we have spotted several windows of 

opportunities for the sustainable tourism market. Firstly, companies today have a great 
opportunity in targeting eco-labelled package tours to students. Students see several 

benefits with an eco-labelling scheme in the tourism industry. However, the approached 
students consider an eco-labelled package tour to be expensive. If the package tour 

operators of today would not charge a premium price for this type of trip, this is a great 
opportunity to capture.  

Secondly, today there are no eco-label package tour alternatives on the Swedish market. 
Recognising this window can generate the first mover advantage for companies that want 

to target customers who are willing to purchase this type of trip, however students may not 
be part of this group due to lack of financial resources.  

Thirdly, we also acknowledge a future window of opportunity. When the approached 
students possess the monetary resources to purchase an eco-labelled trip they will do so. In 

this way it is justified for the companies to charge a premium price since the student‟s 
attitude towards environmentally friendly options is strong. Referring to Ajzen‟s (2005) 

theory of planned behaviour the respondents will most likely follow through with the 
behaviour they think is correct when they possess the necessary resources.  
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6 Results and discussion 

This thesis investigates how the use of the two eco-labels Svanen and Green Globe affect Swedish students’ 
perception of a package tour marketing campaign. It investigates how students’ perceptions of advertisement 

differ between advertisement for package tours with and without incorporated eco-labels. 

As the analysis indicates, there is not a difference in how the students perceive the ad with 
or without the eco-labels. We find it sensible to say that the main reasons for this result is 

due to a lack of communication, lack of financial resources, social pressure and the 
respondent‟s perception about the advertisement is congruent with their existing mental 

image of Ving. The communication has failed in transmitting what eco-label stands for. 
This leads to a confusion amongst the customers, which results in that the attempts to 

contribute to sustainable future through the use of eco-labels, has not seen wide 
recognition. As it is an intangible service the communication of what makes this service 

environmentally friendly is crucial to communicate to the customer. By failing in 
communicating how the eco-label can contribute to a sustainable future the customers will 

not see the perceived benefits with the service and thus not consider eco-labelling 
important. Additionally, as it is a complex industry with many global stakeholders involved 

and that there is no doubt that it affects the environment negatively, customers do not 
understand how the eco-label works in practice.  From the analysis we derive that the 

financial aspect is an important factor to why eco-labels have not seen wide recognition. 
Students perceive a service with an eco-label to be expensive and therefore their limited 

financial resources constrain them to act according to their environmental beliefs. We find 
it reasonable to believe that this perception prevents the students from acknowledging the 

eco-labels in the advertisement and this is why there is no difference in the perception 
towards the advertisements. In line with the congruity theory we find it sensible to say that 

eco-labelling is congruent with the respondents‟ already established image of Ving. Thus 
this implies that using eco-labels for Ving will not affect the customers‟ perception about 

the company.   

Despite that the analysis shows that there is no difference in how the customers perceive 

the advertisement with or without an eco-label there are still indicators that point to an 
interest for eco-labeled package tours. Since the current Swedish package tour operators do 

not supply any eco-labeled package tours there is a window of opportunity. If a package 
tour operator would take advantage of the interest expressed by the respondents they have 

a second window of opportunity to gain in providing this service without any extra costs. 
This could lead to a competitive advantage for the tour operator since the students would 

favor an eco-labeled trip. Additionally, this would also create a competitive advantage since 
the tour operator will differentiate themselves from its competitors. We have also 

recognized a third window of opportunity, which is when the students possess the 
necessary monetary resources because the students are most likely to follow through with 

the behaviour they think is correct.  

In spite of the analysis that states that there is not a difference in the students perception of 

including an eco-label or not we have recognized a few aspects that points to that eco-
labels can still be a way to differentiate your service from other services and also that it can 

work as an awareness raising mean for sustainable practices. As our analysis shows the 
respondents see clear benefits with using eco-labels in the tourism market and they are 

willing to pay extra money for an eco-labelled package tour. This indicates that eco-labels 
would be a partial solution to handle the environmental challenges in the tourism industry. 

The issues that remain are that the eco-labels need to be honest and reliable, and the 
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customers need to become more familiar with what the eco-labels in the tourism industry 
stand for. However, the industry has established an initial foundation for more sustainable 

practises, through the use of eco-labels, and the customers have an interest in 
environmentally friendly alternatives. This means that there is a starting platform that needs 

to be developed further. Green Globe is a part of the established foundation and they have 
an excellent opportunity to develop their certification further but it is critical for them to 

gain acceptance from the public and improve their communication. 

