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The following explores the effects of certain consumer values such as health-, 
environmental- and appearance consciousness as well as of certain factors of 
perceived behavioral control such as trust, availability and price on the purchase 
intention of organic shampoo, in the German organic hair care market. This has 
been done through combining the theory of Ajzen (2002) about planned 
behavior and the study done by Yeon Kim and Chung (2011) on the attitude-
intention relationship of organic hair care products in the US-market.

For this, a quantitative online survey has been conducted, which generated 306 
valuable respondents. Correlation analysis, multiple regression analysis as well 
as an independent sample t-test were executed, in order to accept or reject the 
relationships among the different variables.

From this study it could be found that the consumer value environmental 
consciousness, as well as trust, as an aspect of perceived behavioral control, 
influence the intention towards buying organic shampoo. In contrast, the 
consumer values health- and appearance consciousness as well as the factors  
price and availability do not show a significant influence. This is why it is 
suggested to emphasize the marketing of organic shampoos on both 
environmental consciousness and trust, as they can have a significant influence 
on the purchase intention and therewith on the future success of the product.

Concerning the originality, this paper provides valuable insights for the German 
organic hair care market, about their customer’s wants and needs. This in turn 
will give the industry tangible advice for their marketing strategies and 
campaigns, and will help them prosper in the future. In addition, this paper 
broadens the perspective towards purchase influencing factors of organic hair 
care products, by extending and modifying the applications of the theory of 
planned behavior and the perceived behavioral control in the attitude-intention 
relationship.
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1. Introduction 

1.1 Background 

In today’s society there is a growing concern for environmental and social issues when it comes to the 
consumption of everyday essentials, such as hair care products (Regine, 2011). Many consumers state 
that they are aware of these issues (Johnstone & Tan, 2015). 

In a time where the consequences of the environmental crisis and climate change become increasingly 
prominent, customers start demanding more sustainable products (Fontenelle, 2013). Even though 
the results of non-sustainable production and consumption had been addressed as early as in the 
1960s, Portilho (2005) wrote that governmental institutions and companies ignored these issues. 
Organizational intentions of becoming more ecological, green, sustainable or environmentally 
oriented have always aimed at influencing the values and excesses of the consumer society. At times, 
this has been done through pushing a consumer movement, while at others, pushing the anti-
consumption movements. In recent years, the consumers themselves increasingly started to 
participate in the business discourse (Varman & Belk, 2009). Therefore the question arose, why these 
positive attitudes towards responsible consumerism are often not translated into a congruent 
purchase intention and consequently into a consisting purchase behavior. 

The challenge in this situation is for the consumer to find a balance between economic considerations 
and environmentally friendly products, which resulted in demanding greater corporate sustainability 
(Holt, 2002). According to Holt (2002), these consumers have been referred to as conscious, 
responsible, ecological, sustainable or green, where the core driver is the individual’s evaluation of 
products and consumption choices. However, not only the environmental concern moves this modern 
and responsible group of consumers. They have rather become more aware of the way they treat 
themselves and which products they bring on and into their bodies (Connor & Douglas, 2001). 

To that effect, research has shown that even though consumers might have a positive opinion about 
organic personal care products, they may not have the commitment to purchase them, when 
perceiving obstacles to do so (M.-F. Chen, 2007). This is because the intention can get impacted by 
factors such as price and availability (Vermeir & Verbeke, 2006). In other words, if customers cannot 
afford organic personal care products at a higher price, or if they are not available, the intention of 
buying these products decreases drastically, even though they might value them highly (Barbarossa & 
Pastore, 2015; Yeon Kim & Chung, 2011). 

This phenomenon is called the “green purchasing gap”, which is a well-known issue among marketers. 
It describes the gap between green attitudes and purchase intentions (Yeon Kim & Chung, 2011). 
Although the majority of the global consumers state that they tend to a growing environmental 
concern and are willing to pay a premium price for products originating from enterprises who are 
committed to social and environmental standards (Nielsen, 2014), these attitudes can barely be seen 
in the market in form of sales. For instance, in 2011 Nature’s Organic, which is the first green brand on 
the Australian home care market, had only 3% market share (Euromonitor_International, 2012). Also, 
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the British market was still dominated by non-environmental brands between 2008 and 2013 
(Euromonitor_International, 2013).  

The total personal care market in Germany generated a turnover of 13,388 billion € in 2015, whereby 
the hair care market represents the biggest share with 3,030 billion € (IKW, 2015). Within the 
German hair care market, shampoo is the most consumed product with more than 90% of the 
population using it regularly (at least once a month) (statista, 2016). In Germany, the personal care 
market is also dominated by non-environmental products. With a market share of approximately 8% 
in 2014, sustainable cosmetics still formed only a small market (Bio-markt.info, 2014). However, it 
grew by 14% from 2013 to 2014. Also in the long run one can see a steady growth of this market with a 
CAGR of 8% from 2000-2012  (KPMG, 2014). 

1.2 Problem Definition and Purpose 

Consumers tend towards a growing environmental concern and therefore demand more organic 
products, including hair care products. However, marketers who respond to this trend encounter 
difficulties in selling their organic products to the majority of these environmentally conscious 
consumers. This is defined as the green purchasing gap which describes the discrepancy between a 
positive attitude towards green products and the final purchase intention. The great problem or 
challenge for marketers of organic hair care products is thus to investigate the factors leading to the 
green purchasing gap and how to overcome or reduce them. This is important in order to convince the 
environmentally-conscious consumers to finally translate their attitude into a positive purchase 
intention, which in turn may lead to action when purchasing hair care products. 

Therefore, the purpose of this paper was to examine the nature of the German consumers’ attitudes 
towards buying organic hair care products and how the factors trust, availability, price and packaging 
lead to the green purchasing gap in the German hair care market. 

1.3 Research Questions 

RQ1: What is the nature of the German consumers’ attitudes towards buying organic hair care 
products? 

RQ2: How do the factors trust, availability, price and packaging influence the gap between attitude 
and intention within the German organic hair care market? 

1.4 Delimitations 

Looking at the current customer situation, the attitudes and spending of the so-called baby-boomer-
generation still dominates the marketplace. Their ecological interests and tastes for organic products 
greatly shaped the grocery landscape, we know today as they are the ones with enough purchasing 
power to afford the pricier green products. Nevertheless, many marketers have been waiting for a 
shift, and with this for Generation Y to impact the green marketplace (Rogers, 2013). This is why also 
the researchers chose to examine Generation Y as various scholars have identified that the current 
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trend to responsible consumerism can best be seen in the characteristics of this specific cohort. These 
are, for example, to be in constant motion, to be hypersensitive, socially conscious and self absorbed 
(Regine, 2011). 

Moreover, the percentage of Generation Y who state they would buy as many eco-friendly products as 
they could has risen from 31% in 2009, to 36% in 2012. This increase of 5% during an unstable 
economic period is an indicator for future changes of customer demands, as suggested by Rogers 
(2013). One of the markets with the most growth potential is the organic personal care market (hair 
care and skincare). According to Rogers (2013), while 27% of the Generation Y reported buying such a 
product in 2009, 39% of this generation stated they purchased them in 2012. 

Thus, the researchers decided to put their main attention for this paper on the Generation Y, which is 
the age group born between 1980 and 2000. In 2009, this generation made up 21% of the global 
population (Mintel_GNPD, 2009). 

Furthermore, it has been chosen to focus on the green purchasing gap for the German hair care 
market for several reasons. For example, although the organic personal care market still represents a 
niche market with only 8% market share, it is a market with a huge potential as 14% growth in 2013 to 
2014 demonstrates (Bio-markt.info, 2014). Due to the fact that Germany is a promising and partly 
already established market for organic and natural products, the researchers decided to focus with 
their paper on the German market. Moreover, personal care products are every-day products, which 
are relevant for a broad spectrum of marketers. Besides, this product category is interesting for 
further examination as its products affect consumers directly through skin contact. However, the 
whole organic personal care market will not be discussed. Instead, the researchers will narrow down 
their research on the hair care market and specifically on organic shampoo, since the hair care market 
represents the biggest market within the German personal care market and since shampoo is the most 
used product within this product category (IKW., 2015; statista, 2016). The fact that 90% of the 
German population use shampoo regularly (statista, 2016), led to the decision to focus on organic 
shampoo as the aim was to include both genders. When opting for the skin care or cosmetic market, 
men would most likely be underrepresented. 

Moreover, in this thesis the research framework focusses on the perceived behavioral control when 
analyzing the green purchasing gap. Therewith it deviates from the theory of planned behavior on 
which it is based, by excluding other components such as past experiences and subjective norm. 
Reasons for this decision are stated in the chapter “2.6 Research framework”.  
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1.5 Key Words 

Generation Y: Born during the 1980s and the early 1990s (BusinessDictionnary, 2016) 

Green purchasing gap: Discrepancy between consumer’s positive attitude towards green products 

and their green purchase intention/behavior (Barbarossa & Pastore, 2015)  

Organic personal care product: “Organic personal care products are primarily manufactured 

from plant ingredients extracted in environment-friendly conditions. Some of the organic personal 

care products include hair colors, toothpaste, shampoos, foundations, and deodorants. Organic 

personal care products do not contain chemicals such as phthalates, parabens, aluminum salts, and 

petrochemicals” (Transparency_Market_Research, 2015) 

Perceived behavioral control: “...refers to people’s perception of the ease or difficulty of 

performing the behavior of interest” and “can,and usually does, vary across situations and 

actions.”  (Ajzen, 1991) 

Responsible products: Environmentally friendly; Synonyms: green, organic, sustainable 

Theory of planned behavior (TPB) by Ajzen (1991): According to this theory, three factors, 

namely the attitude towards a certain behavior, subjective norm, which is basically peer pressure, and 

perceived behavioral control together affect and form a behavioral intention, which leads to the final 

behavior (Ajzen, 1991).  
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2. Literature Review 
The purpose of this chapter was to review the existing literature and theories which examine the green 
purchasing gap. After having defined the green purchasing gap briefly, the profile of the German 
consumers has been assessed. Then, the focus especially lied on the theory of planned behavior (TPB) 
(Ajzen, 1991). The researchers particularly concentrated on the attitude – intention gap, leaving the 
behavior part aside, by discussing the model of Yeon Kim & Chung (2011). Based on their model, a 
research framework has been developed for this thesis which concentrated on the cognitive formation 
of attitudes through values and the moderating role of perceived behavioral control (PBC) on the 
relationship between attitude and intention. Finally, four different factors which influence the PBC 
and thus the intention were examined. 

2.1 The Green Purchasing Gap 

The green purchasing gap refers to the contradiction between the environmental concern of 
consumers and their regular purchase of non-environmentally friendly products (Gleim & J. Lawson, 
2014). The green purchasing gap is also described as the apparent distance between the willingness to 
buy sustainable items based on environmental concerns and the poor translation of these positive 
attitudes into purchase intention and behavior (Barbarossa & Pastore, 2015). When examining the 
factors of the green purchasing gap, some researchers focus on the inconsistency between attitude and 
actual purchase behavior (Barbarossa & Pastore, 2015; Gleim & J. Lawson, 2014; Johnstone & Tan, 
2015), whereas others concentrate more on the gap between attitudes and purchase intention (De 
Pelsmacker & Janssens, 2007; Vermeir & Verbeke, 2006; Yeon Kim & Chung, 2011), depending on the 
design of the methodology. In this paper, the focus lied on the gap between attitudes and purchase 
intention. The reasons for this decision will be highlighted in chapter “2.4 Attitude-intention-behavior 
gap”.  

The prevailing discrepancy between consumers’ attitudes and intentions as well as purchase behavior 
in the organic product category can be shown by several statistics. For instance, in America in 2011 
about 83% of people stated that they wanted to act more environmentally-responsible due to their 
concerns but only about 16% really acted more responsibly (Wire, 2011). In 2013, 89% of European 
respondents to a similar survey stated that purchasing sustainable products can have a positive impact 
on the environment. Still, in the same year the market share of sustainable products ranged only 
between 1 to 6% (Nielsen, 2013). Also in the German market the green purchasing gap exists (Bio-
markt.info, 2014). Therefore, in the following chapter “2.2 The German consumer and the green 
purchasing gap”, the characteristics of the German consumers were examined in order to get a deeper 
insight into the reasons for the green purchasing gap in the German hair care market.  

2.2 The German Consumer and the Green Purchasing Gap 

According to various research agencies, there is a growing popularity for the lifestyle of health and 
sustainability (LOHAS), meaning that health-related, environmental and sustainable issues 
increasingly impact the attitudes of German consumers (Euromonitor_International, 2015). Also 
Breuer and Spillecke from McKinsey and Company observe a growing demand for organic products 
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and note that German consumers find themselves in a conflict between their habitual lifestyles and 
responsible consumerism, referring to it as “ecological dichotomy” (Breuer & Spillecke, 2010). In 
accordance with this, they identify the financial and economic crisis as one of the major reasons for 
this new trend. Since the crisis has led to a declining trust towards institutions and big organizations, 
consumers increasingly prefer companies with social aims next to profit in order to consume more 
ethically (Breuer & Spillecke, 2010). So, values such as health, environmental concerns and trust 
influence the consumption habits of German consumers. Furthermore, the green purchasing gap 
exists between positive attitudes and according behavior, here referred to as “ecological 
dichotomy” (Breuer & Spillecke, 2010). Breuer and Spillecke (2010) further observe that there is a 
new way of consuming, which is described as a perceived shortage of time and money as well as a 
growing trend towards lifestyle and individuality. As a consequence, sometimes consumers see 
shopping as an experience but another time they need shopping to be simple and convenient. This 
discrepancy between lifestyle and shortage of money is also expressed in the actual purchase behavior: 
on the one hand German consumers appear to be very price-sensitive, but on the other hand they also 
afford themselves expensive purchases (Breuer & Spillecke, 2010). Potentially, the shortage of money 
and time probably also play a role when it comes to the purchase of organic hair care products. For 
German consumers it is also important to “stay young” (Breuer & Spillecke, 2010), which indicates a 
growing importance of appearance. According to Breuer and Spillecke (2010), relevant implications of 
all these trends are e.g. the importance of corporate social responsibility and transparency with regard 
to the product origin and the product’s ingredients. Furthermore, shopping ease and convenience are 
important. In sum, literature indicates that in the German market the values, which Yeon Kim & 
Chung (2011) suggested, exist. These values are health, environmental consciousness and appearance 
consciousness. Furthermore, trust, time and price play a vital role, which also fits to the thesis’ 
research framework, which will be outlined later. 

2.3 The Theory of Planned Behavior 

For describing the green purchasing gap, the multi-attribute attitude theories (Solomon, Bamossy, 
Askegaard, & Hogg, 2013), which are based on cognitive processes, are usually used - especially the 
theory of reasoned action (Fishbein & Ajzen, 1977) and the theory of planned behavior (Ajzen, 1991; 
Chatzidakis, Hibbert, & Smith, 2007; De Pelsmacker & Janssens, 2007; Johnstone & Tan, 2015; 
Vermeir & Verbeke, 2006; Yeon Kim & Chung, 2011). The theory of planned behavior (TPB) was 
developed by Ajzen based on the theory of reasoned action as the latter theory lacked support for 
situations where people have limited “volitional control” (Ajzen, 1991). The theory of reasoned action 
suggests that motivational factors alone, i.e. the intention to perform a certain behavior, is sufficient 
in order to predict behavior. However, in many situations people do not have full volitional control to 
perform a certain behavior as they might lack the resources for doing so. Therefore, the theory of 
planned behavior does not only look at the attitude towards a behavior and subjective norm but also 
adds another factor called “perceived behavioral control” (Ajzen, 1991). 
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Figure 1: Theory of planned behavior (Ajzen, 1991)

 

As illustrated in Figure 1, the theory of planned behavior (TPB) suggests that a person’s behavior is 
basically influenced by three components: attitude toward the behavior, subjective norm and 
perceived behavioral control (PBC). These factors all originate from a person’s basic beliefs. For 
instance, behavioral beliefs are beliefs about the probable consequences of a certain behavior, which 
lead to a positive or negative “attitude toward the behavior”. Normative beliefs are beliefs about the 
opinion and expectations of other people and produce the so-called “subjective norm”, commonly 
known as peer pressure. Finally, control beliefs are beliefs about factors that might facilitate or hinder 
the execution of a behavior and result in the so-called “perceived behavioral control” (Ajzen, 2002). 
The PBC means the level of control a person perceives to have about performing a certain behavior. In 
other words, it means “the perceived ease or difficulty of performing the behavior” (Ajzen, 2002). 
Together with the attitude toward the behavior, the subjective norm as well as the PBC form the 
behavioral intention as seen in Figure 1. This intention then leads to the ultimate behavior as assumed 
by the theory of planned behavior (Ajzen, 2002). However, in contrast to the theory of reasoned 
action, the behavioral intention alone is not sufficient to account for the final behavior, since in many 
situations people do not have complete volitional control over their behavior. Therefore, the theory of 
planned behavior suggests that behavioral intention and PBC together lead to the performance of the 
behavior as illustrated in Figure 1. However, the reliability of predicting the behavior by means of the 
PBC depends on the realistic judgement of the behavior difficulty by the person performing the 
behavior. If their judgement is realistic, PBC can be used as an alternate for actual control over the 
behavior in question (Ajzen, 2002). 
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Accordingly, in the case of organic shampoo, PBC most likely also affects the consumer’s purchase 
intention and behavior. For example, consumers who have a positive attitude about buying organic 
shampoo might still not intend to buy it since they perceive it as too difficult because they think that 
organic shampoo is not available in their local store. Since they have a job and a family, they do not 
have time to go to the store which has the product but is farther away from their home. Even if they go 
to that store and intend to actively search and buy organic shampoo, they might see that conventional 
shampoo is on sale. This might lead to the perception that organic shampoo is very highly priced and 
that they cannot afford it. So, even though the attitude and the intention are positive, the PBC might 
still intervene here. 

