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Abstract 

Purpose: To explore and reveal specific factors that affect consumers’ environmental 

concern, attitude and intention to use carsharing. 

Background: Due to the current environmental problems especially air pollution, the 

consumption of sustainable products has developed to be an upcoming trend. Consum-

ers are increasingly concerned of the environmental issues and are more willing to act 

on those concerns. However, this willingness is not always translated into sustainable 

consumer behavior due to different reasons such as availability, affordability, conveni-

ence, product performance, skepticism and force of habit. 

One of the examples of sustainable consumption is carsharing which is often referred to 

as an alternative to owning a car. The service is eco labeled and all the cars in the fleet 

are driven on alternative and environmentally friendly fuel. Carsharing in Sweden is not 

so developed as in other European countries and companies which provide this service 

predominantly turns to business companies and municipalities. There is quite little re-

search conducted when it comes to carsharing use by private households. The main fo-

cus of this study is to look at carsharing as a part of the sustainable consumption, study-

ing consumers’ environmental concern, attitude and intention to use carsharing.  

Method: In order to answer the purpose a deductive approach has been applied where 

the data was collected through the questionnaires. Theories and previous research has 

been used in order to form the hypothesis which later has been tested. The data retrieved 

through the research has been processed and analyzed using SPSS software. 

Conclusion: The results show that personal environmental concern has an influence on 

attitude and intention to use carsharing. Control beliefs and behavioral beliefs have a 

stronger impact on formation of attitude and intention compare to normative beliefs 

which has a low impact. Perceived consumer effectiveness has a strong impact on inten-

tion to sustainable behavior where respondents believe that carsharing can contribute to 

a better environment. Government regulations and information about the service are 

strong triggering factors for intention to use carsharing. The study showed that consum-

ers have insufficient amount of information about carsharing service and indicate that 

local authorities and government should provide incentives in order to facilitate usage 

of this service.  
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Sammanfattning 

Syfte: Att med uppsatsen undersöka särskilda faktorer som påverkar konsumentens 

miljöhänsyn, deras attityd och intention till att använda miljöbilspool. 

Bakgrund: På grund av aktuella miljöproblem, särskilt luftföroreningar, har 

konsumtionen av hållbara produkter haft en positiv utvecklingstrend de senaste åren. 

Konsumenterna är allt mer intresserade av miljöfrågor och är mer villiga att agera för att 

kunna göra en skillnad och förbättring. Det kan samtidigt inte tolkas som ett hållbart 

konsumentbeteende då konsumenter tenderar att agera annorlunda. Det kan förklaras av 

olika skäl såsom tillgänglighet, pris, bekvämlighet, produktprestanda, skepsis och 

vanans makt. 

Ett av exemplen på hållbar konsumtion är miljöbilspool som ofta nämns som ett 

alternativ till att äga en bil. Servicen är eko märkt och alla bilar i flottan körs på 

alternativa och miljövänliga bränslen. Miljöbilspool i Sverige är inte så utvecklat som i 

andra europeiska länder och företag som erbjuder denna service vänder sig allt som 

oftast till företag och kommuner. Det finns idag ganska lite forskning när det gäller 

miljöbilspool och dess efterfråga av privata hushåll. Tyngdpunkten i denna studie är att 

titta på miljöbilspool som en del av hållbar konsumtion och studera konsumenternas 

miljöhänsyn, attityd och avsikt att använda miljöbilspool. 

Metod: För att besvara syftet med denna avhandling har en deduktiv metod tillämpats 

där insamling av kvantitativ information skedde genom frågeformulär. Teorier och 

tidigare forskning i ämnet har använts för att kunna bilda hypoteser som senare har 

testats. Data som har samlats genom undersökning har bearbetats och analyserats med 

hjälp av SPSS programvara. 

Slutsats: Resultaten visar att  miljöhänsyn har en påverkan på attityd och intention att 

använda miljöbilspool. Kontroll övertygelser och beteende övertygelser har en starkare 

inverkan på uppkomsten av attityd och intention jämfört med normativa föreställningar 

som har en låg effekt. Konsumenternas upplevda effektivitet har en stark inverkan på 

hållbart beteende där de svarande tror att miljöbilspool kan bidra till en bättre miljö. 

Offentliga regleringar och information/reklam om servicen är starka utlösande faktorer. 

Studien visade att konsumenterna inte har tillräckligt med information och kunskap om 

miljöbilspool service och tyder på att lokala myndigheter och regeringen bör ge 

incitament för att underlätta användningen av denna service. 
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1 Introduction 

This chapter starts with discussion of carsharing and its presence in different countries 

as well as in Sweden. The problem area is presented together with the purpose and re-

search questions. Perspective is followed by delimitations and the list of definitions. 

 

1.1 Background 

The private automobile, despites various benefits are largely responsible for many of the 

most serious environmental problems. It is a major source of air and noise pollution and 

transportation sector consumes huge amounts of petroleum. Moreover, the proportion of 

new cars in the society and people who are driving alone increases for each year (Kat-

zev, 2003). At the same time, consumers are increasingly concerned about environmen-

tal, social and economic issues and are increasingly willing to act on those concerns. 

However, this willingness is not always translated into sustainable consumer behavior 

due to different reasons such as availability, affordability, convenience, product perfor-

mance, skepticism and force of habit (World Business Council for Sustainable Devel-

opment, 2008). 

One of the examples of sustainable consumption is carsharing. Carsharing is often re-

ferred to as an alternative to owning a car. The service is eco labeled and all the cars in 

the fleet are driven on alternative and environmentally friendly fuel. Carsharing is a ser-

vice that provides members with a fleet of cars on hourly basis. This means that mem-

bers can reserve the car by phone or online, walk to the parking space where the car can 

be picked up, open the door with an electronic key card and drive off. Members of car-

sharing are billed in the end of month for time and/or kilometers. For household car-

sharing can be a substitute to a car and for businesses it may reduce their transportation 

costs (Millard-Ball, Murray, ter Schure, Fox, Burkhardt, 2005). Carsharing service is 

provided by different car rental companies where Bilpool is the biggest one in Sweden. 

In Jönköping area Sunfleet is the company which represents this service and the cars are 

available at five different locations. The company has an agreement with the munici-

pality of Jönköping where employees are using these cars from time to time. Moreover, 

companies which provide carsharing service are also aiming to target private house-

holds.   

It is quickly becoming one of the most popular and easiest ways to save money when it 

comes to car use and transportation. There are several benefits of carsharing. Not only 

will you save money on gas by sharing a car, but you'll also save money that would 

normally go toward the natural daily wear and tear on your car - engines, brakes, tires, 

etc.  

Cost savings, convenient locations, and guaranteed parking are identified as the most 

common motivations for carsharing use worldwide. In addition, high energy costs; li-

mited and expensive parking; ongoing diffusion of operational knowledge, benefits, and 

supportive technologies; and increased demand for personal vehicle access in develop-

ing nations will affect carsharing’s growth and expansion.  
 

According to a study made in Switzerland people who give up their car as a result of 

joining a carsharing reduce their level of car travel by around 6700 kilometers (approx. 
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72%) per year. This is partly compensated in that they travel more by motorbike (+ 

1300 kilometers per year), bicycle (+ 800 kilometers per year) and, above all, public 

transport (+ 2000 kilometers per year). Overall, the average distance traveled by those 

who give up their car decreases by 2700 kilometers per year. After joining a carsharing 

program, the mobility behavior of former car owners is surprisingly similar to that of 

people who do not have access to a car. So while the mobility behavior of carsharing 

customers and people without access to a car is very similar, it differs greatly from that 

of car owners. This is referred to as reciprocal mobility behavior (Britton, Howe, Murga 

& Tranter, 2000). 

 

Carsharing today exists in approximately 600 cities around the world but still has its 

biggest market in Europe followed by North America. The following figure summarizes 

benefits that carsharing contributes to (Shaheen, Cohen, 2008). 
 

 

Figure 1 – Carsharing benefits by region 2008 

 

Moreover, the concept of carsharing has been successfully implemented in other coun-

tries such as Canada and Germany, just to mention any. However, according to previous 

research carsharing has not been fully as successful in Sweden as it was in other coun-

tries. For instance, in France, Germany, Italy, Belgium and Netherlands neighborhood 

residential is the largest market followed by businesses. In Sweden on the other hand 

neighborhood residential is listed as the second-largest market due to densely built-up 

landscape and smaller population and businesses as the largest segment (Shaheen, Co-

hen, 2008). 

 

In order to make carsharing to work people must be willing to sacrifice their time, even-

tually change their principles and attitudes towards the new, green movement. This is 

where marketers have to research behavior patterns of different groups of people in or-

der to change their attitude, and make a more sustainable consumption of different 

goods and services possible. 

There are similar concepts that oftentimes are confused with carsharing like carpooling, 

organized hitch-hiking, vanpools, and other similar projects where a vehicle may be 

shared at some time but where the main ownership and arrangements remain un-

changed. However, in this thesis we are primarily interested in the phenomenon carshar-

ing, as explained above. 

1.2 Problem area 

 

The carsharing is a growing sustainable transportation alternative service in Europe and 

North America which is especially succeeding in Switzerland, Germany and Cana-

da. Sweden is one of the first environmental countries in Europe where implementation 

to adoption of environmental behavior among the citizens, such as scavenging, green 
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energy and hybrid cars, became possible. However, carsharing is not the popular mode 

of mobility in Sweden comparing with the mentioned countries. The opportunity of 

promoting environmentally friendly products is growing due to the current environmen-

tal problems. According to Swedish Environmental Protection Agency (2005) about 

80% of Swedish population is ready to pay high price for environmental friendly prod-

ucts, but only 2-3% of people actually consume these products. There is a sheer gap be-

tween environmental attitude regarding environmental friendly products and  the actual 

purchase behavior. The authors suggest that the similar problem exists toward others 

environmental friendly products and services and the carsharing is overt example of 

consumer sustainable behavior and consumption. Environmental problems caused by ir-

rational usage of cars are continuing to grow. Carsharing is considered to be the possi-

ble solution as a sustainable transportation alternative. 

 

Theoretical literature defined the inconsistency between environmental awareness of 

consumers, their attitudes and buying behavior implies that the consumer at the same 

time can be as a “green segment” and as a “grey segment” (Peattie, 1995). A large num-

ber of consumers see themselves as green consumers, but few act consistently green ( 

Utting, 2000). Therefore, understanding the factors affecting attitude and behavioral in-

tention can help to reveal the weakness and strong aspects that are directly/indirectly in-

fluencing on the consumer behavior and consumption.  

 

The research problem is based on the mentioned above inconsistency between two as-

pects of sustainable behavior: the consumer attitude towards environmental consump-

tion and the intention of consumer to minimize the impact on the nature by being en-

gaged in carsharing mobility mode in order to contribute to the environmental im-

provement.  

 

It has been found that environmental conscious consumer behavior is performed by the 

certain type of people. Balderjahn (1988) investigated the prediction factors  among 

West Germany consumers via examining five ecological consumption patterns- sustain-

able consumption of products, environmental concern and environmental use of a car. 

The results from the study showed that each behavior possess its own “cluster of predic-

tors” which confirmed the suggestion that there are no general factors to predict envi-

ronmental behavior. The authors within the thesis are going to reveal these specific fac-

tors that affecting attitude and behavioral intention of consumers towards the choice of 

carsharing as a part of their environmentally friendly behavior.  

 

The authors are going to apply the Theory of Planned Behavior (TPB) that has been  in-

tensively used by scholars and practitioners in order to understand the inconsistency be-

tween attitude and behavior, and to improve the prediction of behavior. This theory is 

significantly important for determination of  attitude and intention of consumer toward 

sustainable consumption. Also, the Theory of Planned Behavior is wildly used in psy-

chology research studies to predict the environmental concern, travel behavior or travel 

choice. 

The attitude towards carsharing service and environmental concern of consumer will be 

measured via analysis of consumer environmental beliefs. Moreover, the research area  

includes the investigation of three external factors: information, government regulations 

and economical benefits. As Beckmann (2001) assumed that the external factors 
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influence on the internal and they are “shaped by constant interplay” (Beckmann, 2001, 

p 8). 

The authors are aiming to discover consumers’ personal environmental concern, their 

attitude and intention to carsharing and how to prompt the potential growth of carshar-

ing phenomena in the future within Jönköping County and even in Sweden. 

 

1.3 Purpose 

To explore and reveal specific factors that affect consumers’ environmental concern, at-

titude and intention to use carsharing. 

Research questions 

1. Does the personal environmental concern influence consumer’s attitude towards sus-

tainable consumption ? 

2. Does the personal environmental concern influence on consumer’s intention to use 

carsharing? 

 

1.4 Delimitations 

This study is limited to the concept of carsharing and should not be mixed with other 

forms of car use. The study is limited to those who are holding a driver license. Moreo-

ver, the study is limited to Jönköping area and not covers the rest of the country. Exter-

nal factors are only measured towards carsharing and respondents’ occupation along 

with number of members per household is not taken into consideration.  

1.5 Perspective 

This study will conduct research on what attitudes and intentions consumers have to-

wards carsharing in Jönköping area. The study will focus on those who are holding a 

driver license in order to gain better knowledge in what perception carsharing have in 

consumers’ mind. This knowledge will be valuable for marketing managers in their de-

cisions about how to communicate carsharing in a better way as well as to the academic 

world in contributing to the field of marketing and consumer behavior within the area of 

sustainable consumption. Five different hypotheses have been formed based on theories 

and previous research in the area of carsharing and consumer behavior and will be 

tested by conducting a quantitative research study. 

 

1.6 Definitions 

Definitions presented here are the most important terms used in the study. From now on 

these terms will be used in the text whenever they are mentioned. 

Attitude - A tendency to respond in a consistent positive or negative way to a particular 

object, idea, or a set of information (Hair, Bush, 2009). 

External Factors – are economical, socio-cultural and institutional factors that may 

have an impact on consumers’ decision making process (Kollmuss & Agyeman, 2002). 
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Perceived Consumer Effectiveness (PCE) – is extent to which the consumer believes 

that the efforts of an individual acting along can make a difference (Kinnear, Taylor, 

Ahmed, 1974). 