6.1 Discussion 

Reflecting upon our thesis we have found critique that needs to be highlighted. 

One critique towards this thesis is that it only focuses on students. We made a strategic 
choice when investigating only Swedish students‟ perception about eco-labels. This choice 

was done on the basis of that package tours is one of the cheapest ways of travelling and 
since students have limited financial resources we thought this was appropriate. However, 

as eco-labelled products and services often are a slightly more expensive than other 
products and services it would be suitable to investigate people with a higher income. It 

can also be necessary to examine a wider sample in terms of age, gender and income in 
order to see if customer‟s perception of eco-labels differs among a bigger and more 

differentiated sample.  

Another critique of our thesis is that our theory regarding branding could be more 

extensive. We put an emphasis on green branding; however as the outcome of the 
empirical material shows, it would have been beneficial to include more extensive theory 

about branding and how it relates to communication, i.e. how a company can build a 
strong brand. This would have lead to a more substantial analysis of the evaluation of the 

eco-label brands. 

6.2 Further research 

As the tourism industry is a global industry it would be advisable to investigate how the use 
of eco-labels can contribute to a sustainable future in a larger scale. One of the limitations 

with this thesis is that it only focuses on one country. A package tour involves many 
international stakeholders and the issues in this industry need to be addressed from a global 

perspective. Therefore a study including many countries would be suitable for further 
research.  

We also suggest further research on the same topic treated in this thesis but in ten years 
time. This would provide a study that examines the respondents‟ perception over time. It 

would also be interesting to investigate in order to see how the tourism industry has 
evolved and if it has applied better communication practices.  

Another suggestion for further research is to investigate the Green Globe organization. As 
it is the biggest global eco-label for the tourism industry and it seems to suffer from certain 

issues as the public are not aware of its existence it would interesting to do a study merely 
about this organization.  
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Appendices 

Appendix 1 

Questionnaire A       

       

       
 

 
 

      

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

1. Vad tycker du om ovanstående reklamkampanj?    

1. What do you think of the ad above?     

       

Mycket dålig      Mycket bra 

Very bad      Very good 

1 2 3 4 5 6 7 

0 (0%) 3 (8.8%) 4 (11.8%) 9 (26.5%) 14 (41.2%) 4 (11.8%) 0 (0%) 

       

       

2. Jag anser att ovanstående reklamkampanj är:    

2. I consider the ad above to be:     

       

Inte alls trovärdig      Mycket trovärdig 
Not at all 

believeable      Very believeable 

1 2 3 4 5 6 7 

0 (0%) 2 (5.9%) 10 (29.4%) 8 (23.5%) 8 (23.5%) 6 (17.6%) 0 (0%) 
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3. Känner du till miljömärkningen Green Globe?    

3. Are you familiar with the eco-label Green Globe?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

27 (79.4%) 6 (17.6%) 0 (0%) 0 (0%) 0 (0%) 0 (0%) 1 (2.9%) 

       

       

4. Känner du till miljömärkningen svanen?    

4. Are you familiar with the eco-label svanen?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

1 (2.9%) 0 (0%) 1 (2.9%) 1 (2.9%) 5 (14.7%) 13 (38.2%) 13 (38.2%) 

       

       

5. Att inkludera en miljömärkningssymbol skulle påverka min uppfattning av reklamkampanjen. 

5. To include an eco-label would affect my perception of the ad.   

       

Negativt      Positivt 

Negatively      Positively 

1 2 3 4 5 6 7 

0 (0%) 2 (5.9%) 2 (5.9%) 12 (35.3%) 8 (23.5%) 4 (11.8%) 6 (17.6%) 
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6. Jag skulle vara villig att betala … SEK extra för ovanstående resa om den vore miljömärkt. 

6. I would be willing to pay … SEK extra for the above marketing campaign if it contained an eco-label. 

       

0 200 400 600 800 1000 Mer än 1000 

9 (26.5%) 4 (11.8%) 12 (35.3%) 6 (17.6%) 1 (2.9%) 2 (5.9%) 0 (0%) 

       

       

7. Vad tilltalar dig mest med ovanstående reklamkampanj?   

    Rangordna svarsalternativen från 1-5 där 5 utgör den viktigaste faktorn.  

7. What appeals to you the most about the above ad?   

    Rank the alternatives from 1-5 where 5 is the most important factor.  