2.4 Attitude-Intention-Behavior Gap 

In order to explain the prevailing gap between attitude and behavior in the organic product segment, 
many researchers have made use of the theory of planned behavior (TPB) (Chatzidakis et al., 2007; De 
Pelsmacker & Janssens, 2007; Johnstone & Tan, 2015; Vermeir & Verbeke, 2006; Yeon Kim & Chung, 
2011). When using this model, a cognitive process is assumed which starts at basic beliefs, which 
determine the attitude toward the behavior, which in turn leads to intention and which again 
produces the final purchase behavior. Additionally, PBC and subjective norm have a moderating 
influence on intention and behavior (De Pelsmacker & Janssens, 2007). This approach leads to two 
gaps: one between attitude and intention and another one between intention and behavior. Most of 
the studies about the green purchasing gap have focussed on the attitude – intention gap (De 
Pelsmacker & Janssens, 2007; Vermeir & Verbeke, 2006; Yeon Kim & Chung, 2011).  

However, Carrington et al. (2010) criticize this approach by saying that “purchase intentions do not 
translate literally into purchase behavior” (Carrington, Neville, & Whitwell, 2010, p. 142). Even Ajzen  
et al. (2004) admitted that assuming intentions as a proxy for actual behavior is not completely safe 
(Ajzen, Brown, & Carvajal, 2004). Furthermore, Carrington et al. (2010) state that in survey-based 
studies on consumers’ attitudes and intentions toward buying organic products, people often respond 
according to what they think is socially acceptable. This is called “social desirability bias”. 
Furthermore, people who are asked about their purchase intentions often make mistakes in predicting 
their “future shopping context”(Carrington et al., 2010, p. 141).  

In order to tackle the social desirability bias as well as the poor prediction of the future shopping 
situation, De Pelsmacker & Janssens (2007) developed a methodology which would produce measures 
that are closer linked to the actual purchase behavior. Actual purchase behavior normally involves 
multi-attribute decision making, which means that not only the ethical or green attribute but also 
other attributes such as brand and price play a role. Therefore, in order to measure the intended 
buying behavior, participants need to be put into realistic buying situations, which involve multi-
attribute decision making. An important part of these realistic buying situations is the price. 
Consequently, also the willingness to pay needs to be included in order to measure purchase 
intentions correctly (De Pelsmacker & Janssens, 2007). In their study of the green purchasing gap for 
fair-trade coffee De Pelsmacker & Janssens (2007) let the participants choose between multiple 
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products with multiple attributes such as label (fair-trade), brand, blending, package, flavour and 
price. 

Another issue regarding the existing TPB studies on ethical and green consumerism is the PBC. 
Carrington et al. (2010) argue that PBC is not an accurate proxy of actual behavioral control. It is 
because the PBC is an imagination by consumers about how the purchase situation will be like as well 
as about their perceived capabilities and resources to perform the behavior. However, real purchase 
situations can differ from the imagined purchase situations and so can the actual behavioral control 
(ABC) differ from PBC. Carrington et al. (2010) conclude that the gap between PBC and ABC may be 
the equivalent to the gap between intention and behavior. As a consequence, in their study Carrington 
et al. (2010) tried to set up a concept which can examine the actual behavioral control and thus the 
gap between intention and behavior.  

There are some obstacles for examining the intention – behavior gap. It is quite difficult to 
operationalize ABC, which is the reason why many researchers have used the PBC as an alternate for 
ABC as described by Ajzen (2002). For example, for their conceptual framework, Carrington et al. 
(2010) recommend to use a mixed methods research consisting of qualitative, pilot and empirical field 
testing research strategies to deal with operationalization difficulties. Therefore, as there is a 
considerable time limit for the execution of this thesis, the researchers will choose for examining the 
attitude – intention gap and taking the PBC as a proxy for ABC, being fully aware of the weaknesses of 
this approach. 

Even though there is a large amount of criticism about studies focusing on the attitude - intention gap, 
there is also some evidence that supports the validity of this approach. For example, Vermeier and 
Verbeke (2006) state that the TPB model has proven to be a robust theory for empirically determine 
factors that influence behavioral intentions and final behavior. Furthermore, they say that behavioral 
intentions are “highly positively correlated with behavior” according to earlier research (Vermeir & 
Verbeke, 2006). Also others say that the TPB has already proven to be robust for describing the gap 
for sustainable products (Bamberg, 2003; Chan & Lau, 2002; Kalafatis, Pollard, East, & Tsogas, 1999). 

Another reason why the researchers of this study decided to focus on the attitude – intention gap is 
the fact that this thesis was mainly based on the research conducted by Yeon Kim & Chung (2011), 
who examined the attitude - intention gap for organic shampoo in the US market. 

2.5 Research Model of Yeon Kim & Chung (2011) 

Yeon Kim & Chung (2011) base their research into the green purchasing gap for organic hair care 
products on the theory of planned behavior in order to examine the attitude – intention gap. In 
addition to this theory, they suggest in their model that values such as health, environmental and 
appearance consciousness would influence the attitude towards buying organic hair care products 
positively, which in turn would also have a positive impact on the purchase intention of organic hair 
care products. Therefore, the first research question of this thesis aims at verifying whether the same 
values influence the attitude of German consumers towards organic hair care products positively, too. 
Yeon Kim & Chung (2011) further propose, based on the TPB-model, that subjective norm, past 
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experiences and perceived behavioral control have an impact on the purchase intention, whereby 
perceived behavioral control has a moderating effect on the relationship between attitude and 
intention. 

Figure 2: Research model of Yeon Kim & Chung (2011)

 

 

 

 

 

2.6 Research Framework  

In this thesis the factors leading to the green purchasing gap were placed in the perceived behavioral 
control (PBC), leaving past experiences and subjective norm aside. This is because PBC is a main 
factor for the gap between attitude and intention, as suggested in the model of Yeon Kim & Chung 
(2011). Furthermore, several researchers have identified factors such as price, availability and 
knowledge/communication as the main barriers for buying organic products (Barbarossa & Pastore, 
2015; Johnstone & Tan, 2015). These factors primarily influence perceived behavioral control rather 
than subjective norm or past experiences. For example, a lack of information causes a lower 
confidence of the consumers (Vermeir & Verbeke, 2006) and thus a lower perceived behavioral 
control (Carrington et al., 2010). Also the other factors such as price and availability affect perceive 
behavioral control (Carrington et al., 2010). Besides, the researchers of this thesis aimed at using a 
survey as a research method and wanted to limit the amount of questions, since the length of a survey 
can be a reason for low response rates (Malhotra & Birks, 2007). All these considerations lead to the 
following research framework:  
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Figure 3: Research framework

 

 

 

This research framework follows the model of Yeon Kim & Chung (2011) who added consumer values 
such as health, environmental and appearance consciousness as attitude-influencing factors to the 
TPB-model. However, it omits subjective norm and past experiences. Instead it focusses on the 
perceived behavioral control as a moderator between attitude and intention since research has 
identified PBC as playing a major role in the green purchasing gap (Carrington et al., 2010; Vermeir & 
Verbeke, 2006; Yeon Kim & Chung, 2011). The perceived behavioral control and thus the gap between 
attitude and intention is affected by or composed of four major elements as identified by previous 
studies: trust, availability, price and packaging (Barbarossa & Pastore, 2015; Y.-S. Chen & Chang, 
2013; Johnstone & Tan, 2015). These factors were named „purchase intention influencing 
factors“ (PIIF) since they are predicted to influence the PBC and thus the purchase intention. In the 
following, each part of the research framework which directly or indirectly influences the purchase 
intention will be illustrated.  

2.6.1 Values         

In their modified TPB-model, Yeon Kim & Chung (2011) identify three 
basic values as antecedents of a positive attitude towards buying organic 
hair care products. To avoid confusion it must be stated that there are two 
definitions of value. First, a value can be defined as the perceived benefits a product provides for the 
costs the consumer needs to pay. In other words, perceived value is the result of comparing the gain of 
the customer, with the loss of what he has to give up (Zeithaml, 1988). However, in the model of Yeon 
Kim & Chung (2011) the other definition of value is used. Values can be regarded as the fundamental 
parts of a consumer’s belief system, which are used for the evaluation of attitudes and behavior and 
which exceed objects, situations and problems (Vaske & Donnelly, 1999). As such these fundamental 
values indirectly influence a person’s attitude towards an object via so-called value orientations. 
According to the “cognitive hierarchy model of human behavior” by Fulton, Manfredo & Lipscomb 
(1996) (see Figure 4), values lead to value orientations, which in turn influence the attitude towards an 
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object, which again leads to behavioral intention. The model of Fulton et al. (1996) strongly 
corresponds with the ideas of the theory of planned behavior (Figure 1), which proposes that basic 
beliefs lead to attitudes and norms, which finally lead to behavioral intention and purchase behavior. 
Furthermore, it corresponds with the model of Yeon Kim & Chung (2011) (Figure 2) as well as with the 
thesis’ research framework illustrated in Figure 3. These models both suggest a relation between 
values, attitude and intention.  

Figure 4: The cognitive hierarchy model of human behavior (Fulton et al., 

1996)

!  

Value orientations are basic beliefs regarding certain issues, which give meaning to fundamental 
values (Vaske & Donnelly, 1999). For example, if a consumer’s fundamental value domain is 
universalism, meaning social justice, protecting the environment and unity with nature are important 
(N. Schwarz, 1997), then the value orientation would be biocentric. Biocentric means that the 
“interests” of all species and natural organisms are central rather than only the human interests. Out 
of this value orientation it is likely that the attitude towards organic hair care products is positive, 
since consumers look for products that satisfy their values (Grunert & Juhl, 1995). Based on this 
approach, Yeon Kim & Chung (2011) propose three different consumer values which may impact the 
attitude towards buying organic hair care products: health consciousness, environmental 
consciousness and appearance consciousness. Similarly, also Pudaruth, Juwaheer and Seewoo (2015) 
found out that women in Mauritius buy organic hair care products because of values such as health, 
environmental considerations and self-image/appearance.  

The values of the German consumer overlap with these suggested consumer values. German 
consumers put more emphasis on health, environment and appearance nowadays by following the 
lifestyle of health and sustainability and by putting importance on staying young (Breuer & Spillecke, 
2010). As a consequence, this research paper examined whether these values influence the attitude 
towards sustainable hair care products also in the German market positively. 
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2.6.2 Attitude  

Various marketing theories define attitudes differently. Some regard 
attitudes as being static object-associations, which are saved and elicited in 
memory (Fazio, 1990). Others view attitudes as temporary evaluations of objects (Feldman & Lynch, 
1988; Schwarz & Bohner, 2001). Another contentious point is whether an attitude is formed through 
cognitive processes based on analytical, calculating classification (Fishbein & Ajzen, 1977; Fishbein & 
Middlestadt, 1995) or through affective processes originating from feelings and emotions, leading to 
categorization (N. Schwarz, 1997). According to Ajzen (1991), the majority of social scientists think 
that attitudes are formed through cognitive mechanisms. Consequently, Ajzen (1991) defines attitudes 
as cognitive processes deriving “from the beliefs people hold about the object of the attitude” (Ajzen, 
1991). This is in line with the aforementioned “cognitive hierarchy model of human behavior” (Fulton, 
Manfredo, & Lipscomb, 1996), which also states that basic beliefs about an issue lead to the formation 
of attitude about that issue. In detail, beliefs about an object are created through associating it with 
certain characteristics. When attitudes towards a certain behavior are formed, beliefs about certain 
outcomes of the behavior are created in the mind (Ajzen, 1991). Consequently, attitudes affect 
behavioral intentions (Ajzen, 1991; Fulton et al., 1996).  This also goes for organic hair care products 
as supported by the findings of Yeon Kim & Chung (2011).  

Based on these findings four hypotheses regarding the German consumer’s attitude towards organic 
hair care products could be formulated in order to find answers to the first research question. 

  

RQ1: What is the nature of the German consumers’ attitudes towards buying organic 
hair care products? 

  

H1a:  Health consciousness positively enhances the attitude of German consumers towards buying 
 organic hair care products. 

H1b:  Environmental consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products. 

H1c:  Appearance consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products. 

H1d:  A positive attitude towards buying organic hair care products leads to a positive intention 
towards buying organic hair care products. 

  

2.6.3 Perceived Behavioral Control 

According to Ajzen (1991), the perceived behavioral control together 
with attitude toward the behavior and social norm influences the 
purchase intention. Especially in situations where people have limited 
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volitional control attitudes alone are not sufficient to predict intentions and consequently behavior. 
Since Yeon Kim & Chung (2011) identified PBC as a moderator “on the relationship between attitude 
and purchase intention” (Yeon Kim & Chung, 2011) this thesis focused especially on the PBC and the 
factors which influence it. The perceived behavioral control is generally defined as the degree to which 
a person thinks to be able to perform a certain behavior. For instance, if people perceive a higher 
control over performing a certain purchase, purchase intention will rise (Ajzen, 1991). On the other 
hand, people who perceive a low control over purchasing e.g. sustainable products are less likely to 
buy them (Yeon Kim & Chung, 2011). The factors which have been identified to influence the 
perceived behavioral control and therewith purchase intention are trust, availability, price and 
packaging. 

In the study by Johnstone and Tan (2015) participants expressed this perceived low control for the 
purchase of sustainable products as “too hard to be green” (Johnstone & Tan, 2015). This perception 
was mainly due to a lack of time, money and knowledge. People stated that depending on where they 
live, with whom they live as well as the understandability of packaging information would make it 
easier or harder to buy so-called green products  (Johnstone & Tan, 2015). One can conclude that the 
perceived behavioral control in form of perceived price, perceived time, perceived knowledge or other 
factors has a major impact on the purchase behavior and that a positive attitude alone is not sufficient 
for buying sustainable products. 

This can be supported by the findings of the study by Barbarossa and Pastore (2015) which state that 
factors such as price, availability and communication about sustainable products are perceived as too 
high or insufficient, which leads to the consumers’ perception of purchasing green products as 
expensive, time-costly and stressful. Hence, the ability of being able to buy sustainable products is 
perceived as low. 

Yeon Kim & Chung (2011) found the perceived behavioral control has a “significant moderating role 
(...) on the relationship between attitude and purchase intention” (Yeon Kim & Chung, 2011). As a 
consequence, they suggest that marketers should not only appeal to the typical values of consumers 
buying organic personal care products, which are health, environmental and appearance 
consciousness, but should also try to influence the other factors of the TPB-model, especially the 
perceived behavioral control (Yeon Kim & Chung, 2011). 

Examining the current literature on the green purchasing gap one can identify four main factors 
associated with the aspects of perceived behavioral control regarding the purchase of organic 
products, namely trust, availability, price and packaging  (Barbarossa & Pastore, 2015; Y.-S. Chen & 
Chang, 2012; Johnstone & Tan, 2015; Yeon Kim & Chung, 2011). Therefore, in the following, these 
four factors will be examined further in order to formulate hypotheses for the second research 
question. 

2.6.3.1 Trustworthiness of Companies and Green Products 

When customers connect factors such as high overall credibility, 
reliability, honesty and benevolence with a company, it is perceived as 
trustworthy (Ganesan, 1994). Trust is also defined as the amount of 
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confidence a person has over another party acting as foreseen (Hart & Saunders, 1997). 
Trustworthiness is of great importance and provides many advantages for a company, especially in a 
time, when consumers are becoming increasingly cynical about a company’s motives and conduct. It 
can not only enforce a company’s positive reputation, but it strengthens customer loyalty and the 
benevolence of regulators and the media (Keller, Parameswaran, & Jacob, 2011). 

Furthermore, trustworthiness can also depend on a company’s behavior and socially responsible 
actions it takes. These actions are usually defined through the basis of their decisions on subject 
manners connected to ecology and environmental quality, consumerism, community needs, 
government relations, minorities and disadvantaged people, labor relations and national 
responsibilities (Grunig, 1979). 

As recent research has shown, customers pay attention to a company’s endeavor to behave in a 
socially responsible manner. This is why many companies such as Kraft, Ford and BP invest a lot of 
effort and financial resources in their CSR strategies and with this try to improve their general image 
(Sen & Bhattacharya, 2001). However, companies should not overstate their environmental claims 
since this will easily lead to a decline of “green trust” (Kalafatis et al., 1999). Greenwashing, meaning 
overstated claims of a product’s non-existent or barely existing environmental benefits, can induce 
certain “green reservations” (Johnstone & Tan, 2015). By green reservations it is meant that some 
consumers are cynical about and do not trust green claims of companies or products. Greenwashing 
can lead to a decline of green trust, which means the trust into sustainable products (Y.-S. Chen & 
Chang, 2013). So, less trust would mean less confidence over the promises of the company or product 
(Hart & Saunders, 1997) and consequently a lower perceived behavioral control. Companies should 
therefore not engage in greenwashing since consumer’s trust have an effect on purchase intention and 
long-term purchase behavior (L. C. Harris & Goode, 2010). As mentioned before, the German 
consumer lost trust into companies, caused partly by the financial crisis (Breuer & Spillecke, 2010). 
Therefore, trust should be considered another factor influencing PBC and thus purchase intention. 

2.6.3.2 Availability 

German consumers perceive a greater limit of their money and time nowadays, which is why shopping 
needs to be simple and convenient (Breuer & Spillecke, 2010). However, sustainable products are 
perceived by consumers as not being available in the retail stores they normally shop at (Barbarossa & 
Pastore, 2015). Also Gleim et al. (2013) find that in the US green goods are not readily available at 
popular supermarkets where people usually shop. Due to this perceived or real unavailability of green 
products customers do not want to waste time to search for them in other places (Barbarossa and 
Pastore, 2015). Perceived unavailability gets reinforced by a poor visibility of green products in stores, 
which makes it more difficult for the customer to find organic products there. This increases the 
perception that green consumerism is “time-wasting” (Barbarossa & Pastore, 2015, p.199). A narrow 
product range can be added to the availability component (Barbarossa & Pastore, 2015). As there are 
only a few products for a certain category available, consumers might refrain from buying green in 
that specific product category. A study by Sudbury and Böltner (2011) shows that consumers had a 
positive attitude towards ethical clothing but did mostly not consume it due to economical reasons 
and due to a limited choice which did not allow them to sufficiently express their individuality. 
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Therefore, the non-monetary aspect of availability, which increases the perception of responsible 
consumerism as time-wasting, contributes to a low PBC and thus a low purchase intention since the 
costs of searching might seem greater than the benefits. 