Pilot Study – is a collective term for small-scale exploratory research that uses sam-

pling, but does not apply precise standards (Zikmnund, 2000). 

 

1.7 Structure of thesis 

This section provides an overview of the thesis which is divided in seven different chap-

ters.  

Introduction will provide the reader with a background to the research area and classi-

fy the problem. The purpose is stated as well as perspective, delimitations and defini-

tions are presented. 

Frame of reference presents theories within the field of consumer behavior and differ-

ent concepts that are used in this thesis. The chapter starts by highlighting sustainable 

consumption and presenting the theory of planned behavior and its components. More-

over, the replacement of perceived behavior control with perceived consumer effective-

ness is explained. In the end of the chapter hypothesis are presented. 

Method part provides explanations of research approach and the description of tech-

niques that have been used in this thesis. An explanation and the results of pilot study 

are given. In the end of the chapter the discussion on validity and reliability can be 

found. 

Empirical findings present the results from the surveys and answer the hypotheses. 

Empirical data is processed in the program for statistical analysis SPSS and is presented 

in numerical data. 

Analysis section analyzes the empirical findings, hypotheses and theoretical framework 

in close connection to the purpose and research questions. 

Conclusion chapter concludes the study, answers the research questions and fulfills the 

purpose. 

Critique of study and further research provides the critique of the study and sugges-

tions for further research. 
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2 Frame of Reference 

This chapter presents and discusses theories that are used in the study. Throughout this 

section the hypothesis are presented along with research questions. 

2.1 Sustainable consumption 

Sustainable consumption is an  upcoming  trend  in environmental–friendly  prod-

uct/service category. That is often associated with positive and negative marketing ac-

tivities towards reduction of environmentally harmful production facing our biosphere 

such as pollutions, energy and non-energy resources depletion (Henson & Kinnear, 

1976). 

Sustainable consumption defines by scholars as a decision-making process partly based 

on the consumer’s social responsibilities towards individual needs and wants (Meulen-

berg, 2003). “Hence, it follows that the green consumer is a person who includes envi-

ronmental concerns in his/her purchasing decisions...” (Pedersen & Neagaar, 2006, 

p21). Consequently, the green consumer shows his/her own responsible behavior 

through their purchase  behavior.  

More recently, Polonsky suggested that the  meaning  of green marketing incorporated  

different  activities “…designed to generate and facilitate any exchanges intended to sa-

tisfy human needs and wants, with the minimal detrimental impact on the natural envi-

ronment” (Polonsky, 1994). The definition refers to minimization of any kinds of the 

exchange activities impacts on the environment. Thereby, the mutual rewarding system 

can improve a voluntary exchange between them.  

Companies should work with credibility value creation among the consumers regarding 

environmental products/services to foster sustainable behavior and consumption (Po-

lonsky, 1999). It is in the end consumer who demands goods and thus creates environ-

mental problems. Moreover, consumers are not entirely committed to improve their en-

vironment and are looking to lay too much responsibility on the industry and govern-

ment (Polonsky, 1999). 

Kraus (1995), argues that attitude by itself is an insufficient prediction factor towards 

intention and marketplace behavior exists partly due to attitude-behavior gap (Kraus, 

1995). However, the attitude plays a significant role in determining environmental be-

havior (Kollmuss & Agyeman, 2002). 

Purchasing of sustainable products reflects following psychosocial factors such as atti-

tude, values and social norms which can anticipate in a higher degree of intention to 

purchase sustainable product or service. Environmental involvement of an individual 

plays the dominant role in sustainable behavior and environmental concern is consi-

dered to be a powerful driver for behavior change (Robinson & Smith, 2002). 

Given the above mentioned discussion it can be concluded that current environmental 

problems enforce consumer to change the common resource - costly behavior. “We 

need to rethink how to warm our homes, feed ourselves, and fuel our industries. And we 

need to consider how to accomplish this in sustainable manner” (De Young, 1993, p 

485).  
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Despite the sustainable consumption concept there is prevailing agenda among the high-

income countries such as Sweden and it is apparently a challenge even to these high de-

veloped countries to prompt individual to sustainable lifestyle pattern. This research 

helps to understand the personal environmental concern, attitude and intention of con-

sumers to act in a more sustainable way by using carsharing service. 

 

2.1.1 Environmental consciousness and sustainable consumer beha-
vior 

 

Maloney & Ward (1973), tried to analyze the individual motivational factors that under-

lined environmental behavior. This has prompted the scholars to the further few decades 

of the investigations of relationship between environmental concern and behavior. The 

environmental concern is defined as “general attitude, which centers on the cognitive 

and affective evaluation of the object environmental protection” (Bamberg, 2003, p 21).  

In the meantime, environmental attitude that reflects the environmental concern and 

awareness is likely to have smaller impact on environmental behavior. Diekmann and 

Preisendoerfer (1992), elaborated the low-cost/high-cost model in order to explain the 

differences between environmental concern and environmental behavior (Kollmuss & 

Agyeman, 2002). 

 

Figure 2 – Low-cost high-cost model of pro-environmental behavior (Diekmann & Preisendoerfer, 1992) 

 

Diekmann & Preisendoerfer (1992), argues that low cost is the main motivational rea-

son which environmental behavior is based on. Costs are explained in the model in a 

psychological sense which includes such factors as time and effort needed to undertake 

environmental behavior (Kollmuss & Agyeman, 2002). These psychological costs are 

viewed as a pivot barrier to sustainable behavior impeding the actual behavior of con-

sumer to use the carsharing service due to less flexibility closely linked with the feeling 

of comfort and freedom (van Vugt, van Lange, Meertens & Joreman, 1996). 
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Further, Diekmann & Preisendoerfer (1992), found that environmental concern and 

low-cost environmental behavior (for instance, recycling) has a correlation in a greater 

degree. Therefore, people that have positive attitude to environmental issues have more 

propensity to be engaged in environmental activities as recycling and do not consider to 

be engaged  in costly environmental activities as driving or flying less (Kollmuss & 

Agyeman, 2002).   

Shortly, the environmental attitude directly affects the low-costly environmental beha-

vior. However, Diekmann & Preisendoerfer proposed that people with high level of en-

vironmental concern might not be willing to make bigger lifestyle sacrifices, but they 

seem to be more willing to accept political changes that will enhance environmental be-

havior such as higher fuel taxes or more stringent building codes (Kollmuss & Agye-

man, 2002). Consequently, governmental regulations are included in theoretical frame-

work as external factors that might have an impact on consumers. 

The results from empirical study of carsharing company CarLink in USA shows that 

carsharing participants express a high level of environmental concern and positive atti-

tude towards reducing car use in order to improve environment. Also, participants indi-

cated that automobile effects on the environment may have been an important factor for 

joining CarLink (Shaheen, Wipyewski, Rodier, Novick, Meyn, Wright, 2004). Thus, the 

environmental concern is considered to be a supportive factor for joining carsharing 

service. 

 

2.2 Choice of theory 

 

In this section the theories and concepts that are used in this study are presented and 

their connection to the study is discussed. Based on the prior studies the environmental 

concern is assumed to have an effect on a certain environmental behavior. The Ajzens’ 

model provides an appropriate theoretical structure to determine the cognition processes 

and its impact on the specific behavior (Bamberg, 2003). 

In order to explain consumers’ attitude towards carsharing the authors turned to theories 

within the field of consumer behavior and psychology. The theory of reasoned action is 

a fundamental theoretical model about motivational factors influencing on the behavior 

of an individual (Ajzen & Fishbein, 1980). Based on the theory of reasoned action, Aj-

zen elaborated the theory of planned behavior (TPB) with the additional determinant 

perceived behavioral control (PBC) which serves to reinforce the theory of reasoned ac-

tion model (Ajzen, 1991). The model  explains factor such as beliefs, attitude, and sub-

jective norms in its original framework. However, the theory of planned behavior based 

on Ajzen’s proposal has been undertaken for this thesis in order to investigate the prob-

lem area of the study as a primary theoretical source. Moreover, based on previous re-

search additional factors has been added to the model such as external factors and per-

ceived consumer effectiveness (PCE). Perceived consumer effectiveness will replace 

perceived behavioral control.  

Theory of planned behavior has proved its effectiveness in predicting the factors that 

can influence on consumer behavior, especially when it comes to sustainable consump-

tion. The model in the theory is often applied by scholars and marketing practitioners in 
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order to investigate the barriers and factors that are responsible for the gap between en-

vironmental concern, attitude and environmental behavior.  

 

2.3 Theory of Planned Behavior   

 

Bamberg (2003), is the first scholar that has been examined the environmental concern 

towards specific environmental behavior within the theory of planned behavior. Re-

search results revealed the strong correlation of specific environmental behavior with 

consumer’s environmental beliefs (Bamberg, 2003). 

The theory of planned behavior is a useful framework  to successfully predict the inten-

tion and future behavior of consumer towards  sustainable consumption. However, Aj-

zen and Fishbein’s theory of reasoned action is a foundation for theory of planned be-

havior. Many scholars have applied Ajzen’s  model for the anticipation and understand-

ing human behavior focusing on explanation of the behavioral intention as a factor sub-

jected to a degree of personal control (Cook, Kerr & Moore, 2002). Therefore, the 

theory of planned behavior model is elaborated in various studies such as organic food 

purchasing (Sparks & Shephed, 1992), recycling (Boldero, 1995) and home trash sepa-

rating (Taylor & Todd, 1995).                                                                                         

Ajzen’s theory of planned behavior model has been applied in some transportation re-

search studies and environmental psychology area (Gardner & Abraham, 2008). Moreo-

ver, studies measuring car use in Holland revealed that the attitude and perceive con-

sumer control positively correlate with the car use among the households (Harland, 

Staats & Wilke, 1999). Furthermore, Bamberg and Schmidt (2003), determined valua-

ble fact that variables in theory of planned behavior predicted in a greater degree the in-

tention  to use a car among the university students and this intention is correlated with 

the future actual car use (Bamberg & Schmidt, 2003). 

 

According to theory of planned behavior, three dominant determinants anticipated the 

intention of an individual: attitude towards behavior, subjective norms and perceived  

behavioral control. Each of the determinants formed from the set of referent beliefs: be-

havioral beliefs, normative beliefs and control beliefs (Cook, Kerr & Moore, 2002).  
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Figure 3 – The Model of Theory of Planned Behavior (Ajzen, 1991) 

 

Attitude can be determined by summing up the expected value of personal conse-

quences of individual behavioral performance. Attitude in the current research frame-

work refers to the degree to which car owners hold a favorable or an unfavorable as-

sessment of the idea of carsharing concept (Jopson, 2003). 

The next factor is subjective norms (SN) which is referred to individuals’ perception 

and extent of how others would approve or disapprove the given behavior (Ellen, Winer 

& Walgren, 1991). For instance, if friends and neighbors want to use carsharing service 

this may contribute to the intention of consumer to do so as well. In this thesis the au-

thors are investigating subjective norms towards intention to use carsharing service as 

an environmental alternative of transportation mode of mobility. 

 

Finally, perceived behavioral control (PBC) is found to be a stronger  predictor of inten-

tion/behavior that at the same time is moderating the intention-behavior gap. However, 

in previous research where connections between consumer motivations and buying be-

havior were measured, PBC was replaced with perceived consumer effectiveness (PCE). 

In this thesis, PBC determinant will be replaced by PCE factor in order to narrow the re-

search area and get more accurate data of personal behavioral control of consumer. 

Thus, PBC remains unchanged in the theory of planned behavior model but is measured 

through PCE. The same approach where PBC was measured through PCE has already 

been done in previous research on sustainable consumption (Nurse, Onozaka & McFad-

den, 2010). 

 

PCE is a powerful motivational factor which has attracted the attention of marketing 

scholars as a conceptual and useful gauge to measure the extent to which the consumer 

believes that the efforts of individual acting alone can make a difference. Moreover, 

PCE has proved to contribute to the prediction of environmental behavior. For instance, 
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some researchers have in their studies combined PCE with perceived change consump-

tion and environmental concern (Ellen, Winer & Walgren, 1991). In this study the 

measured PCE is assumed to reflect the degree to which consumers are environmentally 

concerned and whether beliefs of his/her personal behavior have an impact or can help 

to resolve environmental problems and the degree to be engaged in sustainable beha-

vior. 

 

The original model of Ajzen has been modified by the authors adding additional exter-

nal factors (information, governmental regulations and economical benefits) and PCE. 

This model will serve in order to investigate the personal environmental concern, atti-

tude and intention of consumers towards more sustainable consumption in form of car-

sharing.   

Findings from the previous studies show that the external factors such as information 

and government regulation have no correlation with environmental conciseness of con-

sumer (Stern, 1991). Still, these factors must be taken into account in order to receive as 

accurate picture as possible and reveal possible barriers that prevent the development of 

carsharing.  

  

2.3.1 Formation of attitude 

 

Ferther, Norman and Worsley (1998), considered that attitude is emerged from general 

values one might have towards any specific object or event which consequently influ-

ence an individual’s evaluation.  Moreover, they argue that attitude might be strengthen-

ing based on the variety of qualities. For instance, the relevance of the information for 

an individual that an attitude is based on (Ferther, Norman & Worsley, 1998). Further-

more, in the study “Nature and Operation of Attitudes” made by Ajzen it was found that 

factors such as high personal involvement  has consistency with prediction, formation of 

attitude and is more accessible in contrast to the factors formed under the low levels of 

involvement. A strong attitude towards any specific object is regularly characterized and 

expected to exhibit a high level of resistance (Ajzen, 2001). 

Numerous general values such as universalism, honesty, self-direction, equality, altru-

ism, idealism, freedom and responsibility are positively correlated with the sustainable 

consumption while power, hedonism, egocentrism, security, conformity are associated 

with the less ethical and sustainable patterns of behavior. Meanwhile, the extent of sus-

tainable behavior depends much more on the specific factors  such as habits, specific at-

titudes, and preferences on opportunities to engage in sustainable consumption (Vermeir 

& Verbeke, 2006). 