  1 2 3 4 5 

Destination  1 (3.1%) 3 (9.4%) 3 (9.4%) 12 (37.5%) 13 (40.6%) 

The company  17 (53.1%) 5 (15.6%) 6 (18.8%) 2 (6.3%) 2 (6.3%) 

Activities at the  4 (12.5%) 7 (21.9%) 10 (31.3%) 8 (25%) 3 (9.4%) 

destination       

Expectations  1 (3.1%) 5 (15.6%) 10 (31.3%) 11 (34.4%) 5 (15.6%) 

Environment/Climate  1 (3.1%) 7 (21.9%) 8 (25%) 9 (28.1%) 7 (21.9%) 

       

       

Andra kommentarer:      

Other comments:      

       

1. Avslappnande.      

1. Relaxing.       

       

2. Det ser fullkomligt underbart ut.  Lyckats fånga bildens lugn.   

2. Looks completly wonderful. Successfully captured the calmness of the picture.   

       

3. Lugnet, att komma bort från en stressig vardag.    

3. The calmness, an oportunity to get away from everyday stress.   

       

4. Boendet.       

4. The accomodation.      
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8. Vid beslut om resa är miljömärkning viktigt för mig.   

8. When deciding on purchasing a trip, eco-labelling is important to me.  

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

9 (26.5%) 11 (32.4%) 4 (11.8%) 6 (17.7%) 2 (5.9%) 1 (2.9%) 1 (2.9%) 

       

       

9. Vid beslut om köp av konsumtionsvaror är miljömärkning viktigt för mig.  

9. When deciding to purchase goods for consumption, eco-labelling is important to me. 

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

2 (5.9%) 4 (11.8%) 5 (14.7%) 6 (17.7%) 10 (29.4%) 3 (8.8%) 4 (11.8%) 
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Appendix 2 

Questionnaire B      

       
 

 
 

      

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

1. Vad tycker du om ovanstående reklamkampanj?    

1. What do you think of the ad above?     

       

Mycket dålig      Mycket bra 

Very bad      Very good 

1 2 3 4 5 6 7 

2 (6%) 1 (3%) 5 (15.2%) 10 (30.3%) 10 (30.3%) 4 (12.1%) 1 (3%) 

       

       

2. Jag anser att ovanstående reklamkampanj är:    

2. I consider the ad above to be:     

       

Inte alls trovärdig      Mycket trovärdig 

Not at all believeable      Very believeable 

1 2 3 4 5 6 7 

0 (0%) 3 (9.1%) 7 (21.2%) 12 (36.4%) 9 (27.3%) 2 (6%) 0 (0%) 
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3. Känner du till miljömärkningen Green Globe? 

3. Are you familiar with the eco-label Green Globe?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

28 (84.9%) 3 (9.1%) 0 (0%) 1 (3%) 0 (0%) 0 (0%) 1 (3%) 

       

       

4. Känner du till miljömärkningen svanen?    

4. Are you familiar with the eco-label svanen?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

1 (3%) 0 (0%) 1 (3%) 2 (6%) 9 (27.3%) 7 (21.2%) 13 (39.4%) 

       

       

5. Green Globe-märkninge påverkar min uppfattning om reklamkampanjen:  

5. Green Globe affects my perception of the ad:    

       

Negativt      Positivt 

Negatively      Positively 

1 2 3 4 5 6 7 

0 (0%) 2 (6%) 0 (0%) 20 (60.6%) 5 (15.2%) 3 (9.1%) 3 (9.1%) 

       

       

6. Jag skulle vara villig att betala … SEK extra för ovanstående resa som är miljömärkt. 

6. I would be willing to pay … SEK extra for the above marketing campaign.  

       

0 200 400 600 800 1000 Mer än 1000 

11 (33.3%) 8 (24.2%) 9 (27.3%) 2 (6%) 0 (0%) 0 (0%) 3 (9.1%) 
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7. Vad tilltalar dig mest med ovanstående reklamkampanj?   

    Rangordna svarsalternativen från 1-6 där 6 utgår den viktigaste faktorn.  

7. What appeals to you the most about the above ad?   

    Rank the alternatives from 1-6 where 6 is the most important factors.  