2.6.3.3 Price 

Another important reason for the green purchasing gap is the (perceived) premium price of 
environmentally sustainable products (Barbarossa and Pastore, 2015; Carrington et al., 2010). As not 
only customers, but also managers of manufacturers need to think economically, they need to 
consider if their benefit from engaging into often very costly environmental-friendly activities makes 
sense, from a business point of view (Mohr & Webb, 2005). Even if these activities lead to an 
improvement of reputation for the company, the costs will invariably be passed on to the consumers, 
which can result in lower sales (Jahdi & Acikdilli, 2009; Vermillion &Peart, 2010). The danger arises 
that customers will see the price as a higher sacrifice, compared to the value they will receive in 
supporting the environment (Abrantes Ferreira, Gonçalves Avila, & Dias deFaria, 2010). According to 
Freestone and McGoldrick (2008), this is called a „critical ethical point“, where the sacrifice 
outweighs the perceived value. Accordingly, customers also need to take their budget into 
consideration. The low sales rate of sustainable products show that even if customers have positive 
attitudes towards these products, not everyone is inclined to pay a higher price for products from 
environmentally-friendly companies (Hartmann & Apaolaza Ibáñez, 2006; Öberseder, Schlegelmilch, 
& Gruber, 2011). In times of economic instability, the individual spending power decreases and people 
are more concerned about their personal well-being, instead of helping the intangible greater good 
(Hampson & McGoldrick, 2013). Consequently, if the price of organic products is perceived as too 
high by the consumers the perceived ability to buy these products declines, leading to a low PBC  and 
thus to a low purchase intention (Carrington et al., 2010). 

2.6.3.4 Packaging  

When talking about the different ways a customer is influenced before purchasing a product, it is 
important to also think about the potential effect of packaging. The reason why it is one of the most 
crucial aspects of a product strategy is because around 70 percent of all purchase decisions are made 
because of an appealing packaging (Rettie & Brewer, 2000; Schoormans & Robben, 1997). 
Consequently, the packaging is the main effective communication channel for a company, during the 
spontaneous evaluation phase of a customer in the store (Schoormans & Robben, 1997), making it a 
crucial aspect of success. According to Bloch (1995), its functions are to get a customer’s attention, 
communicate information and provide sensory stimulation. Moreover, packaging can influence the 
perception of factors such as product quality, purchase intention and overall attitude towards a 
product (Holmes & Paswan, 2012). 

Poor communication of information about the benefits of sustainable products was identified by 
Barbarossa & Pastore (2015) as one of the major barriers for buying organic. Since the packaging is 
one of the most effective communication channels during the evaluation phase of a customer in the 
store (Schoormans & Robben, 1997) and because Barbarossa & Pastore (2015) criticize the poor in-
store promotion of organic products, packaging can be regarded as an important factor which 
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influences perceived behavioral control. As long as the consumers remain “unaware of the positive 
consequences for the environment of buying green products” (Barbarossa & Pastore, 2015), PBC will 
remain low. It is only logical that if consumers do not know about the environmental or other benefits, 
they cannot assign a certain value to these products, which in turn will impede them to pay a premium 
price (Barbarossa & Pastore, 2015). Another aspect of packaging with regard to sustainable products is 
visibility. Barbarossa & Pastore (2015) found that sustainable products are often not easy to find for 
consumers as they are not readily visible. In order to address information and visibility, they 
recommend putting easily readable symbols on the packaging in order to increase visibility and 
communicate information (Barbarossa & Pastore, 2015). 

The findings from the literature review emphasized the researcher’s perception that there are four 
main factors of the perceived behavioral control for organic hair care products, which ultimately 
influence the purchase intention. Based on the literature review, these factors can be translated into 
four hypotheses, which might answer the second research question: 

RQ2: How do the factors trust, availability, price and packaging influence the gap 
between attitude and intention within the German organic hair care market? 

H2a: The factor trust influences the perceived behavioral control positively. 

H2b: The factor availability influences the perceived behavioral control positively. 

H2c: The factor price influences the perceived behavioral control negatively. 

H2d: The factor packaging influences the perceived behavioral control positively. 

H2e: Perceived behavioral control influences purchase intention positively.  
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3. Methodology  

The purpose of this chapter is to identify the research philosophy, research approach and research 
strategy suiting for this paper. This will be done with help of The Research Onion (Figure 5), as it 
offers a structured guideline of how a research method is typically approached in social research. 

Figure 5: The Research Onion (Saunders et al., 2009)

!  

The importance of a well chosen research method and a good design lies in their impact on the 
reliability of the obtained results. It is the base for the study, and therefore needs to be specific, 
effective and realistic to conduct. If executed correctly, it decreases inaccuracy, uncertainty, confusion 
and practical arbitrariness, linked to the research problem and maximizes the reliability of the results 
(Bryman, 2012). According to Saunders et al. (2009), the degree to which a researcher understands 
the theory before starting his paper has a significant influence on the validity of the final study. 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3.1 Research Philosophy 

Figure 6: Research Framework

The research philosophy applied in a study needs to be well-considered, since it determines the way in 
which the environment is interpreted by the researchers. In addition, it affects the further steps of the 
methodology such as research strategy and methods (Saunders, Lewis, & Thornhill, 2009). 

There are four main research philosophies according to the research “onion” by Saunders et al., 
(2009): these are positivism, realism, interpretivism and pragmatism. All of them differ in terms of 
ontology, epistemology and axiology, which means in the way they perceive reality, the way they 
create acceptable knowledge and the role of values in research. 

For this research paper a realistic philosophy has been chosen since it bases the constitution of 
knowledge on the collection and analysis of data, which is similar to (Saunders et al., 2009) the 
positivistic philosophy. Moreover, it interprets reality objectively and independently of human minds. 
In contrast to positivism, critical realists say that research should be objective but that it cannot be 
avoided that it is interpreted through social conditioning (Saunders et al., 2009). The choice for 
critical realism was made because the researched subject has already been researched and several 
theories have been set up. Therefore, the collection and analysis of data was suitable in order to 
support these theories in other markets. Furthermore, critical realism was chosen instead of 
positivism since the researched topic is a social phenomenon, which means that social and other 
influencing factors, which cannot be controlled, must be accepted (Saunders et al., 2009). 

Finally, critical realism contains the idea that the social world is constantly changing and exists of 
multiple levels which interact with each other (Saunders et al., 2009). This was also in line with the 
researched topic, which was in great parts about attitudes and perceptions, which change over time 
and over different levels and situations. For example, an attitude might be different on an individual 
level than on a group level.  
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3.2 Research Approach 

After having decided for a suitable research philosophy, the research approach needed to be 
determined. Hereby the researchers could choose between two approaches: deductive and inductive. 

The method used to explore factors influencing a customer’s purchase intention with regard to organic 
personal care products, has been a deductive approach. One reason for this was the fact that the 
researchers moved from theory and academic literature to the data collecting phase. Another reason 
was, that deductive is a research approach, which is preferred by natural sciences, which means that it 
relies on the objective collection and analysis of data and facts. In social sciences it is often used when 
a research subject has already been investigated by several other studies and several theories have 
been set up. Then, quantitative data is collected and analysed to test these theories (Saunders et al., 
2009). This is the case for the study at hand, which intended to find the causal link between a positive 
attitude about organic hair care products and the still stagnating sales figures in Germany. With this it 
intended to examine previous theories on the green purchasing gap of organic hair care products like 
the one by Yeon Kim & Chung (2011).  

The deductive approach aims at finding correlations between variables and is therefore highly-
structured and in need of applying control to guarantee validity of data. Furthermore, deductive 
research needs sufficiently large samples in order to be able to make generalizations (Saunders et al., 
2009). The aim was to test the hypotheses formulated on the basis of the existing theory and to 
generalize and expand the existing theory about a different product category on a different market. In 
order to do so it was necessary to describe how the variables would be measured, as the hypotheses 
needed to be formulated in operational terms (Saunders et al., 2009). The results of this study showed 
whether the formulated hypotheses were also applicable for organic hair care products on the German 
market. Furthermore, by pursuing a deductive approach, this study was obliged to acquire a sufficient 
sample size (Saunders et al., 2009). Also, the correlations between the variables had to enable the 
researchers to make generalizable assumptions about the relationship between attitudes, factors of the 
perceived behavioral control and purchase intention. 

3.3 Research Purpose 

The purpose of the research is concerned with the nature of this study. According to Saunders et al. 
(2009) there are three different kinds of research purposes: exploratory, descriptive and explanatory. 
Since exploratory is used for researching the precise nature of a problem, which can therefore be 
associated more with interpretivism, and descriptive is only used to describe a certain problem 
(Saunders et al., 2009), the choice for this study was to be explanatory. Explanatory studies constitute 
and examine correlations or causal relationships between variables. Explanatory research either uses 
quantitative or qualitative data (Saunders et al., 2009). 

The purpose of this study was to establish causal relationships between independent variables such as 
attitudes and several factors of the perceived behavioral control and dependent variables such as 
purchase intention. As a consequence, this research is of an explanatory nature. 
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3.4 Research Strategy, Research Choice and Time Horizons 

The research design can be either qualitative, quantitative or consisting of mixed methods (Malhotra 
& Birks, 2007). As substantial research had already been done for the green purchasing gap in other 
product categories as well as in other regions of the world, it has been decided to use a quantitative 
research strategy in order to build upon the gained knowledge of other researchers and to apply it to 
the German hair care market. Besides, the research choice has been a mono-method due to time 
constraints (Saunders et al., 2009). The advantage of a quantitative approach is the opportunity to 
generate more precise, quantifiable and numerical data. Also the larger sample size - compared to a 
qualitative approach - ensures objectivity, generalizability and reliability (Weinreich, 2010). An online 
survey, in the German language (Appendix 2) served as a quantitative strategy due to the fact that 
survey-answers were restricted to a few possible choices, which made it easy to understand for 
participants. Furthermore it provided standardized and therefore easily comparable data (Saunders et 
al., 2009). Moreover, the researchers did not influence the respondents in their answers. They rather 
stayed external during the research process, after having designed and set up the survey. This in turn 
provided results which are replicable and independent from the general framework of the study 
(Weinreich 2010). In addition, it was important to the researchers that the resulting data was 
generalizable to a bigger population, while establishing a way to compare results over a period of time. 
Securing this also provided the opportunity to test the validity of the outcome through comparing it to 
various researches done in the past (Bryman 2012). However, there are also disadvantages of this 
strategy. For example, the number of questions which can be asked within a survey is limited to a 
certain amount. This makes the survey method less comprehensive and rich in detail (Saunders et al., 
2009). Despite the disadvantages, the researchers sticked to the survey method as it suits to their 
deductive research approach.  

The online questionnaire was distributed once and therefore measured the attitude and purchase 
intention towards organic hair care products in the German market at a given point in time instead of 
over a longer period of time. Therefore, the time horizon of this research was cross-sectional and not 
longitudinal. This was particularly due to time constraints (Saunders et al., 2009). 

3.5 Data Collection Method  

To answer both posed research questions and with this gather data about the factors which influence 
the attitude as well as the purchase intentions with regard to organic hair care products, a self-
administered online questionnaire was designed (Appendix 1 & 2). This means that the link of the 
questionnaire has been sent out by the researchers to the participants via an online platform such as 
social media or email, but has been completed by the participants autonomously. These online 
questionnaires provide a higher degree of control as many users read and reply to their personal 
messages quick and quite regularly (Saunders et al., 2009). Moreover, as the sample used for this 
study has been growing up with technology, and can therefore be assumed to be computer-literate, it 
was a suiting tool to distribute the survey among large geographical distances within whole Germany 
(Appendix 1 & 2). Another advantage of using an online survey is the automated data input and 
digitalization, which was needed when analyzing the data with the statistical software SPSS. This 
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automatization not only helped the researchers to use their time more efficiently, but it also decreased 
the risk of input-errors (Saunders et al., 2009). 

When regarding the different variables of this study, it becomes clear that factors such as health, 
environmental and appearance consciousness as well as trust, availability, price and packaging are 
independent variables. These variables can be any factor in the environment, which possibly 
influences the dependent variable. These dependent variables, on the other hand, are purchase 
intention and partially attitude. Attitude is on the one hand independent as it influences intention and 
on the other hand dependent as it is influenced by values such as health consciousness. As the 
dependent variables constitute the ones being measured, they are consequently not being manipulated 
by the researchers, but are rather influenced by the independent variables (Bryman, 2012). Therefore, 
the design of this study was correlational and intended to establish a connection between the 
independent and dependent variables, using the resulting statistical data. This helped the researchers 
of this study to identify trends and patterns in the data, in order to explain situations and purchase 
intentions of organic hair care products. 

3.6 Measurement Instrument  

Regarding the research design of this study, it is clear that an explanatory approach has been chosen 
as the research investigated a situation to explain the link between two variables. This was one of the 
reasons why a self-administered, structured quantitative online survey in the German language 
(Appendix 2) was conducted with the help of the platform qualtrics.com. Hereby it was of great 
importance that the participants realized the seriousness and professionality of this study, to ensure 
truthful responses. This was reached through mentioning the name of the university and explaining 
the topic and purpose of this research, when distributing the questionnaire. In addition was the length 
of the survey as well as the reasonability of the amount of questions crucial, to ensure the participants 
interest and attention. Also a simple linguistic level was used to state the meaning of each question as 
clearly as possible. The use of qualtrics.com made it possible to collect all data of the participants 
digitally, before importing and analyzing them with the statistical program of SPSS. 

In order to find clear and structured answers for the posed research questions, the researchers divided 
the survey into eleven main parts. These consisted out of demographics, consumer values (health 
consciousness, environmental consciousness, appearance consciousness), attitude, purchase intention 
influencing factors (trust, availability, price and packaging), purchase intention and purchase 
intention control. Each construct contained further closed questions, which were to be answered by 
the participants (Table 1). The purchase intention control section was used at the end of the survey in 
order to double-check the purchase intention. As mentioned in the literature chapter Carrington et al. 
(2010) criticized the issues of social desirability bias and the poor prediction of future shopping 
behavior in survey-based studies on the gap between attitude and intention. In the control section, 
questions on social desirability bias were included in order to avoid this issue. Furthermore, similar to 
the study of De Pelsmacker & Janssens (2007), the respondents were placed in a multi-attribute 
decision-making situation in order to address the issue of poor predictions of future shopping 
behavior. This was done by showing a picture of a conventional shampoo next to an organic shampoo. 
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The organic shampoo was marked as such through the packaging design and the prices were attached. 
This led to a multi-attribute decision-making situation consisting of the two attributes packaging and 
price.  

Table 1: Measurement Items

Construct Scale item Source

Demographics ● What is your gender? 

● How old are you? 

● What is the highest level of education you have 
completed? 

● What is your monthly income range? 

● How many persons currently live in your 
household, including yourself? 

● How many children (under the age of 18) are 
currently living in your house? 

● From which province are you? 

● Do you purchase your hair care products yourself?

Qualtrics library 
(2016), 

Authors of this 
study (2016)

Appearance ● My appearance is an important part of who I am  

● One of the last things I do before I leave my house 
is to look in the mirror 

● I should do whatever I can to always look my best

Yeon Kim & Chung 
(2011)

Health ● I take actions to constantly improve my health 

● I reflect about my health a lot 

● I'm usually aware of my health

Yeon Kim & Chung, 
(2011) 

Environment ● I have switched certain products for ecological 
reasons before. 

● When I think of the ways industries are polluting 
the environment, I get frustrated and angry 

● I’m willing to ride a bicycle or take the bus to work 
in order to reduce air pollution

Yeon Kim & Chung 
(2011)
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Attitude ● My attitude towards organic shampoo is… 

○ Extremely good 

○ Good 

○ Neither good nor bad 

○ Bad 

○ Extremely bad 

● I believe that… 

○ ...organic shampoos can improve my 
physical appearance 

○ ...conventional shampoos can improve 
my physical appearance 

○ ...organic shampoos are safe for health 

○ ...conventional shampoos are safe for 
health 

○ ...organic shampoos protect the planet 

○ ...conventional shampoos protect the 
planet

Yeon Kim & Chung 
(2011) , 

Pudaruth, 
Juwaheer, Seewoo 
(2015) 
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Price ● Organic shampoo is highly priced. 

● I perceive organic personal care products as 
luxurious products. 

● It is acceptable to pay more for hair care products 
that are produced and processed in an 
environmentally friendly way. 

● I would buy or consider buying organic shampoo if 
…  

○ ...it was cheaper than conventional 
shampoo 

○ ...it was more or less the same price as 
conventional shampoo. 

○ ... it was slightly more expensive than 
conventional shampoo. 

○ ... it was significantly more expensive 
than conventional shampoo. 

○ I do not consider buying organic 
shampoos

Pudaruth, 
Juwaheer, Seewoo 
(2015), 

Ndungu (2016)

Trustworthiness ● I feel that the environmental claims of organic 
shampoos are generally trustworthy. 

● Advertisements of organic shampoos are honest 

● Organic shampoos keep promises and 
commitments for environmental protection

Chen & Chang 
(2012) , 

Pudaruth et al. 
(2015)

Packaging ● I only choose shampoo with attractive packaging 
and labelling 

● Clear information about ingredients is provided on 
all shampoo products. 

● Packaging information about ethical claims 
influence my choice for shampoo.