These ideas demonstrated that the various factors such as level of involvement, know-

ledge, information, thinking frequency about any specific object or event, have a posi-

tive effect on the formation and strengthen of an attitude.  
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2.3.2 Beliefs as the primary factors underpinning attitude 

 

The researchers who have focused on formalizing the attitude concept also suggested 

that it involved a combination of internal and external psychology factors either influen-

cing on the individual decision making process. Ajzen & Fishbein (2000), described an 

attitude as a psychological object that encompassed such attributes as good-bad, plea-

sant-unpleasant, and likable-dislikable (Ajzen & Fishbein, 2000). In the same study re-

searchers assume that attitude has differences in the similar contexts. Previous research 

has shown that the respondents hold different attitudes towards high and low relevance 

versions of the same attitudinal issue (Liberman & Chaiken, 1996). 

Ajzen & Fishbein (2000), elaborated the expectancy-value model that evaluated the 

meaning of the object based on the formed various beliefs towards it. The expectancy-

value model assumes that all products have the equal  belief-value weights. Markman & 

Brendl (2000), indicated that the individual appraisals the objects with correlation to  

his/her active goals.  

McGuire & McGuire (1996), view that the influence on people’s beliefs might be im-

plemented by asking directly questions about “positive or negative aspects of the atti-

tude object” (McGuire & McGuire ,1996, p. 1119)  

Theory of planned behavior model postulates that the individual behavior is guided by 

three kinds of beliefs: behavioral beliefs, normative beliefs and control beliefs. All these 

types of beliefs are playing an active role in the formation of attitude that is leading to 

intention (Bamberg, 2003). 

Scholars have also found that attitude indirectly influences on environmental behavior. 

For example, the research study on the willingness of students to be engaged in envi-

ronmental behavior found that the students with strong beliefs that environmental prob-

lems can be solved via technology were less likely to sacrifice their personal efforts. 

Some others research studies confirmed this finding (Grob, 1991). Overall, beliefs and 

attitudes have a close correlation. In fact, beliefs are integrated in the formation of atti-

tude and have a strong impact on an individual’s perception of different objects and 

events which influence sequential behavior (Ajzen, 2000).   

 

2.3.3 Environmental beliefs 

The studies about general environmental beliefs and their impact on the environmental 

behavior have been examined by numerous researches (De Groot &  Steg, 2007). This 

is why it is significantly important to investigate the correlation between behavioral be-

liefs, normative beliefs and control beliefs since they may have an effect on behavior. 

By measuring these factors one can provide the additional information on the promotion 

of environmental behavior such as carsharing.  

The usage of public transportation and the carsharing service is defined as environmen-

tal behavior. Carsharing has proven to be less harmful to the environment in comparison 

to car ownership. Therefore, frame of theory emphasizes on the importance of environ-
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mental beliefs toward explanation of environmental behavior that can be seen as the 

choice of carsharing service (Shaheen et al., 2004).  

To the author’s knowledge, Bamberg is the first scholar that has examined the environ-

mental beliefs towards specific environmental behavior within the theory of planned 

behavior. Research results revealed the strong correlation of specific environmental be-

havior with consumer environmental beliefs. Bamberg applied the theory of planned 

behavior to determine the affect of environmental concern via examination of beliefs 

towards green electricity products. Consumers with high environmental concern level 

showed their interest and intention to use green products in a greater degree than the 

consumers with low environmental concern (Bamberg, 2003). Based on the environ-

mental beliefs that may affect consumers’ attitude and behavior we form the hypothesis 

where higher awareness about environmental concern will have an impact on consum-

er’s attitude and intention towards carsharing. Based on the discussion the first hypothe-

sis is presented below:  

Hypothesis 1: Personal environmental concern does have correlation with attitude to-

wards carsharing within the age group (20-70). 

2.4 Predicting factors of intention and sustainable behavior 

 

Numerous studies within environmental behavior exposed that the personal norms and 

values have been efficient predictive factors towards environmental behavior (Harlan-

det, 1999; Kristiansen & Hotte, 1996; & Manstead, 2000).  Ajzen (2005),  revealed that 

the stable intention and behavioral control has an effect on the future behavior of an in-

dividual (Ajzen, 2005).  Prislin and Quellette (1996) determined that highly embedded 

attitudes toward preservation of the environment are more strongly related to a measure 

of intentions than low embedded attitudes are (Prislin & Quellette, 1996). Also, envi-

ronmental issue had been investigated by Shultz & Oskamp (1996), where environmen-

tal concern predicts the probability of increased environmental behavior. Other studies 

indicate that the subjective norms and attitude can be predictable factor to intention but 

emphasized that these factors can vary towards different behaviors. Furthermore, the at-

titude to everyday actions is a better predictor of intention than the intention based on 

the subjective norms (Ajzen, 2005). The further theoretical developments underlined 

that the familiarity or experience of behavior are results in a greater confidence with 

which beliefs are held (Fazio & Zanna, 1981). Eagly and Chaiken (1993), argued that 

beliefs about possession of resources and opportunities are likely to influence the inten-

tion and behavior (Eagly & Chaiken, 1993).  

In the study on how environmental concern influence specific environmentally related 

behavior, Bamberg argues that the relationship between environmental concern and be-

havior usually results in the relation which is low to moderate (Bamberg, 2003).   

This leads us to the second hypothesis: 

Hypothesis 2: Personal environmental concern does not have correlation with intention 

towards carsharing within the age group (20-70).  
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2.5 Effects on behavior of external factors: information, gov-
ernment regulations and economical benefits 

The external factors inevitably influencing on the internal ones and can be illustrated as 

a constant circulation of changes for individual and society. The theoretical findings 

have showed that external factors are weaker toward prediction of behavior; neverthe-

less, they are valuable especially within the context of sustainable consumption. The au-

thors will examine the effect of factors such as government regulations, information and 

economical benefits as additional reinforcements to bridge the attitude- behavior gap 

(Stern, 1999). 

2.5.1 Information 

Information can be effective if it is presented when and where the target behavior will 

occur. It is easily validated by the target audience if it’s accompanied by the request for 

the public commitment to act accordingly and if the interference reminds people that 

there are norms supporting the desired behavior (Stern, 1999). However, all this aspects 

have a short-term behavior changes. The influence of information alone is considered as 

insufficient factor to change environmental behavior. 

Verbeke (2005), assumed that the lacking of consumer insight on green products pro-

duction process and limitedness of consumer knowledge about green agriculture are the 

often evident fact within sustainable consumption (Verbeke, 2005). Therefore, the 

availability of information and possession of knowledge creates certainty of consumer 

purchase decision-making towards sustainable goods. Vermert and Verbeke (2005), 

suggested that sustainability is a credential attribute that consequently cannot be as-

sessed personally by consumer, thereby trust creation is valuable aspect that can be 

achieved by using social information, “….which means that consumer will look at the 

other people  to get  an indication of the best outcomes” (Vermert & Verbeke, 2005). 

Finally, the scholars and marketing practitioners suggested that information can change 

certain type of environmental consumer behavior to modest extent. Moreover, when the 

consumer is facing inconvenience and financial expenses, the efforts to environmental  

behavior can be weak or not represented at all (Stern,1999). 

2.5.2 Advertising 

Some of the researches underlined that consumers are ready to buy environmentally 

friendly products, even for a higher price and sincerely percept to solve the environmen-

tal problems by this action. However, consumers often feel uncertainty to buy due to the 

lack of, or misleading information about the meaning and function of environmental 

products. Many companies change their agenda and strategy  by rigorous efforts to mi-

nimize the impact on the environment by their products. For, instance, Wal-Mart and 

Loblaws as the biggest retailers in North America, in the beginning of 1990s, started to 

pressure their suppliers to produce more environmentally friendly products such as re-

cyclable packaging boxes and ozone free products (Kangun, Carlson & Grove, 1991).  

When it comes to carsharing, the advertising plays a pivot part in order for this service 

to grow. For instance, the Carsharing Portland spends around 1000$ per month for the 

different marketing companies and advertising and it seems not enough. The main strat-
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egy for the company is the creation of people- to- people contacts. Most of the people 

have heard of carsharing although they have the misconceptions of this service. Moreo-

ver, even the mass media often refers to it as “hourly car rental” or “vehicle time shar-

ing”, that reflects a partial true, but it is omitted the primary aspect that the carsharing is 

an alternative of car ownership. The marketers of Carsharing Portland have found that 

the advertisements in free weekly newspapers along with on-board advertisement in the 

transit buses are a very effective tool in the spreading of information about carsharing. 

Carsharing Portland says “when we establish the new location we place door hangers on 

all homes within a surrounding 10 block area. In the areas with many apartment build-

ings we soon experiment with direct mail” (Britton et.al., 2000, p. 205).  

2.5.3 Economical factors 

The economic factor is strongly related to people’s decision making process. For in-

stance, Kollmguss and Agyeman (2002) argue that the person’s choice between the 

energy- efficient lamp and the one that is not can be influenced by the payback time. If 

the payback time is very short, the person is more likely to buy it. However, economists 

have found that the economical factor is not so predictable since it aggregates the social, 

infrastructural and psychological aspects. Still, economical factor is very important and 

has a significant impact on the people’s behavior but not the crucial one for their deci-

sion making process (Kollmuss & Agyeman, 2002). 

2.5.4 Government regulations and public policy correlated findings 

According to the prior research studies in the carsharing area, the governmental incen-

tives can successfully prompt the service which for instance municipality in Bremen, 

Germany succeeded with. The public transportation in the city was combined with car-

sharing service where access to the cars was presented in a very convenient way. The 

fleet consisted of more than 100 cars at more than 50 locations. The short distance to the 

decentralized locations considered to be crucial element for making carsharing conve-

nient and attractive (Britton etl. at., 2000).  

Carsharing Portland claims that local government plays the main role in the growth of 

carsharing and they have the willingness to extend the usage of “green” transportation. 

The company considers that this is the chance for the mutual-beneficial public private 

partnership. Moreover, the local government in Portland subsidizes companies that pro-

vide carsharing service (Britton etl. at., 2000).  

Therefore, the politicians and public officials should enhance consumer effectiveness 

through their own actions. For example, public policies can provide availability of the 

“green” products by encouraging costs saving programs for the environmental startup 

companies through the tax credits, subsidies or by contracting of “green” products. (El-

len, Winer, Walgren, 1991). The above discussion leads us to the next hypothesis:   

Hypothesis 3: External factors towards carsharing do have correlation with intention 

towards carsharing within the age group (20-70). 
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2.6 Perceived consumer effectivennes 

 

Perceive Consumer Effectiveness (PCE) is a relative aspect of behavioral control which 

indicates the extent to which the consumer believes that his/her personal efforts can 

contribute to the solution of any specific problem (Virmer & Verbeke, 2005). Moreover, 

previous studies in the United States on PCE in motivating environmentally conscious 

behavior showed a positive correlation between PCE and environmental concern (Ellen, 

Weiner & Walgren, 1991). 

PCE shows a high or low degree of consumer environmental involvement. The high 

level of PCE evokes consumer positive attitude to actual behavior. Roberts (1996), sug-

gested that motivation of behavioral changes can be possible by convincing consumer 

that his/her behavior has a real impact on the environment or can help in conservation of 

natural resources (Roberts, 1996). Kinner (1974), found that the individuals’ PCE rela-

tive to environmental pollution has a marked effect on the  level of ecological concern 

(Kinner, Thomas & Taylor, 1974). According to Roberts (1996), PCE has a direct con-

nection to the willingness of an individual and can trigger him/her to actual sustainable 

behavior (Roberts, 1996). 

As noted above PCE is considered as the factor that is related to individual control. A 

person with the high level of internal control often believes that his/her actions can 

make a change. PCE as a control factor is a dominant determinant in anticipation of fu-

ture behavior and intention for familiar tasks rather than for unfamiliar (Ellen, Weiner & 

Walgren, 1991).  

However, Roberts (1996), found that PCE factor is directly connected to ecologically 

conscious consumer behavior whereas environmental concern of consumer was not so 

important. Although, some of the researchers insisted that PCE is paying the motiva-

tional role and can increase the intention of consumer to buy products or services. The 

authors of this thesis are aiming to investigate the role of this control factor on intention 

to use carsharing. 

2.6.1 Perceived consumer effectiveness with theory of planned beha-
vior 

A further look into theoretical studies has exposed that PCE cannot be general predictor 

of environmental behavior. Therefore, from the practical point the ecological marketers 

are not interested in promotion of general behavior. Thus, PCE can be used as an accu-

rate prediction factor of intention to engage in one specific environmental behavior, for 

instance, carsharing service as an example of the category within sustainable consump-

tion. PCE will therefore serve as a tool in measuring the level of consumer environmen-

tal involvement in the consumption of sustainable products and consumers’ intent to 

take responsible action.  

   

The perceived behavioral control is measured through PCE and is therefore integrated in 

the theory of planned behavior model. This will be used in order to reduce the gap be-

tween attitude and behavior.   
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Hypothesis 4. Perceived consumer effectiveness does have correlation with the intention 

towards carsharing within the age group (20-70).   

2.6.2 Subjective norms and intention towards consequent behavior 

Sheeran, Noraman & Orbell (1999), found that intention based on the attitudes predicts 

the sequentional behavior in a greater degree than the intention based on the subjective 

norms (Sheeran, Norman & Orbell, 1999) . 

However, Fishbein  & Ajzen (1975), mentioned that the attitudes and subjective norms 

as prediction factors of intended behavior  might have different weights that can vary 

from the performing behavior (Fishbein & Ajzen, 1975). In fact, Sheeran, Noraman & 

Orbell (1999), found evidences that attitudes and subjective norms are predictors of in-

tention and consequent future behavior (Sheeran, Norman & Orbell, 1999). These theo-

retical findings lead us to the next hypothesis: 

Hypothesis 5. Subjective norms do have correlation with the intention towards carshar-

ing within the age group (20-70) 

 

2.7 Research model 

The authors have constructed a model in order to explain the relationship between per-

sonal environmental concern, attitude and intention towards carsharing. Moreover, the 

model is presenting external factors, PCE and subjective norms that assumed to have an 

impact on consumers intention to actually choose carsharing service. 
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Figure 4 – The authors’ research model 

 

In the first step of the model the authors are measuring personal environmental concern 

of consumers and how it shapes their attitude and intention towards carsharing. Accord-

ing to Bamberg (2003), behavioral beliefs, normative beliefs and control beliefs play an 

important role in formation of attitude that is leading to intention.  