 1 2 3 4 5 6 

Destination 2 (6.3%) 1 (3.1%) 0 (0%) 2 (6.3%) 6 (18.8%) 21 (65.6%) 

Company 8 (25%) 9 (28.1%) 6 (18.8%) 3 (9.4%) 5 (15.6%) 1 (3.1%) 

Eco-label 16 (50%) 5 (15.6%) 6 (18.8%) 3 (9.4%) 1 (3.1%) 1 (3.1%) 

Activities at 7 (21.9%) 4 (12.5%) 7 (21.9%) 6 (18.8%) 5 (15.6%) 3 (9.4%) 

the destination      

Expectations 3 (9.4%) 2 (6.3%) 6 (18.8%) 14 (43.8%) 3 (9.4%) 4 (12.5%) 

Environment/Climate 4 (12.5%) 3 (9.4%) 3 (9.4%) 4 (12.5%) 10 (31.3%) 8 (25%) 

       

       

Andra kommentarer:      

Other comments:      

       

1. Känsla av lugn och ro, en plats att vila upp sig på.    

1. Feeling relaxed, a place to rest up.     

       

2. Egen condo vid havet.      

2. Own condo at the ocean.     

       

3. Fin bild.       

3. Nice picture.      

       

4. Bilden.       

4. Picture.       

       

5. Det går inte att läsa texten.     

5. Text is un-readable.      

       

       

8. Vid beslut om resa är miljömärkning viktigt för mig.   

8. When deciding on purchasing a trip, eco-labeling is important to me.  

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

11 (33.3%) 10 (30.3%) 8 (24.2%) 4 (12.1%) 0 (0%) 0 (0%) 0 (0%) 
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9. Vid beslut om köp av konsumtionsvaror är miljömärkning viktigt för mig.  

9. When deciding to purchase goods for consumption, eco-labeling is important to me. 

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

4 (12.1%) 5 (15.2%) 7 (21.2%) 9 (27.3%) 4 (12.1%) 3 (6%) 1 (3%) 
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Appendix 3 

Questionnaire C      

       
 

 
 

      

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

       

1. Vad tycker du om ovanstående reklamkampanj?    

1. What do you think of the ad above?     

       

Mycket dålig      Mycket bra 

Very bad      Very good 

1 2 3 4 5 6 7 

2 (5.6%) 3 (8.3%) 8 (22.2%) 6 (16.7%) 11 (30.6%) 5 (13.9%) 1 (2.8%) 

       

       

2. Jag anser att ovanstående reklamkampanj är:    

2. I consider the ad above to be:     

       

Inte alls trovärdig      Mycket trovärdig 

Not at all believeable      Very believeable 

1 2 3 4 5 6 7 

2 (5.6%) 8 (22.2%) 4 (11.1%) 10 (27.8%) 7 (19.4%) 2 (5.6%) 3 (8.3%) 
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3. Känner du till miljömärkningen Green Globe? 

3. Are you familiar with the eco-label Green Globe?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

26 (72.2%) 3 (8.3%) 3 (8.3%) 0 (0%) 2 (5.6%) 1 (2.8%) 1 (2.8%) 

       

       

4. Känner du till miljömärkningen svanen?    

4. Are you familiar with the eco-label svanen?    

       

Känner inte alls till      
Känner till mycket 

väl 

Not at all familiar      Very familiar 

1 2 3 4 5 6 7 

0 (0%) 0 (0%) 0 (0%) 2 (5.6%) 9 (25%) 8 (22.2%) 17 (47.2%) 

       

       

5. Svanen-märkningen påverkar min uppfattning om reklamkampanjen:  

5. The eco-label Svanen affects my perception of the ad:   

       

Negativt      Positivt 

Negatively      Positively 

1 2 3 4 5 6 7 

1 (2.8%) 2 (5.6%) 1 (2.8%) 12 (33.3%) 9 (25%) 6 (16.7%) 5 (13.9%) 

       

       

6. Jag skulle vara villig att betala … SEK extra för ovanstående resa som är miljömärkt. 

6. I would be willing to pay … SEK extra for the above marketing campaign.  

       

0 200 400 600 800 1000 Mer än 1000 

11 (30.6%) 7 (19.4%) 6 (16.7%) 6 (16.7%) 2 (5.6%) 2 (5.6%) 2 (5.6%) 
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7. Vad tilltalar dig mest med ovanstående reklamkampanj? 

    Rangordna svarsalternativen från 1-6 där 6 utgår den viktigaste faktorn.  

7. What appeals to you the most about the above ad?    

    Rank the alternatives from 1-6 where 6 is the most important factors.  