Pudaruth et al. 
(2015)
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Most of the questions - apart from the demographical ones and the individual-related ones, which 
were used to categorize the answers - were created to fit the five point Likert-scale, where 1 = strongly 
agree, while 5 = strongly disagree.  As the researchers defined their target market to be the generation 
Y of Germany, the participants could not be younger than 18 years, in order to avoid any conflict with 
the German law, and not be older than 35 years (Mintel_GNPD, 2009). 

Availability ● Organic shampoo is easily available 

● Organic shampoo has a sufficient product range 

● I can find organic shampoo in my local store 

Pudaruth et al. 
(2015), 

Berndt (2016) , 

Authors of this 
study (2016)

Purchase 
intention

● It is likely that I will purchase organic shampoo in 
the near future 

● I intend to purchase organic shampoo within the 
next month 

● I am considering to buy organic personal care 
products

Yeon Kim & Chung 
(2011)  

Barbarossa & 
Pastore (2015)

Purchase 
intention 
control

● Which of the two hair care products would you 
buy? 

● I would actively seek out this organic shampoo in 
the store. 

● I would feel good about buying the organic 
shampoo. 

● I only choose organic shampoo with attractive 
packaging and labelling 

● Clear information about biological ingredients is 
provided on all organic shampoo products. 

● Packaging information about ethical claims 
influence my choice for organic shampoo 

● I would feel guilty if I didn’t buy the organic 
shampoo. 

● I would not believe the environmental claims made 
on the packaging of the organic shampoo. 

● The price would play a decisive role in my decision

Adele Berndt 
(2015), Pudaruth et 
al. (2015), Authors 
of this study (2016)
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3.7 Sampling 

Before discussing the sample of this research, one first needed to identify the population, the sample 
was supposed to represent. In this paper, the population has been chosen to be the generation Y in 
Germany, which means men and women who were born during the 1980s and the early 1990s 
(BusinessDictionnary, 2016). As stated previously, the reason for this decision resulted out of the 
great potential for organic market from this target group, as the amount of people of the Generation Y 
who stated they would buy as many eco-friendly products as they could, has risen about 5% from the 
year 2009, to 2012 (Rogers, 2013). 

The sample for this study was a non-probability convenience sample (Saunders et al., 2009), as the 
online questionnaire has been forwarded to the researcher’s friends and family. Therefore the 
probability to get selected as a participant was not equal among all members of the generation Y. 
However, in order to gain representative answers for the posed research questions, the selected 
participants originated from various parts of Germany. Since the origin of the two researchers is from 
the South and the North of Germany, survey participants from different parts of Germany could be 
ensured. This gave the researchers valuable information and helped them to analyze and statistically 
estimate the characteristics of the chosen population (Saunders et al., 2009).  

Resulting from the fact that only acquaintances, friends and family of the two researchers participated 
in answering the online questionnaire, the sample can be regarded as a convenience sample. 
Nevertheless, Saunders et al. (2009) argue that also the results of a convenience sample can be 
generalized. 

Table 2: Sample Size

Saunders et al. (2009) 
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According to Linß (2014), 12 Million people belong to the generation Y in Germany. This means if this 
study accepts a 5% margin of error and intends to represent a population of 12,000,000 people, the 
researchers needed a sample size of 384 participants, according to the Table 2, provided by Saunders 
(2009).  

3.8 Analyses of Data  

The use of qualtrics.com made it possible to collect all data of the participants digitally, before 
importing and analyzing them with a statistical program. The imported data set was analyzed with 
help of the statistical software SPSS. The variables were dichotomous, nominal and ordinal (Saunders 
et al., 2009). In order to analyze the data, several tests have been executed with the help of SPSS. For 
example, with the analysis of frequencies, missing values, means and standard deviations could be 
checked. Next to that, an independent sample t-test has been conducted in order to show e.g. 
differences in gender. Also a factor analysis has been applied to control whether the assigned items 
loaded for the assembled constructs. Furthermore, cronbach’s alpha has been tested to ensure 
reliability. Finally, the hypotheses were tested by using correlation analysis and multiple regression.  
Hereby the correlation analysis was used to show the strength and direction of the relationship 
between two variables. Furthermore, the multiple regression analysis, which is based on correlation, 
gave a more detailed analysis of the interrelationship between a set of variables (Pallant, 2005). 

3.9 Limitations of the Methodology  

It is also important to mention the negative aspects of using a quantitative method. Due to its lack of 
interaction between the participant and the researcher, it eliminates the reactions and possible 
emotional expressions of the respondents, which could hold information to enrich the study (Bryman 
2012). These negative aspects need to be taken into account. 

3.10 Reliability and Validity 

3.10.1 Reliability 

Reliability stands for consistency and therefore tests the robustness of the questionnaire. It evaluates 
whether consistent results will be found with the same questionnaire at different times and under 
different circumstances, e.g. different samples (Saunders et al., 2009). One method to examine the 
consistency of the survey is to calculate Cronbach’s alpha. This has been done with the constructs of 
the survey. The results will be found in chapter „4.3 Results“. In addition, most of the constructs 
consisted of three terms which ask basically the same thing in a different way or formulation. These 
so-called check questions can also assess reliability (Saunders et al., 2009).  

 3.10.2 Validity 

Internal validity means that researchers measure what they intend to measure. Therefore, the findings 
of the online questionnaire used in this thesis needed to correspond with the reality (Saunders et al., 
2009). In order to ensure this, three criteria had to be fulfilled: content validity, criterion-related 
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validity and construct validity (Cooper & Schindler, 2003). Content validity means the validity of each 
measurement question or item or how well each measurement question covers the investigative 
question (Saunders et al., 2009). This can be assured through careful literature review. Nearly all 
items in our questionnaire originate from previous studies on a similar topic and can thus assure 
content validity. Criterion-related validity means the predictive capabilities of the measurement 
questions. This has been tested with the help of a correlation analysis (Saunders et al., 2009). 
Construct validity means to what extent the measurement questions measure the constructs the 
researchers intended to measure (Saunders et al., 2009). This has been tested by means of a factor 
analysis.  

3.10.3 Pilot Testing 

A pilot test with 10 subjects has been conducted prior to distributing the questionnaire in order to 
check for understandability and validity of the measurement questions (Saunders et al., 2009). The 
minimum number of ten for student questionnaires has thus been fulfilled (Saunders et al., 2009). In 
general, all subjects agreed with the length of the questionnaire as well as with the understandability 
of instructions and questions.  

The recommendations of the subjects led e.g. to the decision to put the purchase intention control 
questions at the end of the survey. Besides, it led to the decision to also show the price tags on the 
pictures of the choice question between conventional and organic shampoo. Furthermore, some 
questions could be added since the subjects did not complain about the length of the questionnaire 
and could fill it in within seven to ten minutes. The pilot test has been conducted with friends and 
family due to time constraints. 

3.11 Ethical Considerations  

With regard to ethical considerations, any kind of data provided by the participants of the survey for 
this research has been treated confidentially and their identities have been, and will stay protected. It 
will not be revealed without the respondents’ explicit consent and it was ensured that the information 
had been collected for the explained research purposes only. Moreover it has been ensured that the 
answers of the online survey will not be traced back to the participants via their email address, their IP 
address or that other information will be captured from them, while they visited the survey site. 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4. Results 

4.1 Demographics-Sample 

In total, 399 responses were collected through distribution of the online survey via social media 
platforms and email. However, only 306 could be used for further analysis. This was due to the fact 
that 48 respondents were either too old or too young and did thus not belong to the sample. 
Furthermore, 16 people did not come from Germany. Besides, 27 people did not buy their hair care 
products on their own, which is why they were also excluded from further analysis. Their attitude and 
purchase intention was not relevant since other people buy the hair care products for them. From the 
remaining 308 responses, 2 needed to be cleared out due to insufficient completion. Although the 
researchers kept reminding potential respondents to fill in the survey and to further distribute it 
among their friends and relatives, 384 participants could not be achieved due to time constraints. Yet, 
306 responses is still an acceptable amount as the minimum size for problem-solving research is 200 
(Malhotra & Birks, 2007). 

As one can see in the Appendix 3, no missing values could be found. Furthermore, the means showed 
no unusual values, meaning that they ranged always within the minimum and maximum value of the 
respective scale. Of these 306 respondents 55.6% were female and 44.4% male. Furthermore, 85.6% 
were aged between 18 and 26 and 14.4% aged between 27 and 35. This was due to the sample being 
convenient and consisting mostly of the friends of the researchers who are of a similar age. This also 
explains why a majority of 42.8% had a bachelor degree and 36.6% Abitur (German high school 
diploma) and were therefore having a relatively high educational level. Furthermore, 59.8% earned 
less than 1,000 € per month, which underlines that the majority of the respondents consisted most 
likely of students. A further 33% earned between 1,000 € and 3,000 €, whereas only 7.2% earned 
more than 3,000 €. A majority of 54.6% lived alone or only with one other person in the household. 
19% lived with two other persons and 1.4% with 3 other persons in one household, whereas only 11.1% 
lived with more than 3 other persons in one household. The majority (92.2%) had no children. The 
majority of the respondents came from one of the following federal states: Lower-Saxony (35%), 
Northrine-Westphalia (20.3%) and Bavaria (17.6%). It can be stated that the sample represents 
Germany quite well as a whole as these three states are situated in the North, South and West of the 
country. However, the new federal states from Eastern Germany (former German Democratic 
Republic, GDR), which are in general less rich and advanced than the Western federal states are 
underrepresented. Therefore, relevant findings from the sample may not be applicable for whole 
Germany but rather for Western Germany.  

4.2 Descriptives Statistics 

In order to check for missing values as well as for means and standard deviations (SD) frequency 
analyses have been conducted for all items of the questionnaire. It showed that there were barely any 
missing values and that means showed no unusual values. Furthermore, SDs were mostly reasonably 
spread around a 1.0 value on a 5-point Likert scale (Pallant, 2005).  
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Table 3: Frequencies of Consumer Values Items

!  

For the items measuring appearance consciousness mean values were below 3 which showed that the 
respondents mostly agreed on caring about their appearance. The SDs of 0.718, 0.917 and 0.885 
showed that individual responses were spread on average less than 1 point around the mean. 
Compared to other SDs these were rather small SDs. On the items measuring health consciousness the 
means were also below 3 indicating a high level of health consciousness. The SDs were rather small 
with a value below 1.0 (Pallant, 2005). Finally, also for environmental consciousness the means were 
below 3 showing a tendency to agree with the measurement items. This means that respondents had a 
rather high environmental consciousness. The SDs were rather large compared to the items 
measuring health and appearance consciousness. However, the individual responses were still 
reasonably spread around a 1.0 value, which made them still quite predictable. Only for the item 
“ENVIRONMENT purchase” and thus for the question whether one had already switched certain 
products for ecological reasons the SD was quite large with above 1.3 on a 5-point Likert scale.  

Table 4: Frequencies of Attitude Items

!  

The general attitude towards organic shampoo was rather positive with a mean value below 3. 
Expressed in percentages, 49.7% of all respondents agreed or strongly agreed to have a positive 
opinion about organic shampoo, whereas 43.8% were indecisive and only 6.5% disagreed or strongly 
disagreed. The different measurement items for attitude showed often a value around 3.0 indicating 
that the respondents did often neither agree nor disagree (e.g. 3.19, 2.94, 2.95). For example, for the 
items ATTITUDE general, ATTITUDE organic shampoo appearance, ATTITUDE conventional 
shampoo appearance, ATTITUDE conventional shampoo health and ATTITUDE conventional 
shampoo health over 40% of the respondents neither agreed nor disagreed.  This showed that many 
respondents might have been unsure or indecisive with their attitude toward organic shampoo. 
According to the frequency analysis the consumers were often indecisive about their attitude towards 
organic and conventional shampoos. However, also some differences between organic and 
conventional shampoos were revealed. For example, 34.3% of the respondents agreed or strongly 
agreed that conventional shampoo could enhance appearance, whereas only 21.6% agreed or strongly 

!38



agreed that organic shampoo could do so. For health and environmental characteristics, however, the 
respondents tended to assign organic shampoo more effects than conventional shampoo. For instance, 
68.3% of the respondents agreed or strongly agreed that organic shampoo could enhance their health, 
whereas only 30.4% thought so of conventional shampoo. Similarly, 57.9% agreed or strongly agreed 
upon the environmental benefits of organic shampoo, whereas only 7.5% did so for conventional 
shampoo. The SDs showed a high predictability of individual responses with all values being below 1.0 
on a 5-point Likert scale (Pallant, 2005).  

Table 5: Frequencies of PIIF Items

!  

!  

The means for the items measuring the factor price were all below 3.0 indicating that people tended to 
agree with the statements. This means that the majority agreed that organic shampoo is expensive 
(2.28) and perceived as a luxury product (2.79). However, the people also tended to agree that it is 
acceptable to pay more for organic shampoo (2.46). The SDs for the price items were rather small with 
only one item being slightly above 1.0 on a 5-point Likert scale. For the trust items, means were quite 
near to a middle value of 3.0 indicating that many people were indecisive about whether they could 
trust the promises and advertisement of organic shampoo. The SDs were quite small with an average 
value of about 0.7. The packaging items received in general a mean value of around 3.0 indicating that 
the respondents were indecisive about these questions. Furthermore, the SDs were rather large in 
comparison with other items with values above 1.0 on average. The mean values for the items 
measuring availability were a bit confusing since the respondents tended to disagree with the 
statement that organic shampoo is available everywhere (3.30) but tended to agree that they could 
find organic shampoo in their local store (2.55). The SDs were rather small with values below 1.0.  
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Table 6: Frequencies of Intention Items

The mean values for the intention measuring items increased from “INTENTION general” to 
“INTENTION next month”. This indicated that the respondents were in general inclined to buy 
organic shampoo. However, this intention decreased when asked about a concrete time when they 
would buy it. The more concrete the lower the intention. The SDs were all closely spread around 1.0 
on a 5-point Likert scale.  

Table 7: Frequencies of Control Items

!  

The frequency analysis for the purchase intention control items showed a substantial amount of 
missing values. This was due to the fact that only the respondents who previously chose for organic 
shampoo could answer the items “SEEK in store” to “PACKAGING organic information ethical 
promises”. The last two items “TRUST packaging” and “PRICE decisive” could only be answered by 
respondents who had previously chosen for the conventional shampoo. In general, the means showed 
that the respondents who chose for organic shampoo tended to actively look for that shampoo in the 
store, would trust the packaging information and would buy it partially due to social desirability 
reasons (PURCHASE duty). On the item “PACKAGING organic attractive” respondents were rather 
indecisive. The persons who chose for the conventional shampoo mostly agreed that price would play 
a decisive role in their decision. On the statement “I would not trust the environmental claims made 
on the packaging of the organic shampoo” the respondents were rather indecisive. The SDs for these 
items were rather small with most values below 1.0.  
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Table 8: Frequencies of Totals

!

After having measured the frequencies for each item also the frequencies for the total constructs were 
calculated. For example, the construct Total_Appearance was composed with the three items 
measuring appearance consciousness (Appearance importance, Appearance mirror and Appearance 
perfection). Like this the SDs were higher since the different items added each other up so that in the 
end the three appearance items with each having a 5-point Likert scale added up to a maximum value 
of 15. These SDs were quite normal for such constructs consisting of several items. For example, in the 
SPSS survival manual by Pallant (2005) a SD of 3.97 is regarded as acceptable for a maximum value of 
28 (Pallant, 2005, p. 51).  

In the following, the mean values and SDs of the total constructs were displayed. The frequency 
analysis of the totals showed that there were only two missing values in total. The means of the total 
constructs were within the range of possible answers. For health -, environmental - and appearance 
consciousness the means were rather low meaning that the respondents tended to agree on having a 
high consciousness. For trust, attitude, availability and intention the means were rather high meaning 
that people tended to disagree with the measurement questions. For the construct price the mean lied 
almost exactly in the middle.  

4.2.1 Health Consciousness 

The mean score of 4.2745 was rather low indicating a rather high health consciousness. This construct 
had a small SD of 1.53531, which showed that individual responses were on average 1.5 points away 
from the mean. 

4.2.2 Environmental Consciousness 

The mean had a value of 7.1144, meaning that people rather tended to have a high environmental 
consciousness. The SD was 2.71667. Compared to the other constructs with the same maximum value 
this was a rather large SD, meaning that it would be more difficult to predict individual answers. 

4.2.3 Appearance Consciousness 

The mean of the total construct was with 6.4412 below the middle score 7.5 (maximum value 15) and 
thus people tended to agree with the measurement items indicating that they had a rather high 
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appearance consciousness. The SD of 2.05134 showed that responses were on average 2 points spread 
around the mean, which could be explained by the maximum value of 15. 

4.2.4 Attitude  

The mean of attitude was 13.2255 of 25 which showed that the respondents mostly neither agreed nor 
disagreed on the measurement items, indicating that they did not have a clear attitude toward organic 
shampoo. However, it tended to be rather negative than positive. Being the construct with the highest 
maximum value the SD was also the highest with 2.96175. 

4.2.5 Trust 

The mean was 8.7974, indicating that the trust toward organic shampoo was rather low. The SD of 
1.78834 was rather small.  

4.2.6 Availability 

The mean of 9.0721 indicated that people mostly disagreed with the measurement items, indicating 
that they tended to perceive organic shampoo as not so available. The SD of 1.99869 was rather small 
compared to other constructs with the same maximum value of 15. 

4.2.7 Price 

The mean of 5.0654 was almost exactly in the middle indicating that respondents tended to neither 
agree nor disagree on the measurement items. The SD of 1.57926 was rather small.  

4.2.8 Intention 

The mean of 9.1180 indicated that the respondents disagreed mostly with the measurement items and 
thus had a rather low purchase intention. The SD of 2.70827 was rather large compared to the other 
constructs with the same maximum value of 15, meaning that individual answers would be more 
difficult to predict.  
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4.3 Reliability 

The reliability of the different constructs have been expressed through the value of Cronbach alpha. 