In the second step additional factors of PCE, external factors and subjective norms are 

added to the model since these factors might have a direct impact on consumers’ inten-

tion (Ajzen, 1991).  

2.8 Research questions in relation to hypothesis 

Research questions are presented here in the relation to hypothesis. Since the authors are 

analyzing the relationship of personal environmental concern to attitude and intention; 

further research questions are helping to see this relationship including additional hypo-

theses to contribute to the purpose of this research.  

 

 



 

 
22 

RQ1: Does the personal environmental 

concern  influence consumer’s attitude 

towards sustainable consumption ? 

 

H1: Personal environmental concern does 

have correlation with attitude towards car-

sharing within the both age groups (20-70)  

Ha: Personal environmental concern does 

not  have correlation with attitude towards 

carsharing within the both age groups (20-

70)  

RQ2: Does the personal environmental 

concern influence on consumer’s inten-

tion to use carsharing? 

 

 

 

 

 

H2: Personal environmental concern does 

not have correlation with intention to-

wards carsharing within the both age 

groups (20-70) 

Ha: Personal environmental concern does  

have correlation with intention towards 

carsharing within the both age groups (20-

70) 

H3: External factors towards carsharing  

does have correlation with intention to-

wards carsharing within the both age 

groups (20-70)  

Ha: External factors towards carsharing  

does not have correlation with intention 

towards carsharing within the both age 

groups (20-70)  

H4: Perceived consumer effectiveness to-

wards carsharing does have correlation 

with the intention towards carsharing 

within the both age groups (20-70)  

Ha: Perceived consumer effectiveness to-

wards carsharing does not have correlation 

with the intention towards carsharing 

within the both age groups (20-70)  

H5: Subjective norms towards carsharing 

does have correlation with the intention 

towards carsharing within the both age 

groups (20-70)  

Ha: Subjective norms towards carsharing 

does not have correlation with the inten-

tion towards carsharing within the both 
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age groups (20-70)  

 

 

 

Table 1 – Research problem and hypotheses 
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3 Method 

This chapter presents and explains research approach that authors have been used in 

this study. The choice of questionnaire is discussed and pilot study is also included. 

3.1 Research approach 

Stated research questions in this thesis are linked to the theories and used by the au-

thors. The questions are aimed to discover consumers’ environmental concern. This will 

be made through the questions concerning behavioral beliefs, controlled beliefs and 

normative beliefs. Moreover, external factors and additional factors in form of PCE and 

subjective norms are included in the research model. Thus, the research questions that 

have been chosen for this study will be answered as follows: 

 

 
Quantitative methods involve a structured questionnaire which is tested on a large sam-

ple (Burns & Bush, 1999). Since the authors are interested in consumers’ personal envi-

ronmental concern and their attitude and intention towards carsharing the research will 

be implemented on a larger group of people. Therefore, collection of the quantitative 

data was chosen in order to receive as many answers as possible. 

The authors have used the deductive approach since the hypotheses stated in this study 

are based on already existing theories. The deductive approach is usually based on the 

theory that can be narrowed down to more specific hypotheses within the area of re-

search. These hypotheses can later be rejected or accepted (Saunders, 2009).   

Explanatory approach was implemented since the goal of the research is to find out the 

attitude and intention of consumers and what factors causes the formation of it. Moreo-

ver, the relationship between dependent and independent variables will be observed in 

this study. 

The data will be mainly collected at the shopping mall A6 in Jönköping and gas stations 

with the main focus on the respondents between 20 and 70 years old. The questions will 

be distributed in the questionnaires which the respondents will be asked to fill in. 

3.2 Explanatory study 

Explanatory studies aim to determine the accuracy of the theory and test a theory’s pre-

diction or principle. The primary goal is to study a situation or a problem in order to ex-

plain the relationship between dependent and independent variables (Saunders, 2009). 

The data will be subjected into statistical tests such as correlation in order to get clearer 

•Does the personal environmental concern  influence 
consumer’s attitude towards sustainable consumption?

RQ1

•Does the personal environmental concern influence on 
consumer’s intention to use carsharing?RQ2
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view of the relationship. This study will be focused on trying to find a relationship be-

tween different variables and therefore an explanatory method will be used. There are 

going to be several independent variables in this study. The first independent variable 

that will be used is personal environmental concern which is measured through beha-

vioral beliefs, normative beliefs and control beliefs. Information, governmental policy 

and economical benefits stand for the external factors and will represent the second in-

dependent variable in order to measure intention towards carsharing. Finally, PCE and 

subjective norms will serve as independent variables in order to test how they influence 

on intention towards carsharing. The dependent variables are intention to use carsharing 

and attitude towards carsharing. 

3.3 Secondary and primary data 

Secondary data is the information that is collected from external sources and can usually 

be found in magazines, reviews, research articles, TV and internet (Saunders, Lewis & 

Thornhill, 2009). In comparison to primary data, secondary data is much easier and 

even cheaper to obtain. Nevertheless, there may arise problems with secondary data 

such as the reliability and accuracy of the information. Since the authors in this thesis 

do not have the time or necessary financial resources to collect all the data on their own 

some secondary data in form of research articles presenting information about previous 

studies will be used.  

Primary data on the other hand is the information that is collected by the researchers. 

Primary data is more time consuming and often more costly to acquire compared to 

secondary data. One of the benefits of using primary data is that it is often more reliable 

since the research is done by the researchers themselves. Methods that can be used 

when collecting primary data are interviews, surveys and observation (Saunders, 2009). 

The authors are using different articles and external sources of information in this the-

sis. Moreover, the data which is necessary for answering the purpose of this study and 

test the theories will be collected through the questionnaire. Consequently, the second-

ary and primary data will be used by the authors (Zikmund, 2000). 

3.4 Quantitative data 

When studying a larger group of people it is more suitable to use quantitative data 

which can be measured and identified on a numerical scale. That might be done through 

different techniques such as surveys or questionnaires. Quantitative data is more effi-

cient when it comes to testing hypothesis and this is one of the reasons the authors 

chose to use a quantitative research (Zikmund, 2000). The generated data will be later 

analyzed in the SPSS software program and presented in the chapter of empirical find-

ings. 

3.5 Data collection 

3.5.1 Sampling 

Since the goal of this study is to investigate the attitude of consumers towards carshar-

ing and their intention to use it, the authors chose to focus on the population from the 

age of 20 and on the respondents who holds a driver license. The main goal has been to 

cover the group of people who lives within the area of Jönköping. The population will 

be divided in two age categories up to 40 years old and 40 years old and older. This will 
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make it possible to see whether there any differences between the respondents or not. A 

deeper insight in differences between age groups will be provided in the empirical find-

ings and the analysis part. 

The study was made during the time period of three weeks where respondents were ap-

proached at different locations in Jönköping. The main area of research has been A6 

shopping mall in Jönköping, Shell and OK/Q8 gas stations. The respondents that were 

approached at the gas stations were more unwilling to participate in the survey, which 

can partly be explained by the lack of time. However, most of the respondents at the A6 

shopping mall were willing to fill in the questionnaire. The statistical rule of thumb in 

business statistics is that there should be at least 30 respondents in the research in order 

to analyze the collected data in the SPSS (Aczel & Sounderpandian, 2006). Thus, in or-

der to get a better picture of the sampling and have a good margin the authors have col-

lected answers from 92 respondents. 

3.5.2 Questionnaire 

The questionnaire in this thesis is used as the main source of the primary data. Usually 

questionnaires do not work properly for exploratory researches that need a large amount 

of open ended questions. In this research that is not the case, standardized questions will 

be used and the authors can be confident that the questions will be interpreted the same 

way by all respondents (Robson, 2002). 

Questionnaires can be designed in many different ways depending on how it should be 

administrated, especially when it comes to the time that researchers can spend with res-

pondents. Types of questionnaires that can be used are for example self administrated 

questionnaires which are completed by the respondent and usually administrated elec-

tronically (Hair & Bush, 2009).  In this research the questionnaires will be delivered by 

hand to each respondent and will be collected when finished (delivery and collection 

questionnaires). 

3.5.2.1 Questionnaire design 

In the beginning of the questionnaire the authors present briefly the purpose of the study 

and the respondent will fill in the information about his/her environmental concern. In 

the next step the concept of carsharing is presented for the reader in order to receive as 

accurate information from the respondents as possible. 

The authors chose to use Likert scale rating question from one to seven with alternatives 

“strongly agree” and “strongly disagree”. This was made due to its wide usage when it 

comes to attitudes and preferences about any specific object of research. 

The questions in the questionnaire were adapted, modified and carefully selected from 

previous research made at University of California, Berkeley on carsharing pilot pro-

gram and a study made on environmental concerns in UK (Gardner & Abraham, 2010). 

Moreover, the questions in previous research are closely related to the area of this thesis 

and contribute to reliability for the questionnaire (Shaheen et al., 2004). 

Below, examples and explanations of specific questions are presented. The questions 

presented here are in English. However, in the real study all questions are translated and 

presented for the respondents in Swedish and can be found in the appendix. 
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Each question is covering different aspects of theory of planned behavior and other as-

pects discussed in the frame of reference. Note that some of the questions in the ques-

tionnaire were excluded from the regression analysis and are not used in this thesis due 

to their insignificance for answering our purpose. However, we let them remain in the 

questionnaire in order to keep the right numerical order in SPSS analysis. The following 

questions are excluded from the study: Q4, Q5, Q7, Q9, Q13b and Q14c.  

The first three questions are related to environmental concern which is measured 

through beliefs (Gardner & Abraham, 2010). Questions 1, 2 and 6 are aiming to meas-

ure behavioral belief. Questions number 8 will measure normative beliefs and question 

10 control beliefs. 

1. It is time to change the way we live to help address environmental problems 

(Behavioral beliefs) 

2.  Consumption of environmental friendly products should (have to) improve the 

overall environmental situation (for cities, countries and the earth) (Behavioral be-

liefs) 

3. Desire and effort from one person (without efforts of many) cannot solve envi-

ronmental problems (Control Beliefs) 

 

4. I am doing everything I can to improve the environment and not willing to do 

anything  more 

 

5. I spend too much time with car maintenance and would like to reduce those 

costs 

 

6. Traffic is the major contributor to global warming and other environmental 

problems, environmentally friendly vehicles should therefore be more used (i.e. 

electric vehicles, hybrids or other clean fuel vehicles) (Behavioral Beliefs) 

 

7. I use public transportation when it goes where I want to go (buses, trains, etc) 

and would like to use it more 

 

8. If friends and neighbors reduce their driving I would follow their example 

(Normative Beliefs) 

 

9. It is possible for me to be gentler to environment by using more environmentally 

friendly ways of transportation 

 

10. Through my transport decisions I can make a difference to the environment 

(Control Beliefs) 

  

After question number 10 the reader is presented with the information on carsharing. 

 

11. Do you know anything about carsharing concept? (Knowledge) 

 

12. Carsharing for me would be (Attitude) 
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The external factors in the questionnaire are divided into information Q13d, government 

regulations Q13c and economical benefits Q14a. These are the questions that are as-

sumed to have an effect on people’s intention to use carsharing. Q14b and Q15 are aim-

ing to measure PCE towards the intention to use carsharing. Finally, Q13a is aiming to 

discover how subjective norms influence individuals’ intention on carharing. Question 

number 16 is the last question in the questionnaire and is showing people’s intention to 

use carsharing.  

 

13. I would be willing to consider carsharing:  

a) If my friends and neighbors start to use carsharing I will follow their example 

b) Because of current environmental problems  
c)  If government policy and regulations facilitates its use   

d) If I know more about it through information and advertising  

 

14. I will be able to use carsharing service if:  

a) This will be financially beneficial for me 

b) To contribute to environmental improvement (PCE) 

c) This would not lead to discomfort 

 

15. I believe that by choosing to use carsharing I can contribute to a better envi-

ronment (PCE) 

 

16. Rate the probability that you might start using carsharing service :( Intention) 
 

3.6 Pilot study 

Pilot study is described as a small-scale exploratory research technique that uses sam-

pling but does not apply strict standards (Zikmund 2000). The function of the pilot 

study is to increase the effectiveness of the questionnaire so that those who will answer 

questions should not have any problems with it. In order to get as much information as 

possible from the questionnaires a pilot study has been performed. The number of 

people that have been asked is 10 where respondents of the sampling were mostly rela-

tives and friends to the authors. The difference in population regarding, gender and age 

was various. The responses of the pilot study are meant to provide the authors with an 

idea regarding suitability and reliability of the questions and data collected (Saunders et 

al., 2009). The design that has been suggested by Bell (2005), for the pilot study was 

used by the authors where the questionnaires have been tested for the following points: 

 how long the questionnaire took to complete 

 the clarity of instructions 

 which, if any, questions were unclear or ambiguous  

 which, if any, questions the respondent felt uneasy about answering 

 whether the layout was clear and attractive 

 any other comments 

 

3.6.1.1 Results from the pilot study 

For the pilot study the authors formed a questionnaire consisting of 16 different ques-

tions. Each part of the questionnaire intended to uncover different questions of research 
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topic such as environmental concern, respondent’s attitude and intention to use carshar-

ing as a service. Author’s intention was to reveal if the questionnaire was flowing 

smoothly and if the question sequence was logical (Smith & Albaum, 2005). 

The result of the pilot study showed that some of the questions were unclear. Moreover, 

the questions concerning respondent’s openness to change were deleted since they did 

not really fit into the context of this study. The description of the carsharing as a service 

brought more clarity to the respondents’ mind since some of them tended to mix up car-

sharing with other rental services. 