 1 2 3 4 5 6 

Destination 4 (11.4%) 2 (5.7%) 0 (0%) 6 (17.1%) 5 (14.3%) 18 (51.4%) 

The company 15 (44.1%) 5 (14.7%) 5 (14.7%) 3 (8.8%) 4 (11.8%) 2 (5.9%) 

The eco-label 7 (20.6%) 9 (26.5%) 4 (11.8%) 6 (17.6%) 7 (20.6%) 2 (5.9%) 

Expectations 1 (2.9%) 8 (22.9%) 6 (17.1%) 8 (22.9%) 8 (22.9%) 4 (11.4%) 

Activities at the  8 (23.5%) 4 (11.8%) 9 (26.5%) 9 (26.5%) 3 (8.8%) 1 (2.9%) 

destination       

Environment/Climate 3 (8.6%) 3 (8.6%) 6 (17.1%) 8 (22.9%) 7 (20%) 8 (22.9%) 

       

       

Andra kommentarer:      

Other comments:      

       

1. Det är en bra bild, skulle gärna åka dit och slappa.    

1. It is a good picture, would love to go there and hang out.   

       

2. Lugnet, vattnet, Stranden.     

2. The calmness, the water, the beach.     

       

3. Den fina soffan.      

3. The nice couch.      

       

4. Bilden, närheten till vattnet.     

4. The picture, closeness to the water.     

       

5. Vila, semseter.      

5. Relaxation, vacation.      

       

6. Service.       

6. Service.       
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8. Vid beslut om resa är miljömärkning viktigt för mig.    

8. When deciding on purchasing a trip, eco-labelling is important to me.  

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

9 (25%) 8 (22.2%) 7 (19.4%) 7 (19.4%) 3 (8.3%) 2 (5.6%) 0 (0%) 

       

       
 
9. Vid beslut om köp av konsumtionsvaror är miljömärkning viktigt för mig.  

9. When deciding to purchase goods for consumption, eco-labelling is important to me. 

       

Inte alls viktigt      Mycket viktigt 

Not at all important      Very important 

1 2 3 4 5 6 7 

2 (5.6%) 2 (5.6%) 6 (16.7%) 4 (11.1%) 5 (13.9%) 10 (27.8%) 7 (19.4%) 
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Appendix 4 

Results Qualitative Interviews 

 

1. What is positive and negative with using eco-labelling within the tourism 

industry? 

Respondent 1 (exposed to Green Globe ad):  

+Good for the environment and companies take social responsibility 

 -Can not affect the trip, if it does then it will be a negative reaction 

Respondent 2 (exposed to neutral ad): 

+added value 

-you have to pay more 

Respondent 3 (exposed to Svanen ad): 

+Good for the environment, positive to give the customer the opportunity to choose. 

-expensive  

Respondent 4 (exposed to Svanen ad): 

+it adds value, people are informed that the package tour is environmentally friendly  

-More expensive 

Respondent 5 (exposed to Green Globe ad): 

+The tour operator is viewed in a more positive way. Does not make you feel bad about the 

environment even though you have to fly a long distance.  

-it makes you suspicious, not so much information about it.  

Respondent 6 (exposed to neutral ad): 

+Increase environmental awareness in general 

-Nothing negative 

 
 

2. In general what do you consider important when it comes to eco-labelling? 

Respondent 1: Eco-labelling should be honest 

Respondent 2: Good conditions for the environment. When it comes to tourism the consumer 
should be able to CO2 compensate. 

Respondent 3: The eco-label should have credibility and inform people of what they do 

Respondent 4: The eco-label should work with a holistic concept. It should be reliable and have 

good references.  
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Respondent 5: Positive influence on the environment, holistic thinking 

Respondent 6: The eco-label has to be credible. It is important for the consumer to know where 

the money is going. 

 

 
3. What do you think is the reason why eco-labelling is not widely spread within 

the tourism industry? 

Respondent 1: It is hard for the industry to get away from the perception that it affects the 

environment.  

Respondent 2: It is hard for the consumer to know in what way it is environmentally friendly. 

Respondent 3: No demand 

Respondent 4: There is no demand for it 

Respondent 5: It is hard to pin point out what eco-labelling within tourism stands for. It could 

also be that eco-labelling in tourism is a new trend which has not yet been established enough.  

Respondent 6: People believe that they earn to go on a non-environmental friendly trip because 

they have been environmentally friendly in their everyday life.   