Table 9: Reliability of Constructs

As one can see from Table 9, the cronbach alpha of packaging was 0.320, and with this too low to be 
considered as reliable, being below an acceptable Cronbach alpha of 0.6 (Petrick & Backman, 2002). 
This is why this construct has not been regarded in the further analysis of this paper. The cronbach 
alpha for the other constructs, however, was acceptable. For both the construct of health and the 
construct of price, one item had to be removed in order to improve cronbach alpha. For attitude two 
items had to be removed. 

4.4 Factor Analysis 

A factor analysis was conducted in order to check the loadings of items for the two constructs of the 
research model: Consumer values (consisting of health, environmental and appearance 
consciousness) and PIIF (trust, availability, price). To be more concrete, a principal component 
analysis (PCA) has been chosen as it did not encounter issues with “factor indeterminacy” usually 
common with factor analysis (Pallant, 2005). The PCA analysis was first used for the consumers 
values. Prior to using PCA the suitability of the data for factor analysis was checked. All assumptions 
were fulfilled. The nine items showed many correlation coefficients of above 0.3. Furthermore, the 
Kaiser-Meyer-Okline (KMO) value was 0.692, which is above the recommended value of 0.6 (Kaiser, 
1970,1974) and the Bartlett’s Test of Sphericity attained statistical significance with 0.000, being 
below the recommended value of 0.05 (Bartlett, 1954). Therefore, the correlation matrix was suitable 
for the principal component analysis. The principal component matrix subsequently detected three 
components with eigenvalues above 1. The three factors explained 29.7%, 21.1% and 12.8% of the 
variance respectively. Besides, Cattell’s (1966) scree plot revealed a clear break after the third 
component. As a consequence, the decision was made to keep those three components for further 

Cronbach alpha Final N of items

Attitude 0.662 5

Appearance 0.737 3

Health 0.694 2

Environment 0.689 3

Intention 0.864 3

Price 0.647 2

Availability 0.659 3

Trust 0.818 3

Packaging 0.320 2
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analysis. In order to better interpret those three components Varimax rotation was used, which 
revealed a simple structure (Thurstone, 1947) with each of the three components having three 
variables loaded and all variables loading only on one component. The items loading for each 
component were consistent with the theory and the intentions of the authors. As intended, the 
measurement items for appearance loaded for one component, the ones for environmental 
consciousness loaded for one component and the ones for health loaded for one component. The three 
components explained a total variance of 63.6%, with component 1 explaining 22.3%, component 2 
explaining 21.5% and component 3 explaining 19.9%. This supported the scales used by Yeon Kim & 
Chung (2011) for consumer values.  

Table 10: Pattern/Structure for Consumer Value Items 

(Rotated component matrix (consumers values: appearance, environment, health) ) 

 

For the purchase intention influencing factors (PIIF) a factor analysis has been conducted as well. 
Also here the factorability of the data was checked before hand. The correlation matrix showed many 
significant correlations between the 9 items as well as a sufficient KMO measure of 0.698 and a 
significant value of 0.000 for Bartlett’s Test of Sphericity (Kaiser, 1970,1974; Bartlett, 1954). 
Therefore, the PIIF factors were suitable for the principal component analysis. The principal 
component matrix subsequently revealed three components with eigenvalues above 1. The three 
components explained 28.6%, 20.2%, and 14.8% of the variance respectively. Besides, Cattell’s (1966) 
scree plot revealed a small cut after the second component and a clearer cut after the fourth 
component. As a consequence, the decision was made to keep those three components for further 
analysis. In order to better interpret those three components, Varimax rotation was used, which 
revealed a simple structure (Thurstone, 1947), with several strong loadings (Table 11). Each variable 
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loaded for only one component. Almost all items loading for the first, second and third component 
were consistent with the theory and the intentions of the authors. As intended the measurement items 
for trust loaded for one component and the ones for availability loaded for one component. However, 
of the three items for price only two loaded for the third component, whereas the other loaded weakly 
for component 1. This did not correspond with the theory and therefore only the two items PRICE 
expensive and PRICE luxury product were retained for the construct of price. The three components 
explained a total variance of 63.6%, with component 1 explaining 26.6%, component 2 explaining 
19.9%, and component 3 explaining 17.1%. The factor analysis supported the use of the constructs 
trust, availability and price as influencing factors for purchase intention as revealed by the theory.  

Table 11: Pattern/Structure for Coefficients 

(Rotated component matrix (PIIF: trust, availability, price, packaging) ) 

4.5 Hypothesis Testing 

In order to test the posed hypothesis in this paper, a correlation analysis as well as a regression 
analysis has been conducted. In the following the values of the Pearson Correlation as well as R 
Square (R²) are stated, while these values are going to be analyzed in the succeeding section of this 
paper.  

4.5.1 Correlation Analysis 

4.5.1.1 Influence of Consumer Values on Attitude 

A correlation analysis was performed for the dependent variable attitude, together with the 
independent variables Total_Health (Table 12a), Total_Enviro (Table 12b) and Total_Appearance 
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(Table 12c). After having checked that N (the number of cases) was correct, it was important to 
consider the direction of the relationship between the variables. As all variables were positive, a 
positive correlation could be concluded. Further the values of the correlation were above 0, which 
indicated that there was a relationship between the variables. Even though their values were not 
extremely large (close to 1), a correlation could still be seen (Total_Health 0.265; Total_Enviro 0.383; 
Total_Appearance 0.148) (Pallant, 2005). 

Table 12a: Correlation Attitude_Health

(H1a:  Health consciousness positively enhances the attitude of German consumers towards buying 
 organic hair care products.) 

Table 12b: Correlation Attitude_Environmental

(H1b:  Environmental consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products.) 
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Table 12c: Correlation Attitude_Appearance 

(H1c:  Appearance consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products.) 

These correlations supported all hypotheses as they were all significant at a 0.01 level (2-tailed). 
Usually, a correlation between two variables is significant under a 0.05 level (Pallant, 2005). 
Hypothesis H1a (health consciousness influences attitude positively) was supported with a small 
correlation of 0.265, hypothesis H1b (environmental consciousness influences attitude positively) was 
supported with a medium correlation of 0.383 and H1c (appearance consciousness influences attitude 
positively) was supported with a small correlation of 0.148.  Consequently, all three hypotheses could 
be supported. However, one needs to take into account that only H1c showed a medium value of above 
0.3 (Pallant, 2005).  

4.5.1.2 Attitude on Purchase Intention 

Further, the correlation between the dependent variable intention and Total_Attitude (Table 13) was 
investigated. After having checked that N (the number of cases) was correct, it was important to 
consider the direction of the relationship between the variables. As the variables of intention and 
attitude were positive, a positive correlation could be concluded. Moreover, the values of the 
correlation were not 0, which indicated that there was a relationship between the variables. Even 
though this value was not extremely large (close to 1), it still showed a correlation (Total_Attitude 
0.478). 

Table 13: Correlation Attitude_Intention
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These findings support hypothesis H1d which predicts a positive influence of attitude towards buying 
organic hair care products on intention towards buying organic hair care products. With a significant 
(p<0.05)  medium correlation above 0.3 (Pallant, 2005) hypothesis H1d could be supported.  

4.5.1.3 Factors Influencing Purchase Intention 

In order to verify whether the perceived behavioral control in the form of the three factors trust, 
availability and price has a significant influence on the purchase intention for organic hair care 
products and is therefore responsible for the green purchasing gap, the researchers computed the 
Total_PBC score out of Total_Trust, Total_Availability and Total_Price. The significant medium to 
large correlations between the independent variables trust, availability and price and the dependent 
variable PBC shows this relationship and demonstrates that those three factors are all essential parts 
of the PBC and effect it directly. Total_PBC significantly correlated with all three factors: Total_Trust 
(Pearson correlation: 0.655, p<0.05) (Table 14a), Total_Availability (Pearson correlation: 0.640, p< 
0.05) (Table 14b) and Total_Price (Pearson correlation: 0.381, p<0.05) (Table 14c).  

Table 14a: Correlation PBC_Trust

Table 14b: Correlation PBC_Availability
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Table 14c: Correlation PBC_Price

 

Next a correlation analysis between PBC and intention as well as between the different factors trust, 
availability and price and intention has been conducted. This in order to see whether perceived 
behavioral control has a significant impact on intention and is thus responsible for the gap between 
attitude and intention. The correlation between trust, availability and price and intention has been 
conducted in order to examine which aspect of PBC has the strongest impact on the intention towards 
buying organic hair care products. As the theoretical model predicted, the different factors trust, 
availability and price influence the perceived behavioral control and thus the intention either 
positively or negatively.  

After having checked that N (the number of cases) was correct, it was important to consider the 
direction of the relationship between the variables. As the variables of intention, trust and availability 
were positive, a positive correlation could be concluded. However, the factor price showed a negative 
value in the table of correlations, which shows a negative correlation. Finally, the variable PBC on 
intention showed a positive value through a positive correlation. Further the values of the correlation 
were not 0, which indicated that there was a relationship between the variables. Even though their 
values were not extremely high (close to 1), they still showed a correlation (Total_Trust 0.362; 
Total_Availabilty 0.267; Total_Price -0.105; Total_PBC 0.332). 

Table 15a: Correlation Intention_Trust

(H2a: The factor trust influences the perceived behavioral control positively.) 
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Table 15b: Correlation Intention_Availability 

(H2b: The factor availability influences the perceived behavioral control positively.) 

Table 15c: Correlation Intention_Price

(H2c: The factor price  influences the perceived behavioral control negatively.) 

Table 15d: Correlation PBC_Intention 

(H2e: Perceived behavioral control influences purchase intention positively) 
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According to the theoretical model (Figure 3), trust, availability and price influence PBC and 
therewith the purchase intention. The findings of the correlation analysis could support the majority 
of the hypotheses. Hypothesis H2a which predicted the positive impact of trust on PBC was supported 
with a significant (p<0.05) medium value of 0.362. Hypothesis H2b which predicted that availability 
positively influences PBC was supported with a significant (p<0.05) small correlation of 0.267. 
Hypothesis H2c which predicted that price negatively influences PBC was rejected with a non-
significant (p>0.05) small correlation of -0.105. Finally, the general influence of PBC on intention was 
confirmed with a significant (p<0.05) medium correlation of 0,332. Therefore, the research model 
could partially be confirmed by showing a significant impact of PBC in the form of trust and 
availability on purchase intention. However, only H2a and H2e showed a medium correlation with a 
value above 0.3 (Pallant, 2005). Hypothesis H2b (availability on PBC) showed only a small correlation 
below the value of 0.3 (Pallant, 2005). This shows that trust plays the most important role in 
influencing the perceived behavioral control and therewith the purchase intention.  

4.5.1.4 All Factors Influencing Purchase Intention 

In order to show relationships between other variables, the correlation analysis was performed for the 
dependent variable intention together with the rest of the variables (Total_Attitude, Total_Trust, 
Total_Availability, Total_Price, Total_Health, Total_Enviro, Total_Appearance) (Table 16). After 
having checked that N (the number of cases) was correct, it was also here important to consider the 
direction of the relationship between the variables with help of the correlations table. As the variables 
of intention, attitude, trust, availability, health, environment and appearance were positive, a positive 
correlation could be concluded. For the factor price, however, a correlation could not be verified  due 
to a non-significant value. Moreover, the values of the correlation were not equal to 0, which indicated 
that there was a relationship between the variables. Even though their values were not extremely large 
(close to 1), they still showed a correlation (Total_Attitude 0.478; Total_Trust 0.362; 
Total_Availability 0.267; Total_Health 0.203; Total_Enviro 0.465; Total_Appearance 0.019). Out of 
this one can see that the factors attitude, trust and environment have the biggest impact on intention. 
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Table 16: Correlation Intention_All

!  

In contrast to what the literature said, this study also found a correlation between Total_Intention 
and Total_Environment (Pearson correlation: 0.465, p<0.05) (Table 17a), Total_Enviro with 
Total_PBC (Pearson correlation: 0.242, p<0.05) (Table 17b) as well as Total_Trust with 
Total_Attitude (Pearson correlation: 0.558, p<0.05) (Table 17c). 

Table 17a: Correlation Intention_Environmental
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Table 17b: Correlation PBC_Environmental 

Table 17c: Correlation Attitude_Trust

4.5.2 Multiple Regression Analysis 

4.5.2.1 Consumer Values on the Dependent Variable Attitude 

Like in the correlation analysis, it was important to first ensure that the assumptions were fulfilled, 
before performing the multiple regression analysis. Since in total 7 independent variables were tested 
on the dependent variable intention, a sample size of 107 was needed as a minimum, according to the 
formula provided by Tabachnick and Fidell and Osterlind (2001): N > 50 + 8m (m= number of 
independent variables). This requirement was sufficiently fulfilled with 306 cases.  

The multiple regression has been conducted four times: The first time the correlation between the 
consumer values health, environmental and appearance consciousness as independent variables and 
the attitude as dependent variable has been analyzed. The second time the correlation between the 
independent variable attitude and the dependent variable intention has been checked. The third time 
the correlation between the independent variables trust, availability and price and the dependent 
variable intention has been tested. The last time the whole model was tested on the dependent 
variable intention. The impact of PBC on intention could not be tested since for a multiple regression 
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analysis no independent variable consisting of a combination of other independent variables can be  
used as this would lead to singularity (Pallant, 2005).  

Before conducting the multiple regression on attitude, the assumptions have been tested. As there was 
no independent variable reflecting a combination of other independent variables, it was not a 
singularity. Therefore a good regression model could have been expected. Also, all of the scales 
correlated substantially with Total_Attitude (Total_Health 0.265; Total_Enviro 0.383; 
Total_Appearance 0.148), while having a bivariate correlation value lower than 0,7. This was why all 
variables were retained (Tabachnick, Fidell, & Osterlind, 2001, p. 84). Furthermore, looking at the 
collinearity statistics one could see that all values for Tolerance were higher than 0.10 (Total_Health 
0.856; Total_ Enviro 0.920; Total_Appearance 0.928), which enforced that there was no 
multicollinearity. Accordingly, regarding the Variance Inflation Factor (VIF), there was no value above 
10 (Total_Health 1.168; Total_Enviro 1.087; Total_Appearance 1.078), which also meant that the 
researchers had not violated the multicollinearity assumption (Table 18a). 

Table 18a: Tolerance & VIF of Consumer Values

!  

Concerning the normal probability plot, a rather straight line from the bottom left to the upper right 
could be seen. This suggested no major deviations from normality (Graph 1a). 

Graph 1a: Normal P-P Plot of Consumer Values
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In the Scatterplot of the standardized residuals one could see the dots being roughly rectangularly 
distributed, while most of the scores were concentrated in the centre. This showed no violation to the 
posed assumptions (Tabachnick et al., 2001). Because the Scatterplot showed that there were only a 
few cases which were more than 3.3 and -3.3, no action has been taken to investigate these outliers 
further (Graph 1b). 

Graph 1b: Scatterplot of Consumer Values

Through an R² of 0.183, one could see that the factors Health, Environment and Appearance impact 
18.3% of the German customer’s attitude. To test the null hypothesis of the result it was necessary to 
look at the statistical significance (Sig.= 0.001, p<0.05) (Table 18b). As the significance value 
indicated, the null hypothesis could be rejected (Pallant, 2005). 

Table 18b: R² of Consumer Values

Comparing the Beta values (Total_Health 0.144; Total_Enviro 0.340; Total_Appearance 0.098) one 
could see that the value of Total_Enviro is the largest. Therefore this variable made the strongest 
unique contribution to explaining the dependent variable Attitude, when the variance explained by all 
other variables in the model was controlled for. As the Sig. values of Total_Health (0.011) and 
Total_Enviro (0.000) were less than 0.05, the variables made a significant unique contribution to the 
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prediction of the dependent variable. Because the Sig. value of Total_Appearance (0.071) was however 
greater than 0.05, one could conclude that this variable was not making a significant unique 
contribution to the prediction of the dependent variable. A reason for this may be due to overlap with 
other independent variables in the model (Table 18c). 

Table 18c: Beta Value & Significance of Consumer Values

!  

These results partially supported the findings from the correlation analysis. Here only two hypotheses 
could be supported. Hypothesis H1a (health consciousness on attitude) could be supported with a 
significant (p<0.05) beta value of 0.144. Hypothesis H1b (environmental consciousness on attitude) 
could be supported with a significant (p<0.05) beta value of 0.340. However, hypothesis H1c 
(appearance consciousness on attitude) could not be supported due to a non-significant (p>0.05) beta 
value. Also here it is visible that environmental consciousness has the strongest unique contribution to 
explaining the dependent variable attitude, when the other factors are controlled for (Pallant, 2005).  

4.5.2.2 Influence of Attitude on Intention 

Before conducting the multiple regression between attitude and intention, the assumptions have been 
tested. As there was no independent variable reflecting a combination of other independent variables, 
it was not a singularity. Therefore a good regression model could have been expected. Also, the scale 
of Total_Attitude correlated substantially with Total_Intention (0.478). Concerning the normal 
probability plot, a rather straight line from the bottom left to the upper right could be seen. This 
suggested no major deviations from normality (Graph 2a). 
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Graph 2a: Normal P-P Plot of Attitude on Intention

 

In the Scatterplot of the standardized residuals one could see the dots being roughly rectangularly 
distributed, while most of the scores were concentrated in the centre. This showed that there was no 
violation to the posed assumptions (Tabachnick et al., 2001). Because the Scatterplot showed that 
there were only a few cases which were more than 3.3 and -3.3, no action has been taken to investigate 
these outliers further (Graph 2b). 

Graph 2b: Scatterplot of Attitude on Intention
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Through an R² of 0.228, one could see that the Attitude impacts 22.8% of the German customer’s 
purchase intention. To test the null hypothesis of the result it was necessary to look at the statistical 
significance (Sig.= 0.000, p< 0.05) (Table 19a). As the significance value indicated, the null 
hypothesis could be rejected (Pallant, 2005). 