3.7 Data quality 

3.7.1 Validity 

Validity is simply means that we are measuring what we believe we are measuring. One 

type of validity is the content validity. This refers to that the content of a measurement 

instrument must be concerned the subject, theme, and topics included as they relate to 

the characteristics being measured. The measurement instrument must include the items 

such as questions which are representative for the field or topic being investigated 

Smith & Albaum, 2005). Therefore, in order to achieve a high level of content validity 

the authors have included different aspects of beliefs, subjective norms, external factors 

and PCE. These factors have already been tested in similar studies within the same field 

of research which concerns consumer behavior and carsharing. 

3.7.2 Reliability 

The reliability is concerned with to what degree the results can be consistent when you 

conduct the study numerous times (Saunders et al., 2009). The method that has been 

used in this study is build on well established theories and studies where questions have 

already been tested.  

In order to reduce inaccurate responses and observer error the authors were keeping the 

questionnaire as structured as possible. The apparent participant bias was avoided by the 

authors since the respondents were asked individually from each other without any im-

pact by other respondents. Another dimension of reliability is homogeneity of the mea-

surement where questions regarding attitude and beliefs might need to be asked several 

times. The questionnaires were handed out to the same group of people where all of 

them were holding a driver license and living in Jönköping area. The approached me-

thod was based on well established theories, previous studies where similar questions 

already have been tested in the same area of research. Moreover, the authors conducted 

a pilot study in order to test the questions and the questionnaire was distributed in Swe-

dish language. 

According to Mujs, the instrument is reliable when it provides the same results every 

time it is applied (Muijs, 2004). The variables of personal environmental concern, ex-

ternal factors and perceived consumer effectiveness were tested for internal reliability 

with satisfactory results. A more detailed explanation can be found in the section of em-

pirical findings. Pallant (2007), determined that the Cronbach reliability test varied be-

tween 0,76 and 0,85 dimensions indicating the high internal consistency. 
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3.8 Data analysis 

The data that has been collected in the survey was analyzed through the statistical com-

puter program SPSS. The number of respondents in the survey was 92. A number of dif-

ferent relationships were tested. First off, the descriptive statistics were carried out in 

order to get the first knowledge of the sample and see the distribution of the data, the 

percentage of respondents regarding age groups, gender and whether there were any 

outliers that could affect the data.  

Regression analysis includes any research techniques that help to analyze the relation-

ship between different variables and also explain the factors of observed patterns. Re-

gression analysis is made out of mathematical expressions which describe the behavior 

of discrete random variable which is also referred to as dependent variable. The regres-

sion model is aiming to discover how dependent variable is changing with respond to 

independent variable (Pallant, 2007).    

Independent variables are the variables that are expected to provide information of the 

behavior of the dependent variable and are included in the statistical model of regres-

sion. Independent variables are the factors that determine changes in the dependent va-

riable. It is possible to use more than one independent variable to explain the behavior 

of the dependent variable (Pallant, 2007). The independent variable in this study is per-

sonal environmental concern. This variable will be measured through behavioral, nor-

mative and control beliefs. Consequently, the dependent variables in this study are atti-

tude towards carsharing and intention to use it. The independent variable which is based 

on personal environmental beliefs is expected to influence dependent variables. 

The authors performed regression analysis in order to see how much personal beliefs 

can influence on consumers attitude and intention to use carsharing.  
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Figure 5 – The authors’ research model with questions 

 

 

There will be three questions measuring behavioral beliefs: Q1, Q2 and Q6. Question 

number eight, Q8 will measure normative beliefs and Q10 will measure control beliefs. 

External factors will be checked for the correlation with intention to use carsharing. 

They are divided into information Q13d,  government regulations Q13c, and economi-

cal benefits Q14a. PCE, Q14b and Q15, respectively subjective norms Q13a will also be 

checked for correlation with intention in order to see if there is any relationship between 

these factors. 

In this study Durbin-Watson statistic has been used to test for autocorrelation. The auto-

correlation is measured in d variable which varies between 0-4. The closer d is to 2, one 

may assume that there is no autocorrelation. Durbin-Watson statistic was performed by 

the authors in order to see if linear regression can be implemented as a technique for 

measuring relationship between dependent and independent variables. If the Durbin-

Watson statistic shows that there is no autocorrelation the linear relationship analysis 

for the variables can be proceeded (Gujatari, 2003). 

The regression equation for the hypothesized model is: 

H1:Attitude(Q12)=β0 +β1×BB(Q1)+ β2×BB(Q2)+β3×BB(Q6)+β4×NB(Q8)+β5×CB(Q10)+ε 
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In this equation attitude is a dependent variable and behavioral beliefs, normative be-

liefs and control beliefs is the set of independent variables. β is a slope or the value Y 

that will change by 1 unit if X changes by 1 unit. ε is a reflection of difference between 

the observed and prediction value. 

H2:Intention(Q16)=β0+β1×BB(Q1)+β2×BB(Q2)+β3×BB(Q6)+β4×NB(Q8)+β5×CB(Q10)+ε 

In this equation intention is a dependent variable and behavioral beliefs, normative be-

liefs and control beliefs are the set of independent variables. β is a slope or the value Y 

that will change by 1 unit if X changes by 1 unit. ε is a reflection of difference between 

the observed and prediction value. 

H3: Intention(Q16)=β0 +β1×GovReg(Q13c)+ β2×Info(Q13d)+β3×Benefits(Q14a)+ε 

In this equation intention is a dependent variable and government regulations, informa-

tion and benefits is the set of independent variables. β is a slope or the value Y that will 

change by 1 unit if X changes by 1 unit. ε is a reflection of difference between the ob-

served and prediction value. 

H4: Intention(Q16)=β0 +β1×PCE(Q15)+ β2×PCE(Q14b)+ε 

In this equation intention is a dependent variable and perceived consumer control that is 

measured via 2 questions is the set of independent variables. β is a slope or the value Y 

that will change by 1 unit if X changes by 1 unit. ε is a reflection of difference between 

the observed and prediction value. 

H5: Intention(Q16)=β0 + β1×SN(Q13a) +ε 

In this equation intention is a dependent variable and subjective norms is independent 

variable. β is a slope or the value Y that will change by 1 unit if X changes by 1 unit. ε 

is a reflection of difference between the observed and prediction value. 
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4 Empirical Findings 

This chapter presents the findings of the research and answers the hypothesis stated 

earlier. 

According to Hair, Bush & Ortinau (2009), the marketing research should begin with 

calculation of distribution frequency, averages and then the actual tests of hypotheses 

should be followed. To sum all the results and perform the general picture of respon-

dent’s profiles who answered the questionnaire, the descriptive statistics has been con-

ducted. As the following table shows, there is no missing values, which means that all 

92 respondents answered all the questions appropriately according to 1….7 Likert scale, 

and filled up personal information as well.  

 

Statistics 

 
Carowner Age Gender Q11. Knowledge 

N Valid 92 92 92 92 

Missing 0 0 0 0 

Table 2 – Number of participants 

 

92 respondents indicated their age. There are 36 respondents, or 39.1% of those who in-

dicated the age group from 20-40 years old and  60.9% respondents from 41-70 years 

old.  

 

Age 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid 20-40 36 39,1 39,1 39,1 

41-70 56 60,9 60,9 100,0 

Total 92 100,0 100,0 
 

Table 3 – Age distribution 

 

Also, the authors measured categorical variable “Knowledge” about carsharing service 

by three answer alternatives “yes”, “some”, “no”. There are 33.7% of respondents , or 

31 of those who answered “no”, 63% of respondents, or 58 of those who answered  

“some” and only 3.3%, of respondents, or 3 of respondents who answered - “yes”. 
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Q11. Knowledge 

 
Frequency Percent Valid Percent Cumulative Percent 

Valid No 31 33,7 33,7 33,7 

Some 58 63,0 63,0 96,7 

Yes 3 3,3 3,3 100,0 

Total 92 100,0 100,0 
 

Table 4 – Results for knowledge 

4.1 Score variables for attitude and intention factors 

Average mean of attitude towards carsharing is 3.68 and standard deviation 1.554 that 

shows the normal distribution for the attitude variable. Skewness is 0.077. Data is not 

skewed, meaning that people preferred medium answers which is indicated by mean of   

3.68. 

Q.12 Attitude Mean 3,68 ,162 

90% Confidence Interval for Mean Lower Bound 3,42 
 

Upper Bound 3,95 
 

Std. Deviation 1,554 
 

Skewness ,077 ,251 

Kurtosis -,621 ,498 

Table 5 – Score variables for attitude 

 

Generally, histogram reflects the distribution of values for each variable (Saunders et 

al., 2009).  The distribution means that the values are not skewed and do not have kurto-

sis. The discovering of the skewedness and kurtosis is an important precondition step 

for marketing research before doing the regression analysis (Gujatari, 2004). The fol-

lowing histogram performs the normal distribution of data for attitude. Also, the Normal 

Q-Q plot of attitude reflects that the values close to the line shows the normal distribu-

tion of data. There is no clustering of points which means that data is normally distri-

buted for attitude. There are not outliers within the data for attitude (Appendix A). 
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Figure 6 – Score variables for attitude 

 

The value for intention variable is normal 3.05. Standard deviation is 1.394 that shows 

normal distribution. Skewness is 0.324 and kurtosis is -0.634. It shows the normal dis-

tribution of values for the intention.  

Q16. Intention Mean 3,05 ,145 

90% Confidence Interval for Mean Lower Bound 2,81 
 

Upper Bound 3,30 
 

Std. Deviation 1,394 
 

Skewness ,324 ,251 

Kurtosis -,634 ,498 

Table 6 – Score variables for intention 

 

The data for intention is not skewed which indicates on the normal distribution of data. 

The normal Q-Q plot shows that the values are close to the line which means that data is 

normally distributed for intention. There is not clustering of data which means that there 

is a normal distribution for intention (Appendix B). Finally, there are not outliers for in-

tention. 
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Figure 7- Score variables for intention 

 

4.2 Verifying Cronbach’s alpha reliability instrumentation 

Chronbach alpha is used to measure internal reliability. According to Muijs (2004), a 

measure of 0.7 is considered to be evident and the tested factor internally reliable. 

The following tables present the Cronbach’ s alpha results for personal environmental 

concern, external factors and perceived consumer effectiveness. Cronbach’s alpha for 

personal environmental concern is 0.68 which is very close to 0.7, this is considered to 

be an acceptable value in the field of social science (Muijs, 2004). 

 

 

Personal environmental concern 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

,687 ,730 5 

Table 7 – Cronbach’s Alpha personal environmental concern 

 

 

For external factors and perceived consumer effectiveness, the Cronbach’s alpha is 0.71 

and 0.72 which meets the requirements of 0.7 for internal reliability. 
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External factors 

Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items 

,712 ,709 3 

Table 8 – Cronbach’s Alpha external factors 

 

Perceived consumer effectivness 

Cronbach's Alpha N of Items 

,726 2 

Table 9 – Cronbach’s Alpha perceived consumer effectiveness 

 

 

4.3 Empirical findings from regression analysis 

Marketing researchers often use the regression analysis in order to predict the future sit-

uation in the marketplace for some special product or service. Managers address to the 

regression analysis to determine the relationship between the variables. Overall, the cor-

relation coefficients show the strength and weakness of the associations as well as the 

direction of the relationship between the variables. (Hair, Bush & Ortinau, 2009).  

4.3.1 Hypothesis 1: correlation of personal environmental concern  

The following table represents the R-squared values for analyzed coefficients of deter-

mination by means of using the independent variables (Saunders et al., 2009). R-

squared value evaluates the strength of correlation between the dependent variable and 

one or more independent variables. According to Muijs (2004), an R-squared value 

shows a poor fit if it is less than 0.1 (Muijs, 2004). As can be seen in the table 10, with-

in age group 20-40, the R-square is significantly normal for personal environmental 

concern which is measured through behavioral beliefs, normative beliefs and control be-

liefs to attitude towards carsharing (R-squared 0.418). The model can explain for about 

41% of the variance in attitude towards carsharing for this age group. In other words, by 

looking at attitude we are able to predict for about 41% of the variance of personal envi-

ronmental concern. 

At the same time, the R-squared for the group 41-70 is low at 0.254 which indicates that 

the regression for this group does not strongly predict variation in the dependent va-

riables. The model can explain for about 25% of the variance in attitude towards car-

sharing. In other words, by looking at attitude we are able to predict for about 25% of 

the variance of personal environmental concern. 

The authors also included the Durbin-Watson statistics in the regression in order to see 

if autocorrelation exists between the variables. The rule of thumb of the Durbin–Watson 

statistic says that if the value is 2 or closer to 2, there is no autocorrelation (Gujarati, 

2004). As it presented in the table below, the Durbin-Watson value is very close to 2 for 
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both groups, which suggests that there is no autocorrelations between the personal envi-

ronmental concern and attitude towards carsharing. Consequently, the linear relation-

ship analysis for these variables can be implemented.  

Model Summary
c
 

Age Model R R Square Adjusted R Square Std. Error of the Esti-

mate 

Durbin-Watson 

d 

20-40 1 ,646
a
 ,418 ,320 1,277 2,179 

41-70 1 ,504
b
 ,254 ,179 1,376 2,181 

a. Predictors: (Constant), Q10. CB, Q1. BB, Q8. NB, Q2. BB, Q6. BB 

b. Predictors: (Constant), Q10. CB, Q8. NB, Q1. BB, Q6. BB, Q2. BB 

c. Dependent Variable: Q12. Attitude 

Table 10 – R-squared and Durbin-Watson (H1) 

The following coefficients table represents the significance (P-value) and the negative 

or positive correlation (β –value) for relationship between the dependent variable- atti-

tude towards carsharing, and the set of independent variables- behavioral beliefs, nor-

mative beliefs and control beliefs which measure personal environmental concern of 

respondents. 