 

 
4. When you first saw the picture did you notice the eco-label and if yes did it 

affect your perception towards the campaign? 

Respondent 1: No 

Respondent 2:  

Respondent 3: No 

Respondent 4: No 

Respondent 5: Yes, it affected me in a positive way 

Respondent 6:  

 

5. In general do you think eco-labelling is an important factor when it comes to 
buying a package tour? Explain. 

Respondent 1: No, when it comes to travelling people value price and destination higher than 
environmental friendliness.  

Respondent 2: No, other factors have more importance. Eco-labelling is more like a bonus. 

Respondent 3: No, people do not think about the environmental issues when they are on 

holiday, other factors are more important. 

Respondent 4: No, focus is on travelling not on environment. 



 Jägerlind-Puuri, Henriksson, Brun Johansson 

 
67 

Respondent 5: No, people do not know about it. However, if you find an environmentally 
friendly trip and there is not a big difference compared to the normal trip consumers will buy the one with an 

eco-label. 

Respondent 6: No, reason see Q3 

 
6. If yes to Q5. In our study we found that eco-labelling got a low score when 

people ranked what appealed to them about the ad. Why do you think this is? 

Respondent 1: Answered No on Q5. 

Respondent 2: Answered No on Q5. 

Respondent 3: Answered No on Q5. 

Respondent 4: Answered No on Q5. 

Respondent 5: Other factors are more valued. Buying a package-tour with an eco-label does not 

add anything to the trip only at the moment you buy the trip. 

Respondent 6: Answered No on Q5.  

 
 

7. Do you think it is ok to pay more for an eco-labelled trip or do you think the 
tour operators should cover the cost? 

Respondent 1: It is ok if the consumer has the choice and the sum is not so big. 

Respondent 2: It is ok to pay more but no large amounts. The tour operators should have all of 
their package-tours environmentally friendly. 

Respondent 3: The customer should be able to choose. 

Respondent 4: The customer should be able to choose. 

Respondent 5: Yes it is ok 

Respondent 6: It is ok for the consumer to pay a bit more but the tour operators should also 

take responsibility.  

 

 
8. In our study we found that there is no significant difference about how 

people perceived the ad whether it had an eco-label or not, why do you think 
this is? 

Respondent 1: People do not know the eco-label. It is too small to be noticed. More info is 
needed about what the advantages are with travelling on an eco-labelled package tour.  

Respondent 2: You do not notice it. More focus is laid on the beach and the thought of 
vacation. 

Respondent 3: Your attention is drawn to other things in the ad. The logo should be made 
bigger. 
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Respondent 4: Not promoted enough, nobody is talking about it.  

Respondent 5: People have not seen both pictures side by side. There is also focus on other 

things in the ad instead of the eco-labelling. 

Respondent 6: People “earn” their trip by being environmentally friendly in their everyday lives. 
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Appendix 5 

Descriptives 

Question1 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 4,35 1,125 ,193 3,96 4,75 2 6 

Questionnaire B 33 4,24 1,370 ,238 3,76 4,73 1 7 

Questionnaire C 36 4,11 1,489 ,248 3,61 4,61 1 7 

Total 103 4,23 1,330 ,131 3,97 4,49 1 7 

 

ANOVA 

Question1 

 Sum of Squares df Mean Square F Sig. 

Between Groups 1,027 2 ,513 ,286 ,752 

Within Groups 179,381 100 1,794   

Total 180,408 102    

 

Descriptives 

Question2 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 4,18 1,218 ,209 3,75 4,60 2 6 

Questionnaire B 33 4,00 1,061 ,185 3,62 4,38 2 6 

Questionnaire C 36 3,83 1,648 ,275 3,28 4,39 1 7 

Total 103 4,00 1,336 ,132 3,74 4,26 1 7 

ANOVA 

Question2 

 Sum of Squares df Mean Square F Sig. 

Between Groups 2,059 2 1,029 ,572 ,566 

Within Groups 179,941 100 1,799   

Total 182,000 102    
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Descriptives 

Question3 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 1,35 1,070 ,183 ,98 1,73 1 7 

Questionnaire B 33 1,36 1,168 ,203 ,95 1,78 1 7 

Questionnaire C 36 1,47 1,055 ,176 1,12 1,83 1 5 

Total 103 1,40 1,088 ,107 1,19 1,61 1 7 

 

ANOVA 

Question3 

 Sum of Squares df Mean Square F Sig. 