Table 19a: R² of Attitude on Intention

The Beta value of Total_Attitude was 0.478 while the Sig. value was 0.000. As this was less than 0.05, 
Attitude made a significant unique contribution to the prediction of the dependent variable (Table 
19b). 

Table 19b: Beta Values & Significance of Attitude on Intention

!  

These results support the findings from the correlation analysis since also here hypothesis H1d, that 
attitude influences the purchase intention, could be supported.  

4.5.2.3 Factors Influencing Purchase Intention 

As with the case of attitude, before conducting the multiple regression on intention, the assumptions 
had to be tested. As there is no independent variable consisting out of other independent variables, 
one could see that it is not a singularity. Therefore a valuable regression model could be expected. 
Further, all of the scales correlated substantially with Total_Intention (Total_Trust 0.362; 
Total_Availabilty 0.267; Total_Price -0.105), while having a bivariate correlation value lower than 0.7. 
This is why also here, all variables have been retained (Tabachnick et al., 2001, p. 84). Moreover, 
looking at the collinearity statistics one can see that all values for Tolerance were higher than 0.10 
(Total_Trust 0.982; Total_Availabilty 0.953; Total_Price 0.968). This together with the fact that the 
VIF was not above 10 (Total_Trust 1.018; Total_Availabilty 1.050; Total_Price 1.033), means that the 
researchers have not violated the multicollinearity assumption (Table 20a). 
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Table 20a: Tolerance & VIF on PIIF

!  

Concerning the normal probability plot, a rather straight line from the bottom left to the upper right 
could be seen. This suggests no major deviations from normality (Graph 3a). 

Graph 3a: Normal P-P Plot of PIIF

Also in the Scatterplot of the standardized residuals, cases being roughly rectangularly distributed 
could be seen, while most of the scores were concentrated in the centre. Just like with the regression 
of attitude, this could be interpreted as no violation to the posed assumptions (Tabachnick et al., 
2001). Because the Scatterplot showed that there were only a few cases which were more than 3.3 and 
-3.3, no action has been taken to investigate these outliers further (Graph 3b). 
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Graph 3b: Scatterplot of PIIF

 

An R² of 0.183 could be seen. This means that the factors trust, availability and price influence 18.3% 
of the German customer’s intention. Just like for attitude it was necessary to look at the statistical 
significance (Sig.= 0.000, p< 0.05), in order to test the null hypothesis of the result (Table 20b). As 
the significance value indicated, the null hypothesis could be rejected (Pallant, 2005).  

Table 20b: R² of PIIF

Comparing the Beta values (Total_Trust 0.332; Total_Availability 0.213; Total_Price -0.056) one 
could see that the value of Total_Trust was the largest. Therefore this variable made the strongest 
unique contribution to explaining the dependent variable Intention. As the Sig. values of Total_Trust 
(0.000) and Total_Availability (0.000) were less than 0.05, these variables made a significant unique 
contribution to the prediction of the dependent variable. However, the Sig. value of Total_Price 
(0.290) was greater than 0.05, which means that this variable was not making a significant unique 
contribution to the prediction of the dependent variable (Table 20c). 
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Table 20c: Beta Values & Significance of PIIF

!  

Consequently, two out of three hypotheses could be supported. Hypothesis H2a showed a significant 
(p<0.05) beta value of 0,332 (Pallant, 2005). This showed that trust, as an aspect of PBC, had the 
greatest positive effect on intention. Hypotheses H2b (availability affects PBC positively) could be 
supported with a significant (p<0.05) beta value of 0.213. Hypothesis H2c (price affects PBC 
negatively) had no significant (p<0.290) beta value and thus needed to be rejected. Therefore, the 
findings from the correlation analysis could be confirmed.  

4.5.2.4 Consumer Values and Factors Influencing Purchase Intention 

Lastly, a multiple regression has been conducted between all independent variables and the 
dependent variable intention in order to show how much the whole model accounted for the variance 
in purchase intention. Just like with the previous tests, assumptions needed to be tested first. As there 
was no independent variable being a combination out of other independent variables, one could see 
that it is not a singularity. Therefore a good regression model was also here expected. Further, many 
of the scales correlated substantially with Total_Intention (Total_Attitude 0.478; Total_Trust 0.362; 
Total_Availabilty 0.267; Total_Health 0.203; Total_Enviro 0.465), while having a bivariate 
correlation value lower than 0,7. This was why also here, all variables were retained (Tabachnick et al., 
2001). Moreover, looking at the collinearity statistics one could see that all values for Tolerance were 
higher than 0.10 (Total_Attitude 0.600; Total_Trust 0.678; Total_Availabilty 0.936; Total_Price 
0.965, Total_Health 0.836; Total_Enviro 0.801; Total_Appearance 0.914). This together with the fact 
that the Variance inflation factor was not above 10 (Total_Attitude 1.667; Total_Trust 1.474; 
Total_Availabilty 1.068; Total_Price 1.037, Total_Health 1.196; Total_Enviro 1.248; 
Total_Appearance 1.094), meant that the researchers had not violated the multicollinearity 
assumption (Table 21a). 

Table 21a: Tolerance & VIF of Consumer Values and PIIF

!  
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Concerning the normal probability plot, a rather straight line from the bottom left to the upper right 
could be seen. This suggests no major deviations from normality (Graph 4a). 

Graph 4a: Normal P-P Plot of Consumer Values and PIIF

 

Also in the Scatterplot of the standardized residuals, cases being roughly rectangularly distributed 
could be seen, while most of the scores were concentrated in the centre. Just like with both previous 
regressions, this could be interpreted as no violation to the posed assumptions (Tabachnick et al., 
2001). Because the Scatterplot showed that there were only a few cases which were more than 3.3 and 
-3.3, no action had been taken to investigate these outliers further (Graph 4b). 

Graph 4b: Scatterplot of Consumer Values and PIIF
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For intention with all variables, an R² of 0.375 could be seen. This showed that the proposed model 
explained 37.5% of the German customer’s purchase intention. Just like for the previous analyses, it 
was necessary to look at the statistical significance (Sig.= 0.000, p<0.05), in order to test the null 
hypothesis of the result (Table 21b). As the significance value indicated, the null hypothesis could be 
rejected (Pallant, 2005) 

Table 21b: R² of Consumer Values and PIIF

All in all, the correlation as well as the multiple regression analysis showed that certain hypotheses 
could be supported, whereas others had to be rejected due to non-significant values. Of the consumer 
values, environmental consciousness showed the largest significant correlation, whereas health 
consciousness showed significant but small correlations and appearance consciousness had to be 
rejected because of non-significant values. Subsequently, it could be seen that attitude had a medium 
significant influence on purchase intention. Furthermore, the influencing role of PBC could be 
confirmed, however only through the factors trust and availability. Trust showed the strongest unique 
contribution to the variance in purchase intention, whereas availability showed only small but 
significant values and price showed no significant values at all. Finally, the whole research model 
account for 37.5% of the variance in the purchase intention for organic shampoo. A summary of the 
hypotheses can be seen in the following table (Table 22).  
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Table 22: Summary of Hypotheses

4.6 Additional Controls 

In order to control whether people showed a consistent purchase intention in a multi-attribute 
environment (De Pelsmacker & Janssens, 2007) and to control for social desirability bias (Carrington 
et al., 2010), the respondents of the questionnaire were confronted with a choice between an organic 
and a conventional shampoo, while displaying packaging and price. A independent samples t-test as 

Hypothesis Significant Supported/
Rejected

Strength	of	
correlation

H1a: Health consciousness positively 
enhances the attitude of German 
consumers towards buying organic 
hair care products

yes supported small

H1b: Environmental consciousness 
positively enhances the attitude of 
German consumers towards buying 
organic hair care products

yes supported medium

H1c: Appearance consciousness 
positively enhances the attitude of 
German consumers towards buying 
organic hair care products

no rejected small

H1d: A positive attitude towards 
buying organic hair care products 
leads to a positive intention towards 
buying organic hair care products.

yes supported medium

H2a: The factor trust influences the 
perceived behavioral control 
positively.

yes supported medium

H2b: The factor availability 
influences the perceived behavioral 
control positively.

yes supported small

H2c: The factor price design 
influences the perceived behavioral 
control positively.

no rejected small

H2e: Perceived behavioral control 
influences purchase intention 
positively. 

yes supported medium
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well as crosstabulations were used to analyze and interpret the results of this so-called purchase 
intention control section of the questionnaire. 

4.6.1 Independent Variables on Choice 

In order to investigate the difference between participants who chose the organic shampoo, versus the 
participants who chose the conventional shampoo as part of the survey, an independent sample t-test 
was conducted (Table 23). 

Table 23: Independent Variables on Choice

As a p value smaller than 0,05 shows a significant difference, this test showed that besides the factor 
appearance and availability, both groups differed significantly from each other in all other variables. 
This corresponded with the findings of the other statistical analyses. For example, the participants 
who chose organic shampoo showed to have a higher environmental consciousness than the ones who 
chose conventional shampoo. This is in line with the findings from the multiple regression analysis, 
which showed that environmental consciousness significantly influenced purchase intention of 
organic shampoos (see 4.5.2. Multiple regression). Furthermore, one could see from the Table 23 that 
the participants who chose organic shampoo are more concerned with their health, than the ones who 
chose the conventional shampoo. Also this was in line with the findings of the multiple regression as 
the factor health had an impact on the purchase intention of organic shampoo. Looking further along 
the table it gets clear that also the p values of trust, attitude and intention were less than 0.05, which 
showed a significant difference between the organic shampoo group and the conventional shampoo 
group. One could see that people who were more likely to buy organic shampoo also showed a higher 
level of trust towards organic product claims, had a better attitude, a higher purchase intention and 
saw themselves more in control of their own behavior, when it came to purchasing their products. 

Organic Shampoo Conventional 
Shampoo

t p

M SD M SD

Appearance 6.45 1.90 6.43 2.14 0.097 0.923

Environment 5.68 2.05 7.94 2.71 -8.23 0.000

Health 3.89 1.57 4.49 1.48 -3.39 0.001

Price 5.30 1.66 4.93 1.52 1.98 0.048

Availability 8.86 1.99 9.19 1.99 -1.37 0.172

Trust 8.20 1.66 9.14 1.78 -4.54 0.000

Attitude 12.04 2.91 13.89 2.79 -5.49 0.000

Intention 7.53 2.67 10.02 2.29 -8.57 0.000

PBC 22.36 2.94 23.26 3.08 -2.47 0.014
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4.6.2 Purchase Intention Control 

Another instrument to analyze the results of the purchase intention control section was a 
crosstabulation. Here the answers of the intention construct were confronted with the answers of the 
choice question to check for consistency. Furthermore, the answers to the choice question were 
compared to questions about social desirability, price and packaging in order to examine their 
influence on choice.  

When confronting the construct of Total_intention with the specific question about which shampoo 
the respondents would choose to buy in this survey - organic or conventional - it got visible that 
people with a low purchase intention towards organic shampoo, would be less likely to choose the 
organic shampoo than people with a high purchase intention. The Crosstable showed that out of 76 
participants who had a high purchase intention, 46.3% chose the organic shampoo, while out of 229 
participants with a low purchase intention, 87.2% chose the conventional shampoo. Consequently, 
consistency could be seen for the respondents’ statements about their low purchase intentions and 
their actions. However, there was no great consistency for participants with a high purchase intention 
and their actions since less than half of those people would ultimately choose for the organic shampoo. 
This could be explained through the displayed packaging or price.  

In order to check this assumption, the construct of price was confronted with the question about 
which shampoo they would chose to buy in this survey - organic or conventional. Here one could see 
that 51% of the people who chose organic shampoo said that price was a significant factor. Also 61.1% 
of the people who chose the conventional shampoo said that price was a significant factor. It could be 
seen that for the majority of both groups price plays a role in the purchase decision.  

Next, the question “I only choose shampoo with attractive packaging and labelling” with the question 
about the shampoo-choice of organic or conventional shampoo has been compared. The Crosstable 
showed that 55.4% of the people who chose organic shampoo pay attention to the packaging, whereas 
58.5% of the people who chose the conventional shampoo do so. Consequently, there was no 
significant difference of packaging on purchase decision between organic and conventional shampoo.  

The construct of purchase intention was compared to the questions „Clear information about 
biological ingredients is provided on all organic shampoo products.“ It showed that 28.2% thought 
that the information on the packaging of organic shampoos was clear and also had a high purchase 
intention. Also 7.2% had a high purchase intention despite the fact that they did not think that the 
information provided on the packaging of organic shampoo was clear.  

Furthermore, the construct of purchase intention has been compared with the question „I would not 
trust the promises about environmental-friendliness on the packaging“. Here one could see that 18.3% 
had a high purchase intention and trusted the promises provided on organic shampoo packaging. Also 
6.5% had a high purchase intention, however did not trust the promises given on the packaging. Also, 
37.5% of all participants had a low purchase intention but thought that the promises on the packaging 
were trustworthy, while 37.6% had a low purchase intention did not think the promises on the 
packaging were trustworthy. 
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4.6.3 Social Desirability Bias 

As a next step the social desirability bias was tested. When looking at the construct of intention and 
compare it with the question „I purchase organic shampoos because of my sense of duty“, one could 
see that 30.8% had a high purchase intention and stated that one reason for this was their sense of 
duty. 4.5% showed that they had a high purchase intention however not because of their sense of duty.  

The same question was compared with the choice between organic and conventional shampoo. It 
could be seen that for 58.2% the sense of duty was one of the reasons to choose organic shampoo. 
However, 20.9% of the people who chose organic shampoo were not influenced by duty in their 
decision making process. These results indicate that social desirability bias played a role here as the 
majority indicated that they bought organic shampoo also out of their sense of duty.  

However, when comparing the purchase intention with the question „I would feel guilty if I didn’t buy 
the organic shampoo.“, the results were different. For example, 13.7% showed that they had a high 
purchase intention, however a low sense of guilt if they didn’t buy it, while 60.5% had a low purchase 
intention and also did not feel guilty for not buying organic shampoo. Yet, 14.5% did have a low 
purchase intention and did feel guilty when they did not buy organic shampoo. 

The same question was compared with the choice of shampoo. Also here the crosstable analysis 
showed that only 13.6% of the people who chose organic shampoo in the survey, would feel guilty if 
they did not buy organic shampoo, 30% were indecisive and 56.3% did not buy organic shampoo out 
of guilt. Similar results could be seen for the people who chose to get the conventional shampoo. Of 
them, 4,1% felt guilty when buying conventional shampoo, 11,3% were indecisive, and a great majority 
of 84,6% did not feel guilty when buying conventional shampoo. So, social desirability bias seemed to 
have an impact on purchase intention, however not so strongly. 

4.6.4 Awareness and Attitude  

Another crosstabulation was applied by the researchers in order to examine the relation between 
awareness and attitude towards organic shampoo. Since almost half of the respondents (45.8%) did 
not know prior to the questionnaire what organic shampoo was, the researchers of this thesis were 
interested in how this lack of awareness impacted the attitude towards organic shampoo. The 
crosstabulation showed that the majority (56.7%) of the people who knew about organic shampoo, had 
a positive  or very positive attitude towards organic shampoo, whereas 38% were indecisive and only 
5.4% disagreed or strongly disagreed. Of the people who did not know about organic shampoo 41.5% 
had a positive attitude, whereas more than the half (50.7%) were indecisive and 7.9% did not have a 
positive attitude.  

4.6.5 Gender Differences 

Besides answering the posed research questions, this study also answered further questions 
concerning the issue purchase intention towards organic shampoos. For example, an independent-
samples t-test was conducted to compare the differences between the answers of the male and female 
participants. Through this test it could be seen that p, for the factors Price, Trust and Attitude is p > 
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0.05, which showed no significant difference between the two genders. However, a difference could be 
seen in the remaining variables. For instance one could see (Table 24) that the female participants had 
a higher level of appearance, health as well as environmental consciousness than males. Resulting 
from that, a higher purchase intention could be seen for females, compared to their male 
counterparts. Accordingly, as females seemed to look for organic shampoos more often than males - 
due to their higher purchase intention - it was also logical that females perceived organic shampoos to 
be easier available (Table 24).  

Table 24: Independent Variables on Gender

Value

Males Females

t p
M SD M SD

Appearance 7.00 2.18 5.99 1.83 4.39 0.00

Health 6.53 2.03 6.06 1.76 2.17 0.031

Environment 7.74 2.82 6.62 2.54 3.65 0.00

Availability 9.34 1.95 8.86 2.02 2.04 0.042

Intention 9.72 2.52 8.64 2.77 3.52 0.01

Price 7.74 1.75 7.36 1.67 1.96 0.051

Trust 8.77 1.79 8.82 1.79 -0.22 0.825

Attitude 19.76 3.14 19.61 3.35 0.42 0.672

PBC 25.85 3.63 25.04 3.13 2.09 0.037
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5. Discussion 

In this chapter the findings of the survey for this paper were discussed. Next to statistical outcomes 
also literature served to properly interpret the results. At first, the general attitudes were discussed 
and then the hypotheses and their falsification or verification were displayed. Afterwards, the 
additional controls were examined. These were concerned with social desirability bias and  differences 
in gender.  

Figure 7: Research Framework

 

 

 

 

5.1 Attitudes 

According to the frequency analysis the consumers were often indecisive about their attitude towards 
organic and conventional shampoos. However, the general attitude towards organic shampoo tended 
to be more positive than negative. This was also expressed in the differences between the attitude 
towards organic and conventional shampoos. Whereas the findings showed that respondents thought 
conventional shampoo was more suitable for enhancing the appearance, it was seen that they 
preferred organic shampoo for health and environmental effects. It might be that the respondents had 
bad quality perceptions about the effectiveness of organic shampoo regarding the positive altering of 
the outer appearance (Bray, Johns, & Kilburn, 2011). Concerning health and environmental aspects 
the positive attitudes towards organic shampoo were expected since consumers do relate health and 
environmental benefits with organic products (Hamzaoui Essoussi & Zahaf, 2008). The implications 
of the findings regarding attitude on the research model were further discussed in chapter “5.2 
Attitude and Intention”. 