When the P- value is higher than 0.05 that means there is no correlation between the va-

riables. As can be seen here, for the age group 20-40, the P-values are higher than 0.05 

for the questions BB (Q1), BB (Q2) and CB (Q10) which indicates no relationship be-

tween these variables.  

P-value is less than 0.05 for the BB (Q6), where P=0.040 and NB (Q8) where P=0.042, 

meaning that there are correlation between the variables. Moreover, ß shows the posi-

tive correlation for BB (Q6) and NB (Q8), which is equaled, BB (Q6) ß = 0.311 and NB 

(Q8) ß=0.308. 

On the other hand, the compared age group 41-70, does not have correlations in the BB 

(Q1), BB (Q2), BB (Q6), and NB (Q8) where the P-value is 0.05, but at the same time 

has strong correlation in the CB (Q10), where the P-value is less than 0.05 and equaled 

to 0.001 which shows the strong correlation between the variables. Also, ß shows a pos-

itive correlation CB (Q10) ß = 0.499. 

 

Coefficients
a
 

Age Model Unstandardized Coeffi-

cients 

Standardized Coeffi-

cients 

t Sig. 90,0% Confidence Interval for 

B 

B Std. Error Beta Lower Bound Upper Bound 

20-

40 

1 (Constant) -1,363 1,882 
 

-,724 ,475 -4,557 1,831 

Q1. BB ,229 ,226 ,173 1,012 ,320 -,155 ,612 

Q2. BB -,100 ,254 -,067 -,395 ,696 -,532 ,331 

Q6. BB ,311 ,145 ,365 2,144 ,040 ,065 ,558 

Q8. NB ,308 ,145 ,336 2,126 ,042 ,062 ,553 

Q10. CB ,371 ,199 ,299 1,865 ,072 ,033 ,708 
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41-

70 

1 (Constant) 1,517 ,993 
 

1,528 ,133 -,147 3,181 

Q1. BB ,242 ,218 ,227 1,109 ,273 -,124 ,607 

Q2. BB -,001 ,218 -,001 -,006 ,995 -,367 ,365 

Q6. BB -,313 ,198 -,255 -

1,586 

,119 -,644 ,018 

Q8. NB -,024 ,109 -,028 -,224 ,824 -,207 ,159 

Q10. CB ,499 ,145 ,496 3,433 ,001 ,255 ,742 

a. Dependent Variable: Q12. Attitude 

Table 11 – Significance of independent and dependent variables (H1) 

 

Overall, the authors have found correlations between the variables within both age 

groups 20-40 and 41-70 which is allow us to reject the Ha and accept the H1. 

H1: Personal environmental concern does have correlation with attitude towards carshar-

ing within the age groups (20-70) is accepted. 

Ha: Personal environmental concern does not have correlation with attitude towards car-

sharing within the age groups (20-70) is rejected. 

As the results from the linear regression revealed that the both groups (20-40; 41-70) 

have a relationship between the personal environmental concern which is measured 

through the behavioral beliefs, normative beliefs and control beliefs with the attitude 

towards carsharing. Nevertheless, the results reflect discrepancy between the two age 

groups.  

First off, the authors will take a closer look on the results for the age group 20-40. In 

this case some of the questions (BBQ1, BBQ2 and CBQ10) that were gauged the per-

sonal environmental concern of the respondents with the attitude towards carsharing 

have not found the relationship within them. Despite of the theory of planned behavior, 

all of the beliefs: behavioral beliefs, normative beliefs and control beliefs are influen-

cing on the attitude. 

At the same time the correlations have been found between behavioral beliefs BB (Q6) 

with the attitude towards carsharing. However, the relationship is relatively weak 

(P=0.040). The age group 20-40 may assume that the traffic is a major contributor to 

global warming and the example of their friends and neighbors towards environmental 

behavior as a reduction of car use correlates with their attitude towards carsharing or in 

other words, can influence on the attitude towards carsharing as part of sustainable 

product/service consumption. However the correlation is not strong (P=0.042). For this 

age group, correlations have only been found among behavioral beliefs (BB) and nor-

mative belief (NB). Overall, the authors observe that the age group 20-40 shows their 

personal environmental concern towards attitude but not as high as the authors ex-

pected. 

Furthermore, the age group 41-70, has no correlations between the behavioral beliefs, 

normative beliefs with the attitude towards carsharing. However, the regression analysis 

revealed a strong positive correlation between the control beliefs (CB) with attitude to-
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wards carsharing (P=0.001). The age group 41-70 might strongly percept that their 

transportation choice on the individual level can improve the environment by using car-

shaing service. Consequently, it is contribute to the attitude towards carsharing.  

According to theory of planned behavior model, behavioral beliefs, normative beliefs 

and control beliefs have the influence on the individual’s attitude in a greater degree. 

However, authors observe that the personal environmental concern within the age group 

20-40 is influenced on the attitude by means of behavioral and normative beliefs with 

respectively weaker degree than expected. On the other hand, for the age group 41-70, 

the control beliefs (CB) have significant positive influence on the attitude towards car-

sharing. 

Overall, the results of both groups are confirmed the hypothesis 1 that the personal envi-

ronmental concern affects the attitude towards carsharing but in a different degree.  

 

4.3.2 Hypothesis 2: correlation of personal environmental concern 
with intention towards carsharing 

The table below shows the R-squared value that evaluates the strength of correlation be-

tween the dependent variable and one or more independent variables. According to 

Muijs (2004), an R-squared value shows poor fit if it is less than 0.1 (Muijs, 2004). As 

can be seen in the table 12 within age group 20-40, the R-squared is significantly nor-

mal for the personal environmental concern that is measured through behavioral beliefs, 

normative beliefs and control beliefs to intention towards carsharing (R-squared=0.370). 

The model can explain for about 37% of the variance in intention towards carsharing. In 

other words, by looking at intention towards carsharing we are able to predict for about 

37% of the variance of personal environmental concern for this age group. 

At the same time, the R-squared for the group 41-70 is low (R-squared=0.333). The 

model can explain for about 33% of the variance in intention towards carsharing. In 

other words, by looking at intention towards carsharing we are able to predict for about 

33% of the variance of personal environmental concern for this age group. For both 

groups the regression does not strongly predict variation in the dependent variables. 

Also, the Durbin-Watson statistic says that if the value is 2, there is no autocorrelation 

(Gujarati, 2004). As it presents in the table the Durbin-Watson value is 2, for the age 

group 20-40 which suggests that there is no autocorrelation between the personal envi-

ronmental concern and intention towards carsharing, but for age group 41-70, the Dur-

bin-Watson is slightly low at 1,383. The authors chose to proceed the linear relationship 

analysis for these variables.  

Model Summary
c
 

Age Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

d 

20-40 1 ,608
a
 ,370 ,265 ,930 2,037 

41-70 1 ,577
b
 ,333 ,267 1,293 1,383 

a. Predictors: (Constant), Q10. CB, Q1. BB, Q8. NB, Q2. BB, Q6. BB 

b. Predictors: (Constant), Q10. CB, Q8. NB, Q1. BB, Q6. BB, Q2. BB 
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c. Dependent Variable: Q16. Intention 

Table 12 – R-squared and Durbin-Watson (H2) 

The coefficients table below represents the significance P-value and ß- value of rela-

tionship between the dependent variable- intention towards carsharing, and the set of 

independent variables - behavioral beliefs, normative beliefs and control beliefs which 

are measured the personal environmental concern of respondents. 

P-value at 0.05 reflects the non-correlation between the variables.  As can be seen here, 

for the age group 20-40, the BB (Q2), BB (Q6) and NB (Q8) show P-values which are 

higher than 0.05, meaning that there are no correlations have been found between these 

variables. P-value is less than 0.05 for the BB(Q1), P=0.016; CB(Q10), P=0.044, mean-

ing that there are correlations between the variables, where ß shows the positive correla-

tion for BB(Q1) and CB(Q10), which is equaled, BB(Q1), ß=0.422 and  CB(Q10), ß 

=0.304. 

The age group 41-70 does not have correlations in the BB (Q1), BB (Q2) where the P-

value is 0.05. However, BB (Q6), NB (Q8), CB (Q10) shows P-values less than 0.05: 

BB (Q6), P=0.036; NB (Q8), P=0.006; CB (Q10), P=0.002 this indicates strong correla-

tions for NB (Q8) and CB (Q10) with the intention towards carsharing. Also, ß shows 

the negative correlation for BB (Q6), ß=-0.399 and strong positive correlations for NB 

(Q8), ß =0.295; CB (Q10), ß =0.449. 

Coefficients
a
 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 90,0% Confidence Interval for B 

B Std. Error Beta Lower Bound Upper Bound 

1 (Constant) -1,457 1,371 
 

-1,063 ,296 -3,784 ,870 

Q1. BB ,422 ,165 ,456 2,562 ,016 ,142 ,701 

Q2. BB ,005 ,185 ,005 ,027 ,979 -,309 ,319 

Q6. BB ,030 ,106 ,050 ,282 ,780 -,150 ,210 

Q8. NB ,036 ,105 ,056 ,343 ,734 -,143 ,215 

Q10. CB ,304 ,145 ,349 2,098 ,044 ,058 ,549 

1 (Constant) 1,563 ,933 
 

1,676 ,100 ,000 3,126 

Q1. BB ,373 ,205 ,352 1,823 ,074 ,030 ,716 

Q2. BB -,270 ,205 -,263 -1,315 ,194 -,614 ,074 

Q6. BB -,399 ,186 -,326 -2,150 ,036 -,710 -,088 

Q8. NB ,295 ,103 ,339 2,873 ,006 ,123 ,466 

Q10. CB ,449 ,136 ,450 3,295 ,002 ,221 ,678 

a. Dependent Variable: Q16. Intention 

Table 13 – Significance of independent and dependent variables (H2) 

 

The authors have concluded that there is correlation between the personal environmen-

tal concern and intention in both age groups. The H2 is rejected and Ha is accepted. 

H2: Personal environmental concern does not have correlation with intention towards 

carsharing within the age groups (20-70) is rejected. 
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Ha: Personal environmental concern does have correlation with intention towards car-

sharing within the both age group(20-70) is accepted. 

 

As can be seen from the regression analysis, the questions BB (Q2,Q6) and NB (Q8) 

have no significance correlation with the intention towards carsharing, for the age group 

20-40. However, the age group 20-40 has positive correlation in behavioral beliefs 

(BBQ1) and control beliefs (CBQ10), where behavioral beliefs are influence in a greater 

degree than control beliefs for this age group. It can be argued that the younger genera-

tion is more open and believe that it is time to change the way of living in order to im-

prove environment by using carsharing service. Moreover they intent to use this mode 

of sustainable transport (carsharing) that can contribute to the environment by reducing 

pollution. It can be concluded that for this age group (20-40) the behavioral beliefs are 

playing an important role towards intention.  

The questions BB (Q1, Q2) do not have significant correlation with the intention to use 

carsharing within the age group 41-70. On the other hand, the group 41-70, has the cor-

relations in the behavioral beliefs, normative beliefs and control beliefs where behavior-

al beliefs are related negatively with intention to use carshaing (B= -0.399). It can be 

explained by the nature of the question. The older generation might think that the traffic 

fume is not a “major” contributor to global warming and by usage of environmental cars 

(either carsharing cars) the individual cannot significantly influence on the environment. 

However, this negative correlation is relatively weak. The normative beliefs and control 

beliefs reflect the strong correlation with the intention to use carsharing for this age 

group. 

The authors can conclude that the both age groups have correlations between personal 

environmental concern and intention to use carsharing. Consequently, the personal envi-

ronmental concern has an impact on the intention for group 20-40 through the behavior-

al and control beliefs and for the group 41-70 through the normative and control beliefs.  

The control belief that is included in the personal environmental concern has an effect 

on the intention of individual towards sustainable product consumption as carsharing in 

a greater degree than the other attitudinal beliefs as behavioral beliefs and normative be-

liefs within the both groups. 

4.3.3 Hypothesis 3: correlation between external factors and intention 
towards carsharing 

As can be seen in the table 14 the R-squared for age group 20-40, is quite low at 0.353. 

The model can explain for about 35% of the variance in intention towards carsharing. In 

other words, by looking at intention we are able to predict for about 35% of the variance 

of external factors for this age group.  

Within the age group 41-70 R-squared is 0.202. The model can explain for about 20% 

of the variance in intention towards carsharing. In other words, by looking at intention 

we are able to predict for about 20% of the variance of external factors for this age 

group.   
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For both groups the regression does not strongly predict variation in the dependent va-

riables, but at the same time the values are not less than 0.1 that is indicated the poor fit 

of the variables.  

Also, the Durbin-Watson value is 1.493 for age group 20-40, and the value is 1.505 for 

age group 41-70. It is a bit low, but in spite of this linear regression analysis can be ap-

plied for these variables.  

Model Summary
b
 

Age Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

d 

20-40 1 ,594
a
 ,353 ,292 ,913 1,493 

41-70 1 ,449
a
 ,202 ,156 1,388 1,505 

a. Predictors: (Constant), Q14a. Benefits, Q13d. Info, Q13c. GovReg 

b. Dependent Variable: Q16. Intention 

Table 14 – R-squared and Durbin-Watson (H3) 

The coefficients table represents the significance P-value and ß -value of the relation-

ship between the dependent variable- intention towards carsharing, and the set of inde-

pendent variables – external factors towards carsharing which are measured through 

government regulation, information and economical benefits. 

P-value at 0.05 reflects the non-correlation between the variables. As can be seen here, 

for the group 20-40, the P-values for Info (Q13d) and Benefits (Q14a) is higher than 

0.05, meaning that there are no existing correlations between these variables. P-value is 

less than 0.05 for the GovReg (Q13c), P=0,004. The ß-value shows a positive correla-

tion for GovReg (Q13c), ß= 0,361.  

The age group 41-70 does not have correlations in the GovReg (Q13c), Benefits (Q14a), 

where P-value is 0.05. However, Info (Q13d) shows a P-value less than 0.05, P=0.007. 

It shows the strong correlation between Info (Q13d) and intention to use carsharing. Al-

so, ß-value shows the strong positive correlation for Info (Q13d), ß =0.418. 