Between Groups ,306 2 ,153 ,127 ,881 

Within Groups 120,373 100 1,204   

Total 120,680 102    

 

Descriptives 

Question4 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 5,94 1,301 ,223 5,49 6,40 1 7 

Questionnaire B 33 5,76 1,393 ,242 5,26 6,25 1 7 

Questionnaire C 36 6,11 ,979 ,163 5,78 6,44 4 7 

Total 103 5,94 1,227 ,121 5,70 6,18 1 7 

 

ANOVA 

Question4 

 Sum of Squares df Mean Square F Sig. 

Between Groups 2,152 2 1,076 ,710 ,494 

Within Groups 151,499 100 1,515   

Total 153,650 102    
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Descriptives 

Question5 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 4,82 1,403 ,241 4,33 5,31 2 7 

Questionnaire B 33 4,48 1,176 ,205 4,07 4,90 2 7 

Questionnaire C 36 4,50 1,159 ,193 4,11 4,89 1 6 

Total 103 4,60 1,247 ,123 4,36 4,85 1 7 

 

ANOVA 

Question5 

 Sum of Squares df Mean Square F Sig. 

Between Groups 2,496 2 1,248 ,799 ,453 

Within Groups 156,184 100 1,562   

Total 158,680 102    

 

 

Descriptives 

Question6 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 2,76 1,415 ,243 2,27 3,26 1 6 

Questionnaire B 33 2,52 1,716 ,299 1,91 3,12 1 7 

Questionnaire C 36 2,86 1,807 ,301 2,25 3,47 1 7 

Total 103 2,72 1,647 ,162 2,40 3,04 1 7 

 

ANOVA 

Question6 

 Sum of Squares df Mean Square F Sig. 

Between Groups 2,169 2 1,085 ,395 ,675 

Within Groups 274,666 100 2,747   

Total 276,835 102    
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Descriptives 

Question8 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 2,65 1,574 ,270 2,10 3,20 1 7 

Questionnaire B 33 2,15 1,034 ,180 1,78 2,52 1 4 

Questionnaire C 36 2,81 1,508 ,251 2,30 3,32 1 6 

Total 103 2,54 1,413 ,139 2,27 2,82 1 7 

ANOVA 

Question8 

 Sum of Squares df Mean Square F Sig. 

Between Groups 7,907 2 3,954 2,021 ,138 

Within Groups 195,646 100 1,956   

Total 203,553 102    

Descriptives 

Question9 

 
N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean 

Minimum Maximum Lower Bound Upper Bound 

Questionnaire A 34 4,26 1,693 ,290 3,67 4,86 1 7 

Questionnaire B 33 3,45 1,622 ,282 2,88 4,03 1 7 

Questionnaire C 36 4,83 1,813 ,302 4,22 5,45 1 7 

Total 103 4,20 1,790 ,176 3,85 4,55 1 7 

 

ANOVA 

Question9 

 Sum of Squares df Mean Square F Sig. 

Between Groups 32,919 2 16,459 5,602 ,005 

Within Groups 293,799 100 2,938   

Total 326,718 102    
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Multiple Comparisons 

Dependent Variable:Question9 

 

(I) Questionnaires 

(J) 

Questionnaires Mean Difference (I-J) Std. Error Sig. 

95% Confidence Interval 

 
Lower Bound Upper Bound 

Tukey HSD Questionnaire A Questionnaire B ,810 ,419 ,134 -,19 1,81 

Questionnaire C -,569 ,410 ,351 -1,54 ,41 

Questionnaire B Questionnaire A -,810 ,419 ,134 -1,81 ,19 

Questionnaire C -1,379
*
 ,413 ,003 -2,36 -,40 

Questionnaire C Questionnaire A ,569 ,410 ,351 -,41 1,54 

Questionnaire B 1,379
*
 ,413 ,003 ,40 2,36 

LSD Questionnaire A Questionnaire B ,810 ,419 ,056 -,02 1,64 

Questionnaire C -,569 ,410 ,168 -1,38 ,24 

Questionnaire B Questionnaire A -,810 ,419 ,056 -1,64 ,02 

Questionnaire C -1,379
*
 ,413 ,001 -2,20 -,56 

Questionnaire C Questionnaire A ,569 ,410 ,168 -,24 1,38 

Questionnaire B 1,379
*
 ,413 ,001 ,56 2,20 

*. The mean difference is significant at the 0.05 level. 

 
 

 