5.1.1 The influence of Consumer Values on Attitude 

Following the posed research framework (Figure 7), the values-attitude part was first looked at. Yeon 
Kim & Chung (2011) suggested in their study that, health consciousness, environmental consciousness  
and appearance consciousness would affect the attitude towards organic shampoo positively. 
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Accordingly, this paper found out that the German consumer attaches importance to the lifestyle of 
health and sustainability (LOHAS) as well as to “staying young” (Breuer & Spillecke, 2010). 
Consequently, hypotheses H1a to H1c were developed:  

H1a:  Health consciousness positively enhances the attitude of German consumers towards buying 
 organic hair care products. 

H1b:  Environmental consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products. 

H1c:  Appearance consciousness positively enhances the attitude of German consumers towards 
 buying organic hair care products. 

These hypotheses have been tested with the help of a multiple regression. According to this analysis, it 
could be seen that health consciousness (H1a) showed a small but significant influence (β=0,144, 
p=0,011), whereas environmental consciousness (H1b) (β=0,340, p=0,000) had a significant medium 
impact on the attitude toward buying organic shampoo. Appearance consciousness (H1c) showed a 
non-significant impact on attitude (β=0,098, p=0,071) Therefore, hypotheses H1a and H1b could be 
supported, whereas H1c had to be rejected. Furthermore, one needs to take into account that only 
environmental consciousness had a medium influence on attitude and with this represents the 
strongest factor.  

5.1.1.1 Health consciousness  

The weak support for H1a corresponds with the findings from Yeon Kim & Chung (2011) who rejected 
the health consciousness hypothesis. Health consciousness might be more applicable to food products 
(Yeon Kim & Chung, 2011). Still it was thought to be relevant to include it into the survey since organic 
goods are perceived as sustaining a healthy lifestyle (Hamzaoui Essoussi & Zahaf, 2008). 
Furthermore, Pudaruth et al. (2015) found that health considerations impact preferences and 
purchase intentions for green cosmetics and beauty-care products.  

5.1.1.2 Environmental consciousness  

H1b could be fully supported, which was in line with the findings of Yeon Kim & Chung (2011). Next to 
that, environmental consciousness also correlated substantially with intention (Pearson 
correlation=4.65, p=0.000), which is in line with the research framework (Figure 7). It predicts that 
environmental consciousness influences attitude and consequently intention. Furthermore, the direct 
effect of environmental consciousness on purchase intention is rather logical since several studies 
defined the term “green purchase intentions” as an intended behavior people aim to perform in order 
to show their environmental concerns and needs (Chekima, Wafa, Igau, Chekima, & Sondoh, 2016; Y.-
S. Chen & Chang, 2013). Also Paladino (2005) considers environmental concern as a determining 
factor of green purchase behavior. Others view environmental awareness as a premise for the 
purchase of sustainable goods (Dembkowski, 1998; Polonsky & Mintu-Wimsatt, 1995). Therefore, it 
can be expected that environmental consciousness correlates with intention. Previous research 
confirms this relation, saying that environmental attitude has a significant impact on environmental 
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purchase intentions and product decisions across cultures and product categories (Chekima et al., 
2016).  

Evidently, values like environmental consciousness influence attitude, which in turn influences 
intentions and finally purchase behavior. Therefore, in order to encourage consumers to buy organic 
shampoo it might be necessary to focus on influencing the value system of the consumers since these 
determine the ultimate behavior, according to Fulton et al. (1996). Values can be influenced and 
changed through media, education, institutions, civil organizations and companies (Dudas, 2009).  

5.1.1.3 Appearance consciousness  

The rejection of H1c did not correspond with the findings of Yeon Kim & Chung (2011). They found 
that next to environmental consciousness, appearance consciousness also plays a major role in 
influencing the attitude towards organic shampoo and organic body lotion. This is logical since people 
develop a form of extended self especially through their body parts. In self-perception research this is 
called cathexis. Body parts are most essential to people’s extended self and play a greater role than 
external possessions, being permanently attached to them. The more mental or emotional energy 
people invest into their body parts, the more they use grooming products to take care of these parts 
(Belk, 1988). Consequently, consumers look for cosmetics and clothing that can change their images 
(Yeon Kim & Chung, 2011) to enhance their extended self. Certain people who aim to stay young 
through preserving a youthful appearance prefer skin and hair care products which are free from 
chemicals (Yeon Kim & Chung, 2011). So, it can be expected that appearance consciousness influences 
the attitude towards organic hair care products substantially. However, it might also be that people 
prefer conventional shampoo or other hair care products in order to maintain a youthful look and to 
enhance their extended self because they think that these products are more effective. Towards 
organic shampoo there might be certain negative performance perceptions as for other organic 
products, too. For example, Bray, Johns, & Kilburn (2011) found out that concerns about the quality of 
organic products are among the barriers which impede consumers to buy ethically. Also Gleim et al. 
(2013) identified a perceived lower performance as an obstacle to buying green products. Since Yeon 
Kim & Chung (2011) examined the US-market - in contrast to this study, which examined the German 
market - it might be that the perception of the ability of organic shampoo to positively alter the 
appearance, are different in the two markets. In the sample of this study findings also showed that 
German consumers perceive organic shampoo as less able to impact appearance than conventional 
shampoo. They therefore might prefer conventional shampoo to improve their appearance.  

5.1.2 Awareness 

Apart from the hypotheses, the researchers found out that the attitude was also affected by the 
awareness about organic shampoo. People who knew about organic shampoo prior to the 
questionnaire had a more positive attitude (56.7%) than those who did not know it before hand 
(41.5%). People who were unaware of organic shampoo were rather indecisive about their attitude 
(50.7%) compared to those who were aware of it (38%). This is only logical since one can better form 
an attitude toward an object if one knows what it is. Therefore, it might be considered to also raise the 
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awareness of the consumers about organic shampoo because this may already enhance the attitude 
positively.  

5.2 Attitude and Intention  

The next step in the research model was the influence of attitude on intention. Since Yeon Kim & 
Chung (2011) and also other studies have confirmed the influence of attitude on intention in different 
cultures and for different organic product categories (Chan & Lau, 2000; Kalafatis et al., 1999; 
Tarkiainen & Sundqvist, 2005) hypothesis H1d has been developed. 

H1d: A positive attitude towards buying organic hair care products leads to a positive intention 
towards buying organic hair care products.. 

The results showed that H1d could be supported as attitude had a medium correlation of 0.4758 with 
intention. Furthermore, it explained 29.2% of the variance of the whole model on intention (β=0.292, 
p= 0.000). This corresponded with Yeon Kim & Chung’s (2011) findings. Besides, it was in line with 
the theory of planned behavior (Figure 1), which stated that a positive or negative “attitude toward the 
behavior” impacts the intention toward the behavior (Ajzen, 2002). Furthermore, the influence of 
attitude on intention is supported by Fulton’s cognitive hierarchy model of human behavior (Fulton et 
al., 1996).  

5.3 The Factors Influencing Intention Through PBC  

The final part of the research framework was concerned with the influence of factors such as trust, 
availability, price and packaging on the perceived behavioral control and thus on purchase intention 
as shown in Figure 7. As the literature review revealed, attitude alone is not sufficient to predict 
intention. This is partly due to the perceived behavioral control people have about purchasing organic 
products (Carrington et al., 2010; Vermeir & Verbeke, 2006; Yeon Kim & Chung, 2011). Often a low 
perceived behavioral control is experienced due to premium prices, rare availability, insufficient 
packaging information or a lack of trust (Barbarossa & Pastore, 2015; Y.-S. Chen & Chang, 2013; 
Johnstone & Tan, 2015; Vermeir & Verbeke, 2006). This can best be expressed in the statement of one 
participant of the study by Johnstone & Tan who said that “it is too hard to be green” (Johnstone & 
Tan, 2015). Therefore, the hypothesis H2a to H2e were developed:  

H2a: The factor trust influences the perceived behavioral control positively. 

H2b: The factor availability influences the perceived behavioral control positively. 

H2c: The factor price influences the perceived behavioral control negatively. 

H2d: The factor packaging influences the perceived behavioral control positively. 

H2e: Perceived behavioral control influences purchase intention positively.  
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The outcomes from the multiple regression and the correlation analysis could support three out of five 
hypotheses. This was because price (β=-0.056, p=0.290) had to be rejected due to a non-significant 
correlation with intention. Furthermore, packaging could not be tested due to reliability issues. Only 
trust (β=0.332, p=0.000) and availability (β=0.213, p=0.000) showed significant correlations with 
intention, while trust showed a medium and availability a small correlation. Therefore, trust had the 
strongest impact on purchase intention. Finally, the correlation analysis supported the general 
influence of PBC on intention. This could be confirmed by an independent samples t-test that revealed 
a significant difference between respondents who chose organic shampoo and respondents who chose 
conventional shampoo with regard to PBC, whereby the PBC construct was computed out of 
Total_Availability, Total_Price and Total_Trust. The independent samples t-test showed that the 
mean value for PBC was with 22.36 lower for organic shampoo than for conventional shampoo with 
23.26. This means that more of the people who chose organic shampoo agreed with the items 
measuring PBC, indicating e.g. greater trust and greater perceived availability and thus a higher 
perceived control over buying organic shampoo. This supported hypothesis H2e that a higher PBC 
leads to a higher purchase intention.  

Consequently, leaving H2c (price) and H2d (packaging) aside, H2b has been only weakly supported, 
whereas H2a and H2e have been supported to a medium degree by the statistical analysis. This is 
partly not in line with the literature review since several authors suggested that price and availability 
both were major barriers which impede consumers from buying green products (Barbarossa & 
Pastore, 2015; Carrington, Neville, & Whitwell, 2014; De Pelsmacker & Janssens, 2007; Vermeir & 
Verbeke, 2006). However, there were some reasons which might explain the unexpected small 
correlation of availability and the rejection of price. In order to provide a more structural overview 
and a more in-depth discussion of the individual factors, a section has been assigned to each factor 
respectively.  

5.3.1 PBC  

Based on the findings PBC impacted purchase intention and therewith contributes to the gap between 
attitude and intention regarding organic hair care products. As described in the literature review PBC 
plays a decisive role in the TPB-model by Ajzen (1991). This role has been confirmed as several 
researchers have already found PBC to play an important role in the green purchasing gap (Carrington 
et al., 2010; De Pelsmacker & Janssens, 2007; Vermeir & Verbeke, 2006). Yeon Kim & Chung (2011) 
identified the PBC as a moderating factor between attitude and intention and this is why it was chosen 
to focus on this factor. The literature review also revealed that factors such as trust, availability, price 
and packaging directly influence PBC and can therefore be regarded as inherit parts of the perceived 
behavioral control, which jointly affect the purchase intention towards organic products. This has 
been confirmed by the findings which revealed that the factors trust, availability and price all had an 
impact on the purchase intention. In the following, each factor of the PBC will be discussed separately.  

5.3.1 Trust 

Apart from the predicted correlation between trust and intention (Pearson correlation: 0.362, 
p=0.000), trust also had a strong significant correlation with attitude (Pearson correlation: 0.517, 

!73



p=0.000). This did not correspond with the research framework of this thesis. However, it makes 
sense. According to Ajzen (2002), behavioral beliefs form an attitude towards a particular behavior. 
Consequently, the belief that the green product intended to be bought was trustworthy, probably 
influenced the attitude towards buying this product positively. Since trust significantly influenced 
attitude and intention, it seemed to play a major role in this study and maybe even in the whole 
German organic hair care market. This is also confirmed by the literature review. Due to 
greenwashing, consumers might be more skeptical towards green claims and lose their trust in 
sustainable products (Y.-S. Chen & Chang, 2013; Johnstone & Tan, 2015). However, trust is a 
determining factor for purchase intention (L. C. Harris & Goode, 2010) as it determines how confident 
a person is that another party acts as predicted (Hart & Saunders, 1997). Consequently, if consumers 
have little trust in the green claims of a product, then they will not feel confident that the product will 
fulfill their green needs and expectations. Low confidence implies a low perceived behavioral control, 
which consequently leads to a low purchase intention.  

One way to enhance trust is through packaging, especially through eco-labels on the packaging 
(Chekima et al., 2016). According to a report by the Massachusetts Department of Environmental 
Protection, consumers struggle to find and identify green products in the retail store (Chekima et al., 
2016). Also this thesis intended to examine the link between packaging and the green purchasing gap. 
As the reliability of the packaging construct could not be approved, this could not be investigated. Yet, 
the theory shows that trust can be fostered through packaging. For example, eco-labels can enhance 
trust by providing trustworthy information and increasing transparency (Chekima et al., 2016). 
According to Parkinson (1975), eco-labels are perceived as trustworthy, which leads to the fact that 
products with eco-label are judged more favorably than those without. Also Atkinson & Rosenthal 
(2014) found out that trust can be enforced by eco-labels. However, the degree of trust an eco-label 
can contribute to a product also depends on the eco-label source. For example, eco-labels, which are 
approved by official third parties like governmental institutions, are perceived as more trustworthy 
(D'Souza, Taghian, & Lamb, 2006). Furthermore, Atkinson & Rosenthal (2014) state that “argument 
specificity” has an impact on the degree of trust an eco-label can provide. This means that labels which 
provide detailed information about environmental claims and benefits are more effective in rendering 
a green product more trustworthy. This corresponds also with the findings of Barbarossa & Pastore 
(2015) who state that a lack of proper communication and information impedes the consumers from 
green purchasing behavior. Also the findings of this thesis gave some support for this theory. Although 
general claims about the influence of packaging could not be made due to reliability issues, the 
purchase intention control section revealed that the majority of respondents with a high purchase 
intention agreed on the statement that clear information was provided on packaging of organic 
shampoo. This supports that eco-labels generally work better along with clear and detailed 
information, when aiming at enhancing trust.  

5.3.2 Availability  

In contrast to the literature review availability only correlated weakly with intention. This is e.g. in 
contrast to the findings of Barbarossa & Pastore (2015) who listed the limited availability of green 
products as one major barrier for green purchasing behavior. Johnstone & Tan (2015) stated that their 

!74



respondents perceived green consumerism as taking too much time and effort, especially when living 
in the wrong place. However, Bray et al. (2011) found out that the participants of their study did not 
perceive it as too much effort to purchase green products. Bray et al. (2011) assumes that this might be 
due to the fact that ethical products start to become more easily and widely available. For example, 
numerous green products have been added recently to the assortment of mainstream retail stores 
(Bray et al., 2011). In fact, in the German market, organic products become more and more available, 
even in mainstream discounters like Lidl, Aldi, Rewe and Plus, according to the German business 
newspaper Handelsblatt (2016). For instance, Lidl plans to achieve a 20% share of organic products 
for their whole assortment and Rewe officials are convinced that “organic is no longer a niche 
market” (Handelsblatt, 2016). Therefore, availability of organic products might be less of an issue for 
German consumers nowadays.   

5.3.3 Price 

In contrast to literature review and the expectations of the authors of this thesis, the hypothesis that 
price negatively influence purchase intention had to be rejected. This was quite surprising since a 
superior price was the most often named factor for not buying organic products according to Gleim et 
al. (2013). However, the purchase intention control section revealed that price had a high impact on 
purchase intention. Yet, for both, the people who chose organic- and the people who chose 
conventional shampoo, the price was almost equally important, namely 51% and 61.1% respectively.  

The rejection of price as an influencing factor might have derived from the issue that people are quite 
sensitive when they have to make statements about their budget. For example, a common issue in 
surveys is a response bias for questions about income originating from people’s sensitivity about this 
topic and the perception that questions about income are “impolite” (Moore & Welniak, 2000). 
Closely linked to this sensitivity is certainly the issue of money as an extension of the self (Belk, 1988). 
Money is generally seen as a symbol of success, power and masculinity (Belk, 1988). Consequently, 
according to the theory of the extended self, if people believe strongly in money as their extended self, 
their mood and emotions are affected positively if their money is doing well (Belk, 1988). Vice versa, 
people’s emotions are negatively affected when they experience loss of a part of their money, e.g. some 
feel naked without their wallets (Belk, 1988). Other studies show that higher income leads to higher 
self-esteem (Diener, 2000). As a consequence, if possession like money are perceived as part of the 
self or as extended self, the loss of these possessions is equal to a “loss or lessening of self” (Belk, 
1988). Therefore, it might have been that the answers to the questionnaire were not fully honest with 
regard to questions about price, due to reasons like sensitivity and protection of the extended self. 
Respondents might not have wanted to admit that their budget did not allow them to afford 
themselves premium priced products.  

Other studies suggested that premium price might play a less important role than generally expected 
when it comes to the purchase of green products. For instance, Chekima et al. (2016) found out that 
consumers were not as price sensitive as expected and that premium price did not play a major role in 
purchasing green products. According to their findings, the majority of participants of their survey 
were willing to pay an additional price of 20 to 30 percent (Chekima, Wafa, Igau, Chekima, & Sondoh, 
2016). However, this might have been due to the fact that the study was conducted in Malaysia where 
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people have more collectivistic values and therefore attach more importance to man-nature 
orientation (Chekima et al., 2016). Yet, the study from Laroche et al. (2001) from Canada also states 
that high environmental attitudes can lower sensitivity to premium price. According to this study, 
consumers with a high environmental attitude, which is expressed in the perceived importance of 
acting environmentally friendly, are more willing to pay a higher price (Laroche, Bergeron, & Barbaro-
Forleo, 2001). This corresponds with the findings of this thesis, which showed that environmental 
consciousness has a much higher impact on attitude and intention than price.  