Coefficients
a
 

Age Model Unstandardized Coeffi-

cients 

Standardized Coeffi-

cients 

t Sig. 90,0% Confidence Interval for 

B 

B Std. Error Beta Lower 

Bound 

Upper 

Bound 

20-

40 

1 (Constant) 1,896 ,773 
 

2,453 ,020 ,587 3,206 

Q13c. Go-

vReg 

,361 ,118 ,569 3,060 ,004 ,161 ,560 

Q13d. Info ,072 ,112 ,112 ,642 ,525 -,118 ,262 

Q14a. Bene-

fits 

-,175 ,131 -,208 -

1,343 

,189 -,397 ,046 

41-

70 

1 (Constant) 1,439 ,800 
 

1,798 ,078 ,099 2,779 

Q13c. Go-

vReg 

-,012 ,155 -,012 -,075 ,940 -,272 ,248 
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Q13d. Info ,418 ,147 ,445 2,833 ,007 ,171 ,665 

Q14a. Bene-

fits 

,024 ,169 ,021 ,140 ,889 -,260 ,307 

a. Dependent Variable: Q16. Intention 

Table 15 – Significance of independent and dependent variables (H3) 

Overall, it can be deduced from the represented values that the external factors towards 

carsharing have correlations with the intention towards carsharing within the both age 

groups (20-40; 41-70). Due to the insignificance in correlation in SPSS for economical 

benefits the factor is quite insignificant in order to draw any conclusion. Hypothesis 3 is 

accepted and Hypothesis alternative is rejected.  

H3: External factors towards carsharing does have correlation with intention towards 

carsharing within the age group (20-70) is accepted. 

Ha: External factors towards carsharing do have correlation with intention towards car-

sharing within the age group (20-70) is rejected. 

For the age group 20-40, no correlations have been found between the external factors 

that is measured via Benefits (Q14a) and Information (Q13d). 

At the same time the Government regulations (Q13c) showed to have a strong positive 

correlation towards intention to use carsharing (β=0.361). Comparing the theory and the 

results from regression analysis between the personal environmental concern with the 

intention to use carsharing, it can be concluded that the younger generation group 20-

40, seems to be more willing to accept political changes that will enhance pro-

environmental behavior such as higher fuel taxes or more stringent building codes or 

reduction of taxes for carsharing companies (Kollmuss & Agyeman, 2002).  

This can be observed within the Bremen municipality in Germany, where the individual 

can have access to cars in carsharing pool with the bus pass card.  

On the other hand, the group 41-70 answered that they would like to know more about 

carsharing through information and advertisement. There is a strong correlation between 

the external factor as information with the intention to use carsharing (β=0.418). The 

lack of information about carsharing might be a barrier that impede older group of res-

pondents to actual usage of carsharing service. However the questions about Benefits 

(Q14a) and GovReg (Q13c) do not correlates with the intention to use carsharing within 

the group of 41-70. 

Overall, the authors found that the correlations of the external factors with intention to 

use carsharing differ between the age groups. The group 20-40 is willing to use carshar-

ing if government policy and regulation facilitates its use, as it was mentioned before 

(Bremen). 

At the same time, the age group 41-70, is considering to use carsharing if they will 

know more about it via information and advertisement. 
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4.3.4 Hypothesis 4: correlation between additional factors of PCE to-
wards intention to use carsharing 

The R-squared is 0.390 for the age group 20-40. The model can explain for about 39% 

of the variance in intention towards carsharing. In other words, by looking at intention 

we are able to predict for about 39% of the variance of perceived consumer effective-

ness for this age group. 

The R-squared is quite low 0.233, for the age group 41-70. The model can explain for 

about 23% of the variance in intention towards carsharing. In other words, by looking at 

intention we are able to predict for about 23% of the variance of perceived consumer ef-

fectiveness for this age group. For both groups, the regression analysis does not strongly 

predict variation in the dependent variables.  

However, the Durbin-Watson’s value is 2.204 for age group 20-40 which is indicated 

there are no autocorrelation between the variables. The Durbin-Watson value is 2.017 

for the age group 41-70 that is more than 2. There are no autocorrelation between the 

variables for age group 41-70. This allows us to continue with linear regression for 

these variables. 

Model Summary
b
 

Age Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

20-40 1 ,624
a
 ,390 ,353 ,873 2,204 

41-70 1 ,482
a
 ,233 ,203 1,360 2,017 

a. Predictors: (Constant), Q15. PCE, Q14b. PCE 

b. Dependent Variable: Q16. Intention 

Table 16 – R-squared and Durbin-Watson (H4) 

The coefficients table represents the significance P-value and ß-value of relationship be-

tween the dependent variable- intention towards carsharing, and the set of independent 

variables – perceived consumer effectiveness (PCE) is measured towards carsharing. 

The P-value 0.05 reflects that there is non-correlation between the variables. For the age 

group 20-40, PCE (Q14b) P-value is more than 0.05, meaning that there are no correla-

tions have been found between these variables. However, the P-value is less than 0.05 

for PCE (Q15), P=0.000, where ß shows a strong positive correlation for PCE (Q15), ß= 

0.491. 

The other age group 41-70 does not have correlations in the PCE (Q15) where the P-

value is 0.05. However, PCE (Q14b) presents P-value lower than 0.05, P=0.016. It indi-

cates an existing correlation between the variables. Also, ß shows the positive correla-

tion for PCE (Q14b), ß = 0.410.  

Coefficients
a
 

Age Model Unstandardized Coef-

ficients 

Standardized Coef-

ficients 

t Sig. 90,0% Confidence Inter-

val for B 

B Std. Error Beta Lower 

Bound 

Upper 

Bound 

20- 1 (Constant) ,305 ,601 
 

,508 ,615 -,712 1,322 
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40 Q14b. 

PCE 

,024 ,107 ,033 ,220 ,827 -,157 ,204 

Q15. PCE ,491 ,120 ,611 4,111 ,000 ,289 ,694 

41-

70 

1 (Constant) ,637 ,694 
 

,918 ,363 -,525 1,800 

Q14b. 

PCE 

,410 ,165 ,401 2,478 ,016 ,133 ,686 

Q15. PCE ,108 ,155 ,112 ,696 ,490 -,151 ,367 

a. Dependent Variable: Q16. Intention 

Table 17 – Significance of independent and dependent variables (H4) 

Finally, the authors have found correlations between perceived consumer effectiveness 

(PCE) towards carsharing with the intention towards carsharing. Consequently, the hy-

pothesis 4 is accepted and hypothesis alternative is rejected. 

H4: Perceived consumer effectiveness towards carsharing does have correlation with the 

intention towards carsharing within the age group (20-70) is accepted. 

Ha: Perceived consumer effectiveness towards carsharing does not have correlation with 

the intention towards carsharing within the age groups (20-70) is rejected. 

 

A possible explanation for age group 20-40 might be their belief that by choosing car-

sharing they can contribute to the environment. It can be concluded that younger gen-

eration is more likely to use carsharing in order to contribute to a better environment. 

The PCE factor, as mentioned in the theory part, has strong prediction ability towards 

behavioral intention of an individual and it has been confirmed through previous theo-

retical findings. Moreover, PCE (15) has a strong positive correlation with the intention 

to use carsharing (B=0.491). 

For the age group 41-70, the PCE (Q14b) is positively correlated with the intention to 

use carsharing in a greater degree either (β=0.410). The respondents are thinking that 

they are “able” to use carsharing in order to improve the environment. It shows that the 

older generation group has more confidence in decision making compare with the 

younger generation which is only “believe”. At the same time the PCE (Q15) does not 

have correlation towards carsharing.  

Overall, the authors have confirmed the theory where PCE as a factor of control has an 

impact on the intention in a greater degree and can influence on the intention to sustain-

able behavior. 

4.3.5 Hypothesis 5: correlation between additional factor of subjec-
tive norms towards intention to use carsharing 

The R-squared is 0.126 for the age group 20-40. The model can explain for about 12% 

of the variance in intention towards carsharing. In other words, by looking at intention 

we are able to predict for about 12% of the variance for subjective norms within this age 

group.  

The R-squared is quite low at 0.063, for the age group 41-70. For both groups, the re-

gression analysis does not strongly predict variation in the dependent variables. The 
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model can explain for about 6% of the variance in intention towards carsharing. In other 

words, by looking at intention we are able to predict for about 6% of the variance of 

subjective norms within this age group. 

However, the Durbin-Watson’s value is 1.887 for group 20-40 which indicates that 

there is no autocorrelation between the variables. The Durbin-Watson value is 1.443, for 

the group 41-70 that is quite low. There are no autocorrelation between the variables for 

the age group 41-70. This allows us to continue with linear regression for the variable of 

subjective norms. 

Table 18 – R-squared and Durbin-Watson (H5) 

 

The coefficients table represents the significance P-value and ß-value of relationship be-

tween the dependent variable- intention towards carsharing, and the independent varia-

ble – subjective norms that is measured towards carsharing The P- value 0.05 reflects 

the non-correlation between the variables. As can be seen here, for the age group 20-40,  

P-value for SN (Q13) is less than 0.05, meaning that there is an existing weak correla-

tion between these variables, P=0.034, where ß shows the positive correlation for SN 

(Q13), ß= 0,246. The other age group 41-70 does not have correlations with SN (13a)  

where P-value is 0,05.  

 

Coefficients
a
 

Age Model Unstandardized Coef-

ficients 

Standardized Coef-

ficients 

t Sig. 90,0% Confidence Inter-

val for B 

B Std. Error Beta Lower 

Bound 

Upper 

Bound 

20-

40 

1 (Constant) 2,032 ,356 
 

5,706 ,000 1,430 2,635 

Q13a. SN ,246 ,111 ,354 2,210 ,034 ,058 ,434 

41-

70 

1 (Constant) 2,554 ,440 
 

5,802 ,000 1,817 3,290 

Q13a. SN ,312 ,166 ,250 1,882 ,065 ,035 ,589 

a. Dependent Variable: Q16. Intention 

Table 19 – Significance of independent and dependent variables (H5) 

 

Finally, the authors have found the correlation between subjective norms towards car-

sharing with the intention towards carsharing. Consequently, the hypothesis 5 is ac-

cepted and hypothesis alternative is rejected. 

Model Summary
b
 

Age Model R R Square Adjusted R Square Std. Error of the Esti-

mate 

Durbin-Watson 

20-40 1 ,354
a
 ,126 ,100 1,030 1,887 

41-70 1 ,250
a
 ,063 ,045 1,489 1,443 

a. Predictors: (Constant), Q13a. SN 

b. Dependent Variable: Q16. Intention 
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H5: Subjective norms towards carsharing do have correlation with the intention towards 

carsharing within the age group (20-70) is accepted. 

Ha: Subjective norms towards carsharing do not have correlation with the intention to-

wards carsharing within the age groups (20-70) is rejected 

For the age group 20-40, there have been found correlation between the subjective 

norms (Q13a) and intention to use carsharing. 

The subjective norms (Q13a) do not have significant correlation with the intention to 

use carsharing within the age group 41-70. The authors consider this as an interesting 

finding since in the theory of planned behavior; the subjective norms have a direct cor-

relation with the intention. Why did it fail? The authors tried to correlate the subjective 

norms and knowledge about carsharing. The results revealed a strong correlation be-

tween the respondents who answered “No” and the subjective norms. It can be con-

cluded that most of the respondents do not have enough knowledge about this environ-

mental friendly transportation mode.  

Coefficients
a
 

Q11. Know-

ledge 

Model Unstandardized Coeffi-

cients 

Standardized Coeffi-

cients 

t Sig. 90,0% Confidence Interval 

for B 

B Std. Error Beta Lower 

Bound 

Upper 

Bound 

no 1 (Constant) 1,281 ,397 
 

3,228 ,003 ,607 1,956 

Q13a. SN ,595 ,151 ,591 3,950 ,000 ,339 ,852 

some 1 (Constant) 3,098 ,374 
 

8,281 ,000 2,472 3,723 

Q13a. SN ,048 ,124 ,051 ,383 ,703 -,161 ,256 

yes 1 (Constant) 7,000 9,381 
 

,746 ,592 -52,228 66,228 

Q13a. SN -1,000 3,464 -,277 -,289 ,821 -22,871 20,871 

a. Dependent Variable: Q16. Intention 

Table 20 - Significance of independent and dependent variables (H5) 
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5 Analysis 

In this chapter the findings are analyzed along with the research questions. 

1. Does the personal environmental concern influence consumer’s attitude towards sus-

tainable consumption? 

According to the results from the empirical findings the age group (20-70) showed their 

personal environmental concern that is contributing to the attitude towards carsharing 

service but in a weaker degree.  

This may depend on the aspects addressed to the mentioned above empirical findings in 

order to conduct a deeper investigation of the respondent’s generation characteristics 

which are significantly correlated with the carsharing as a part of sustainable behavior. 

The young generation might have a general but still insufficient knowledge of appearing 

environmental problems and carsharing. However, the obtained knowledge is general 

and lacking due to the insufficient amount of information. Moreover, the behavior of 

others is a factor that can affect attitude towards sustainable product such as carsharing 

but in a weaker degree. Behavioral beliefs and normative beliefs have the connection 

with attitude towards carsharing in weaker degree which obviously reflects the insuffi-

cient information about carsharing. 

On the other hand, the older generation might realize that the carsharing concept can 

help to improve the current environmental situation. Their personal environmental con-

cern by means of control beliefs contributes to the attitude towards carsharing in a 

stronger degree compare to the young generation. In examining the details of attitude 

formation, the authors concluded that attitude which should be strengthen by availabili-

ty of the relevant information about environmental problems and environmental-

friendly products can evolve the environmental awareness of consumer and contribute 

to more positive attitude towards the sustainable products, in our case – carsharing ser-

vice. It is important to focus on the advantages of carsharing service to the individual in 

order to promote a more encouraging and strong picture of carsharing and help to create 

a positive attitude among consumers.   

Furthermore, according to Ajzen (2001), the high personal involvement is a primary 

source of the formation of attitude. The authors suggest that in order to increase person-

al involvement consumer have to possess the information what he/she can do in order to 

improve the environment.    

Overall, the three types of beliefs that have been used to measure personal environmen-

tal concern contribute uniquely and differently to the attitude towards carsharing within 

the age group 20-70. Within the age group 20-40 personal environmental concern af-

fects attitude through behavioral and normative beliefs but these correlations are not 

strong. The other age group 41-70, feels more responsible for their actions that can be 

seen in the strong correlation of control beliefs on attitude towards carsharing. Never-

theless, the authors confirmed the theoretical findings empirically that the environmen-

tal beliefs are correlated with attitudes and affect the individual’s attitude towards envi-

ronmental products, for instance carsharing concept.  
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2. Does the personal environmental concern influence on consumer’s intention to use 

carsharing? 

Based on the results from the analysis and empirical findings the authors concluded that 

personal environmental concern affects consumers’ intention towards environmental 

behavior which is carsharing service in our case. 

Since the authors measured personal environmental concern via three types of environ-

mental beliefs it has been found correlation with the intention towards carsharing within 

the both age groups. 

The age group 20-70 has correlation between behavioral beliefs, control beliefs and 

normative but observing results do not allowed to conclude that these types of beliefs 

are crucial in the consumers’ decision making process. Moreover, for the older genera-

tion the behavior of other people is a relevant factor that can prompt to start use the car-

sharing service. Furthermore, the authors confirmed that beliefs can influence on the in-

tention of individual through control beliefs, behavioral beliefs and normative beliefs. 

However, the correlation of personal environmental concern and intention to use car-

sharing is not as high as was expected initially.  

Nevertheless, examining the results of additional factors such as government regula-

tions, information and economical benefits revealed the existing barriers of”attitude-

behavior gap”. The younger generation is willing to start using carsharing service if the 

government facilitates its use. The age group 20-40, might feel self-insufficient to take 

the first step by themselves. One of the obvious problems in most of the countries is a 

deficit of parking spaces for the cars in carsharing pool that creates inconvenience to 

quickly reach a car and misconception or lack of information about this environmental 

transportation alternative to car ownership. Thus, the government and local authorities 

are expected to provide subsidies in order for carsharing service to grow. For instance, 

Stern suggest that the incentives and information “…as a piece of basic background 

knowledge for consumer policy to promote environmental behavior” (Stern, p.461, 

1999).  

On the other hand, the older generation has a willingness to use carsharing if they will 

have more information about that service. They might feel more financially confident 

and have environmental awareness in a greater degree than the younger generation.  

These findings are confirmed by Verbeke’s assumption that consumers commonly have 

a lack of knowledge about green products. In fact that is explicit evidence in the mar-

ketplace. As Verbeke underlined that availability of information creates certainty of 

consumer purchase decision-making of sustainable products (Verbeke, 2005). 

Furthermore, the analysis of Perceived Consumer Effectiveness revealed the interesting 

findings within the both age groups. The younger generation “believes” that the person 

can contribute to the environment by using carsharing service. At the same time, the 

older generation feels that they are “able” to use this service. The older generation 

shows a strong confidence in decision-making process. Thereby, the authors confirmed 

the already proved theoretical findings that PCE factor is a strong predictor of intention 

to sustainable behavior. Overall, both age groups have a high level of internal control 

and believe that their own action can make a difference and contribute to the overall en-

vironmental situation. It can be concluded that PCE factor is a powerful predictor of in-

tention towards consumption of sustainable products and even carsharing service.  
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Within the theoretical framework the authors decided to include subjective norms as a 

prediction factor of intention to future behavior. The results reflect that subjective 

norms can contribute to the intention to use carsharing just in the age group 20-40 and 

in the weaker degree. According to the theory, subjective norms affect the intention in a 

low degree and can vary from the intended behavior (Fishbein & Ajzen, 1975).  There-

by the authors observed that subjective norms do not have a strong prediction value that 

can contribute to the intention towards carsharing as the example of sustainable beha-

vior. 

 



 

 
52 

6 Conclusion 

This chapter is aimed to fulfill the purpose and answer research questions. 

Overall, the authors can conclude that the respondents show their personal environmen-

tal concern which is contributing to attitude and intention towards carsharing but it is 

not significant as the theory suggests. However, personal environmental concern within 

the age group 20-70 affects on the attitude and intention by means of control, behavioral 

beliefs stronger than normative beliefs. It can be concluded that control and behavioral 

beliefs are more prediction factors of personal environmental concern, attitude and in-

tention towards carsharing. The authors observed that these three types of environmen-

tal beliefs within theory of planned behavior model towards attitude and intention have 

internal inconsistency in the reason that the carsharing concept was rather unknown for 

the most of the respondents. 

Perceived consumer effectiveness is a strong predictor of intention to sustainable beha-

vior within the age group 20-70. The respondents realize that the usage of carsharing 

service can significantly improve the environmental situation in the country and feel 

personal responsibility for these actions.   

Nevertheless, the subjective norms are contributing to the intention but in a low degree. 

It can be concluded that subjective norms are not a significant prediction factor of inten-

tion towards carsharing. The authors suggest that most of the respondents are unfamiliar 

with the carsharing concept that is based on the membership entry.  

Government regulations and information are strong predictors of intention towards car-

sharing and they are the strongest triggering external factors to sustainable behavior as a 

carsharing service. Moreover, the age group 20-40, percept the necessity of government 

involvement in development of this service. Government regulations is triggering factor 

to use carsharing for this age group. The government and local authorities may advocate 

the positive effect of carsharing on the environment since the environmental beliefs are 

associated with intention towards carsharing.  

It is worth to mention the fact that the age group 20-70 has insufficient information and 

knowledge about carsharing and perceived the great interest in obtaining the informa-

tion about this service. Moreover, the age group 41-70 thinks that if they have more in-

formation about carsharing service they are ready to use it in everyday life. 

According to the previous carsharing research studies, the advertisement plays one of 

the important parts in carsharing expansion (Britton et.al. 2000). Swedish carsharing 

companies should acquire the prior successful experience among the carsharing compa-

nies in other countries for instance Switzerland, Canada or Germany and adopt these 

strategies to local scale. The carsharing companies should address the existing problems 

that impeding the carsharing growth to the government or at least to local authorities.  

The results from our study suggest that policymakers and carsharing companies should 

focus on the strengthen attitude towards environmental products by spreading the in-

formation about the direct effects on the environment by using the more environmental 

mode of transportation such as carsharing service. Moreover, local municipalities and 

carsharing companies should closely cooperate in order to trigger this sustainable trans-

portation mode of mobility among the Swedish population. 
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7 Critique of Study and Further Research 

The last chapter presents the critique of study and provides suggestions for further re-

search. 

7.1 Critique of study 

Critique can be pointed out towards the method part and the choice of sampling. It can 

be argued that the results are somewhat generalized and are not enough divide into dif-

ferent categories in order to receive more precise demographic data. However, in the 

analysis section the authors have analyzed potential differences between the age groups 

which have showed that they differ in some sense. It is possible that the answers could 

be slightly different if the study was conducted in a laboratory setting where the respon-

dents would be able to really think about their answers. The main advantage of the field 

study is that the respondents were approached in their natural environment and it was 

possible to collect more answers which would be more difficult in the case with labora-

tory setting. 

Critique towards the questionnaire can be that the questions did not cover other areas of 

research that could have an impact on the results such as occupation, income and the 

number of residents in the households for instance. The authors’ goal though has been 

to discover intention towards carsharing influenced by external factors and based on 

people’s environmental concern. While it is true that longer questionnaires could pro-

vide more in depth knowledge it can also decrease the response rate. This research is 

one of the first where theory of planned behavior has been applied in order to study 

people’s attitude and intention which consequently might have its pros and cons. Also, 

this is one of the first studies in the area when it comes to carsharing and more in depth 

research will be needed in the future. 

Higher number of respondents would further strengthen the results even though 90 res-

pondents are enough to implement statistically based analysis. The respondents were 

randomly selected and were predominantly men. It could be argued that there are differ-

ences in different age groups and that the younger generations experiences carsharing in 

a slightly different way the older generation. However, the distribution of men and 

women in the statistical analysis was equal and results are still valid.  

 

7.2 Suggestions for further research 

This study has been focusing on the carsharing service directed to the residential house-

holds. The field of carsharing has been growing during the last 10 years especially in 

other European countries and North America, yet little research has been done in this 

area. Given this, there are many possibilities for new research within this area. For fu-

ture research a study covering a larger amount of population can be implemented where 

social factors that we did not take into consideration can be studied. That type of study 

may be combined with qualitative research techniques in order to get more insight on 

the underlying factors for consumer behavior. Moreover, it would be interesting to see if 

there are any differences in attitude towards carsharing between people who lives in 

bigger cities compare to those who lives outside. Another angle of this topic could be to 

look at it from the companies’ point of view. Given a high environmental concern 
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among respondents it would be interesting to know how the companies providing car-

sharing service are going to reach to the consumers, looking particularly at marketing 

communication strategies.  

 

7.3 Contribution to the theory 

This study contributes to the field of marketing research. The primary purpose of this 

study has been to identify the attitude and intention towards carsharing and the factors 

that can prompt carsharing expansion in Sweden. Even though a variety research studies 

have been conducted within the area of environmental products/services and carsharing, 

it is worth to note that the authors of this study are the first who applied the theory of 

planned behavior  in order to investigate personal environmental concern with the con-

nection to attitude towards carsharing  and intention to use it. Moreover, in order to ob-

tain a broader picture, additional factors have been included in the research model: per-

ceived consumer effectiveness and external factors in form of government regulation, 

information and economical benefits. The hypotheses in this study were compiled and 

slightly modified by the authors from previous research studies within the field of con-

sumer behavior and transportation.
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9 Appendix 
Appendix 1 Questionnarie  

 

 

 

 

Syftet med denna studie är att ta reda på konsumenternas attityd till hållbar 

konsumtion och bilpoolen. Det är vår förhoppning att studien ska bidra till 

området för konsumentbeteende. Själva undersökningen kommer inte att ta mer 

än 5-10 min. Tack för att du deltar. 

 

1)  Det är dags att ändra det sättet vi lever på för att hjälpa lösa miljöproblem: 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 
 

2) Konsumtion av miljövänliga produkter borde (måste) förbättra den allmänna 

miljösituationen (för städer, naturen, planeten): 
 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 
 

3) Vilja och ansträngning från en person (utan insatser av andra) kan inte lösa 

miljöproblem: 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

4) Jag gör allt jag kan för att förbättra miljö och är inte villig att göra något mer: 

  

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

5) Jag spenderar för mycket tid med underhåll av mitt fordon och skulle vilja minska 

dessa kostnader: 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

6) Trafiken är den största orsaken till den globala uppvärmningen och andra 

miljöproblem, miljövänliga fordon bör därför användas mer (ex. El bilar, hybrider, bilar 

som går på miljöbränsle): 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

7) Jag använder kollektivtrafiken när den går dit jag vill åka och skulle vilja använda det 

mera (ex. bussar, tåg): 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 
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8) Om mina vänner och grannar minskar sin bilkörning skulle jag följa deras exempel : 
 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

9) Det är möjligt för mig att vara mer skonsam mot miljö genom att använda mer 

miljövänliga transporter:  

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

10) Jag kan, genom mina val av transportmedel, göra skillnad för miljön: 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

11) Vet du något om konceptet bilpoolen? 

Ja, vet allt ____ 

Delvis____ 

Nej____ 

 

Bilpoolen innebär att ett antal personer delar användningen av en eller flera bilar. 

De delar även på kostnader för bilens fasta kostnader (försäkring, skatter, 

underhåll m.m). Genom medlemskap i en bilpool kan alla få tillgång till en 

personbil utan en ekonomisk investering som ett bilköp innebär. Bilen kan bokas i 

förväg och användaren betalar en avgift baserad på körsträcka och hur länge man 

har använt bilen. Det skiljer sig från vanlig biluthyrning på det sättet att du har 

tillgång till samma bil/bilar under en längre tid. Hela bilflottan består av 

miljövänliga bilar med låg bränsleförbrukning. 

 

12) Bilpoolen för mig skulle vara: 

 

En dålig ide         1           2         3          4         5           6            7 En bra ide 

 

13) Jag skulle vara villig att överväga bilpoolen:  

 

Om mina vänner och grannar börjar använda bilpoolen kommer jag att följa deras 

exempel 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

På grund av aktuella miljöproblem 
 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 
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Om regeringens politik och regler underlättar dess användning 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

Om jag vet mer om det genom information och reklam 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

14) Jag kommer att kunna använda bilpoolen som tjänst om:  

 

Detta kommer att vara ekonomiskt fördelaktigt för mig 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

Det bidrar till miljöförbättringar 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

Det inte skulle leda till obekvämlighet 

 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

15) Jag tror att genom att välja använda bilpoolen kan jag bidra till en battre miljö: 

 

Stämmer inte alls 1           2         3          4         5           6            7 Stämmer in helt 

 

16) Klassa sannolikheten att du kan börja använda bilpoolen: 

 

Mycket osannolikt 1           2         3          4         5           6            7 Stämmer in helt 
 
Information om dig själv 
 
Slutligen, skulle vi vilja ha mer information om dig för att förbättra våra studie. Alla dina 
svar kommer att hållas fullständigt konfidentiellt. 
 
1. ____ Kvinna ____ Man 
 
2. Är du en bilägare: ____Ja     ____ Nej  
Om ”nej”, planerar du att köpa en bil? ____ Ja  ____ Nej  
 
3. Bor du i: ____Jönkköping,  ____Mer än 5km från staden 
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4. Vad är din ålder? (Vänligen välj ett alternativ) 
____ 20-30 ____ 31-40 ____ 41-50 ____ 51-60 ____ 61-70 ____ 71 or older 
 
 

 

Appendix 2. Distribution Values for Attitude 
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Appendix 3 Distribution Values for Intention 



  Appendix 

 
66 

 



  Appendix 

 
67 

 



  Appendix 

 
68 

 