5.4 Additional Controls  

5.4.1 Social Desirability Bias 

The results showed that social desirability bias might influence the respondents’ statements with 
regard to purchase intentions. For example, people with a high purchase intention also stated more 
often that they would buy organic shampoo because of their sense of duty. However, this effect 
seemed not so strong as a great majority of the people was not affected by social desirability bias. For 
instance, the majority of people who would choose to buy the organic shampoo, would not do so due 
to their feeling of guilt. Also a great majority of over 80% of the people who would choose 
conventional shampoo would not feel guilty about it.  

5.4.2 Gender 

Furthermore, it could be seen that there were some differences in gender. For instance, the female 
respondents were more health, environmental and appearance conscious than males, while their 
environmental consciousness can be identified as the strongest factor. They also had a higher PBC and 
purchase intention. Interestingly, there was no significant difference to be found for attitude, price 
and trust. These results were partly in line with literature, since the majority of studies showed the 
greatest consistency for women being more concerned with environmental-friendly behavior (Fisher, 
Bashyal, & Bachman, 2012). However, Fisher et al. (2012) also state that asking questions about 
specific green behavior might show a higher correlation to demographics than questions about general 
attitudes. This might explain why there was no significant difference in attitude but in intention 
between male and female respondents. Fisher et al. (2012) asked questions about different green 
behaviors and found out that women were more inclined to use green products than men. Also other 
studies acknowledged that women are more environmentally conscious than men (B. Harris, Burress, 
& Eicher, 2000; Kollmuss & Agyeman, 2002) 
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6. Conclusion 

6.1 Purpose and Research Questions 

The purpose of this study was to examine the factors which lead to the green purchasing gap in the 
German hair care market. In order to fulfill this purpose two research questions were developed:  

RQ1: What is the nature of the German consumers’ attitudes towards buying organic hair care 
products? 

The findings of this study suggested that the attitude of German consumers of the generation Y 
towards organic hair care products is mainly influenced by environmental consciousness. Other values 
like health and appearance consciousness play a less important role. The insignificant role of 
appearance consciousness might have been due to low performance perceptions of organic shampoo. 
Furthermore, it could be concluded from the findings that attitude toward organic shampoo might be 
influenced by awareness. Consequently, more awareness could lead to a positive attitude among more 
consumers. Finally, the outcomes showed that the attitude towards organic shampoo influences the 
German consumers’ purchase intention of organic shampoo. In conclusion, environmental values 
enhance a positive attitude towards organic hair care products, which in turn affects purchase 
intention.  

RQ2: How do the factors trust, availability, price and packaging influence the gap between attitude 
and intention within the German organic hair care market? 

The outcomes of the statistical analysis showed that trust had the greatest influence on purchase 
intention. Availability showed only weak correlations with purchase intention, while price showed no 
significant correlation and packaging could unfortunately not be measured due to reliability issues. 
The weak correlation of availability with intention might be due to the fact that organic products are 
increasingly available in mainstream retail stores and discounters in Germany. The insignificant 
impact of price might be due to a response bias originating from sensitivity issues. Therefore, one 
could conclude from the findings that trust plays a major role in moderating the relationship between 
attitude and intention of young German consumers in the organic hair care market.  

The main factor which leads to the green purchasing gap in the German organic hair care market is 
thus trust. Together with attitude, which is mainly affected by environmental consciousness, trust 
influences the purchase intention of organic shampoo among Germans of the generation Y. The role of 
packaging and price should however be further examined for this market.  

6.2 Implications  

6.2.1 Theoretical Implications 

A substantial amount of research has already been conducted on the investigation of the green 
purchasing gap across nations, cultures and product categories (Barbarossa & Pastore, 2015; 
Carrington et al., 2010; Y.-S. Chen & Chang, 2013; De Pelsmacker & Janssens, 2007; Vermeir & 
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Verbeke, 2006). However, little research has been carried out for organic hair care products 
(Pudaruth, Juwaheer, & Seewoo, 2015; Yeon Kim & Chung, 2011). This thesis is consequently most 
likely to be the first study which examines the green purchasing gap for the German organic hair care 
market. The results can therefore serve as a starting point and guideline for future research in this 
market. By investigating the nature of the green purchasing gap in the German organic hair care 
market this thesis follows a TPB-approach, while combining findings from Yeon Kim & Chung (2011) 
about consumer values and findings from other studies concerning perceived behavioral control. 
Relevant theoretical outcomes are that factors which have long been regarded as vital for a low 
perceived behavioral control and thus for the green purchasing gap such as price (De Pelsmacker & 
Janssens, 2007; Carrington et al., 2010) and availability (Barbarossa & Pastore, 2015) might play a 
less significant role in the German hair care market. This might be due to the fact that in Germany 
organic products are increasingly available for people with lower income because of main discounters’ 
strategies to raise their organic assortments. Furthermore, the significant impact of environmental 
consciousness on attitude and intention towards buying organic hair care products might account for 
the lower price sensitivity of the German consumers. This thesis suggests that rather than price and 
availability, trust plays a significant role in the organic hair care market in Germany. This corresponds 
with the raising distrust of German consumers towards companies due to the financial crisis (Breuer 
& Spillecke, 2010). This is most likely also linked to greenwashing issues (Y.-S. Chen & Chang, 2013; 
Johnstone & Tan, 2015). Another outcome which is deviating from previous studies (Yeon Kim & 
Chung, 2011; Pudaruth et al., 2015) is that appearance consciousness plays an insignificant role in 
influencing the attitude towards organic shampoo. This might be due to low quality perceptions of 
German consumers towards organic hair care products. Next to these findings related to the research 
framework, the notion that women tend to be more environmentally conscious than men (Fisher et 
al., 2012; B. Harris et al., 2000; Kollmuss & Agyeman, 2002) could be confirmed.  

All in all, this thesis shows some first interesting insights into the German organic hair care market, 
which need to be explored further by future research. 

6.2.2 Managerial Implications 

Marketers who are aiming at increasing sales of organic shampoo should take several things into 
account.  

First of all, the researchers suggest that marketers enhance the awareness of organic shampoo in 
general. This implication resulted out of almost half of the respondents (45.8%) not knowing what 
organic shampoo was prior to the survey, while also evaluating them less favorable than the 
respondents who did know what organic shampoos were. In order to avoid any possible issues with 
premium prices, the environmental values of the consumers should be appealed to. Environmental 
consciousness has a significant impact on attitude and intention towards buying organic shampoo. 
Therefore, the communication and in-store promotion should express clearly the environmental 
benefits and impact of the product on the consumer.  

This can be done by clear information on the packaging. Research shows that confusing or non-
detailed information can be an important barrier to the purchase of green products (Barbarossa & 
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Pastore, 2015). Furthermore, also the findings of this thesis suggest a link between clear packaging 
information and higher purchase intention. These detailed information should be given along with an 
eco-label acknowledged by official (e.g. governmental) institutions (D'Souza et al., 2006). The eco-
label can enhance trust, which is another vital factor influencing the purchase intention. However, it is 
recommended to provide the eco-label only in combination with detailed and clear information. The 
combination of clear information and eco-label can at the same time appeal to the environmental 
values of the consumer as well as enhance the trust for the product.  

Another implication could be to actively promote the advantages of organic shampoo in contrast to 
conventional shampoo in order to reduce possible negative quality perceptions and thus achieve a 
greater effect of appearance consciousness on attitude and consequently on purchase intention. Also 
the health benefits should be emphasized more in order to raise the impact of health consciousness on 
purchase intention. 

Ultimately, marketers should find new ways to market organic shampoo to men more actively. 
Women in general are more environmentally and appearance conscious than men. Furthermore, 
environmental consciousness had the greatest impact on attitude towards buying organic hair care. 
Therefore, marketers should try to raise the environmental consciousness of men in order to make the 
product more appealing to them.   

6.2.3 Societal Implications 

The results of this study suggest that trust and environmental concern have a significant impact on the 
purchase intention of the German customer towards organic hair care products. Due to the rising 
prominence of such environmental and sustainability concerns, governmental-, as well as non-
governmental organizations increasingly aim to influence the public’s consciousness of their impact 
on the environment (Kilbourne & Pickett, 2008). Sustainability is hereby defined as „meeting the 
needs of the present without compromising the ability of future generations to meet their own 
needs“ (Brundtland, 1987). This definition effectively illustrates that sustainability is not 
environmentalism in its most modern form, but rather a new way of looking at the world as its whole. 
It shows that the current generation has the obligation to consider intergenerational justice and share 
responsibly with their actions (Spangenberg, 2001). 

Being human, it is our duty to not only look after the wellbeing and ensuring a dignified life for merely 
some specific groups, but rather for the whole population (Spangenberg, 2001). This principle means 
a justice in sharing of not only the benefits for the consuming society, but also of the resulting dangers 
(Beck & Poferl, 1986). Therefore, it offers an attractive starting point for organic products, as 
contributions to sustainability needs. These products have to satisfy the human needs in the most 
efficient way possible (Spangenberg, 2001). Merely enhancing the German hair care market is not 
enough in order to create a sustainable society. This idea needs to be expanded to other fields, such as 
eco-efficient services, and even social processes. 

This goal implies that also future generations are offered the opportunity to meet their own, self-
defined needs. It contains the protection of the environment with all its resources in a way that 
generations to come have the basis to still be able to live their preferred lifestyles, in a resourceful 
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planet. It includes also non-monetary values like a healthy environment, equal opportunities and a 
connected society (Spangenberg, 2001). 

6.3 Future Research  

As the influence of packaging on purchase intention could not be examined due to reliability issues 
future research should definitely investigate this for the German organic hair care market. In 
particular, the relation between trust and packaging should be further researched and also expanded 
to other product categories. Furthermore, the nature of the factor trust with regard to greenwashing 
and financial crises should be further investigated and expanded to other product categories. In 
addition, the influence of the factor price should further be examined. Any potential issues of 
sensitivity around this topic might be avoided by conducting observational research. Another issue to 
investigate would be appearance consciousness and any quality perceptions of organic shampoo 
linked to that. Also it should be looked at how to reach more male consumers with organic shampoo. 
What is more, this research model should be expanded to other personal care products like skin care 
products and cosmetics in order to reveal any possible differences.  

6.4 Limitations  

Possible difficulties which could have occurred when executing this research are the unwillingness of 
suitable hair care product shoppers to participate in the survey. Furthermore, the original aim of 384 
respondents could not be accomplished due to time constraints. However, 306 respondents are still 
regarded as acceptable (Malhotra & Birks, 2007). Moreover did the data miss out on body language, 
the atmosphere and the opportunity to see if the respondents understand the question in a correct 
way or not, when doing the online survey (Bryman, 2012). In addition, with an online questionnaire, it 
was impossible to check who exactly has answered the survey. Even if the survey has been sent to one 
person, the researchers could not be sure, that the person to whom it was sent answered the questions 
(Bryman, 2012). This could have influenced the outcome of this study significantly. Also, as 
mentioned above, it was difficult to ask a variety of questions, as the interest in the subject matter 
might have gotten lost quickly. To ensure the participants attention to last for the whole survey, the 
amount of questions had to be limited. Certain aspects of the demographics probably influenced the 
sample population as it consisted mainly out of acquaintances, student colleagues, friends and family 
of the researchers in Western Germany. Lastly, the response rates of online questionnaires are usually 
very low (Bryman, 2012), as there is nobody to encourage the participation. Furthermore, Bryman 
(2012) says that it is possible that the respondents differ from the people who refuse. There is the risk 
of bias, if alike-thinking people participate and the others refuse. This could have strongly influenced 
the outcome of the data collection and therewith the value of this study (Bryman, 2012).  

Concerning specifics of this study, the fact that the construct of packaging had to be excluded from 
further analysis was due to a low Cronbach Alpha of 0,320. The low reliability might originate from 
errors in the translation of the scales from English into German. Also the choice of measurement 
questions might have been inadequate. However, after pre-testing, there was no indication that these 
items were not suitable.  

!80



The fact that price and availability show a weak correlation with intention might be due to translation 
errors or an inadequate choice of measurement items. However, both price and availability achieved 
an acceptable Cronbach’s alpha and also the factor analysis showed that the items chosen to compose 
the construct were loading sufficiently. Only one item had to be removed from price since it did not 
load and since it improved cronbach’s alpha. 
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Appendix: 

Appendix 1: Survey English 

The aim of this survey is to gather insights into how organic shampoo is perceived by German 
consumers.  

  

Please read the instructions for each question carefully. 

All data collected with this survey is anonymous and will be used for research purposes only. Your 
responses in this survey will be treated with ultimate confidentiality and will not be forwarded to third 
parties. 

We want to thank you in advance for your time! 

What is your gender? 

❍ Male 

❍ Female 

How old are you? 

❍ Under 18 

❍ 18-35 

❍ Over 35 

If Under 18 Is Selected, Then Skip To End of SurveyIf Over 35 Is Selected, Then Skip To End of Survey 

What is the highest level of education you have completed? 

❍ Less than High School 

❍ High School / GED 

❍ Bachelor Degree 



❍ Masters Degree 

❍ Doctoral Degree 

❍ Professional Degree (JD, MD) 

What is your monthly income range? 

❍ Below 1,000 € 

❍ 1,000 € - 3,000 € 

❍ 3,000 € - 5,000 € 

❍ Over 5,000 € 

How many persons currently live in your household, including yourself? 

❍ 1 

❍ 2 

❍ 3 

❍ 4 

❍ 5 

❍ 6 + 

How many children (under the age of 18) are currently living in your house? 

❍ 0 

❍ 1 

❍ 2 

❍ 3 

❍ 4 

❍ 5 + 

From which province are you? 
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❍ Baden-Württemberg 

❍ Bayern 

❍ Berlin 

❍ Bremen 

❍ Brandenburg 

❍ Hamburg 

❍ Hessen 

❍ Mecklenburg-Vorpommern 

❍ Niedersachsen 

❍ Nordrhein-Westfalen 

❍ Rheinland-Pfalz 

❍ Saarland 

❍ Sachsen 

❍ Sachsen-Anhalt 

❍ Schleswig-Holstein 

❍ Thüringen 

❍ Not from Germany 

If Not from Germany Is Selected, Then Skip To End of Survey 

Do you purchase your hair care products yourself? 

❍ Yes 

❍ No 

Do you know what organic shampoo is?  

❍ Yes 

❍ No 

If Yes Is Selected, Then Skip To End of Block 
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Please read the following text before continuing the survey.  

The majority of conventional personal care products such as shampoo contain chemicals and 
petroleum-based ingredients. 

Organic shampoos normally use natural and sustainable ingredients Besides, organic shampoos do 
not make use of animal testing. 

Please click the answer which represents how you feel about the following statements 

My appearance is an important part of who I am 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

One of the last things I do before I leave my house is to look in the mirror 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I should do whatever I can to always look my best 

❍ Strongly agree 

❍ Agree 
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❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I take actions to constantly improve my health 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 
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I reflect about my health a lot 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I'm usually aware of my health 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I have switched certain products for ecological reasons before. 

❍ Strongly agree 

❍ Agree 

❍ Somewhat agree 

❍ Disagree 

❍ Somewhat disagree 

When I think of the ways industries are polluting the environment, I get frustrated and angry 

❍ Strongly agree 

❍ Agree 

❍ Somewhat agree 

❍ Disagree 

❍ Somewhat disagree 
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I’m willing to ride a bicycle or take the bus to work in order to reduce air pollution 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

My attitude towards organic shampoo is positive 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I believe that... 

Strongly 
agree Agree

Neither 
agree nor 
disagree

Disagree Strongly 
disagree

...organic 
shampoos 

can improve 
my physical 
appearance

...convention
al shampoos 
can improve 
my physical 
appearance

...organic 
shampoos 
are safe for 
my health
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Organic shampoo is highly priced 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I perceive organic personal care products as luxurious products 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

It is acceptable to pay more for hair care products that are produced and processed in an 
environmentally friendly way. 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

...convention
al shampoos 
are safe for 
my health

...organic 
shampoos 
protect the 

planet

...convention
al shampoos 
protect the 

planet
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❍ Strongly disagree 

I would consider buying organic shampoo if ... 

❍ ...it was cheaper than conventional shampoo 

❍ ...it was more or less the same price as conventional shampoo. 

❍ ... it was slightly more expensive than conventional shampoo. 

❍ ... it was significantly more expensive than conventional shampoo. 

❍ I do not consider buying organic shampoos 

I feel that the environmental claims of organic shampoos are generally trustworthy. 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Advertisements for organic shampoos are honest 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Manufacturers of organic shampoos keep promises and commitments for environmental protection 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 
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❍ Disagree 

❍ Strongly disagree 

I only choose shampoo with attractive packaging and labelling 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Clear information about ingredients is provided on all shampoo products 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Packaging information about ethical claims influence my choice for shampoo 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Organic shampoo is easily available 

❍ Strongly agree 

❍ Agree 
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❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Organic shampoo has a sufficient product range 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I can find organic shampoo in my local store 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

It is likely that I will purchase organic shampoo in the near future 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I intend to purchase organic shampoo within the next month 

❍ Strongly agree 
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❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I am considering to buy organic personal care products 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

!  
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Which of the two hair care products would you buy? 

❍ The first one: organic 

❍ The second one: conventional 

If The first one: organic Is Selected, Then Skip To I would actively seek out this organi...If The second 
one: conventional Is Selected, Then Skip To I would feel guilt if I would not buy... 

I would actively seek out the organic shampoo in the store 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I would feel good about buying the organic shampoo 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I only choose organic shampoo with attractive packaging and labelling 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 
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Clear information about biological ingredients is provided on all organic shampoo products 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Packaging information about ethical claims influence my choice for organic shampoo 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

I would feel guilty if I didn't buy the organic shampoo 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 

Answer If Which of the two hair care products would you buy? The second one: conventional Is 
Selected  

I would not believe the environmental claims made on this packaging of the organic shampoo 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 
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❍ Strongly disagree 

Answer If Which of the two hair care products would you buy? The second one: conventional Is 
Selected 

The price would play a decisive role in my decision 

❍ Strongly agree 

❍ Agree 

❍ Neither agree nor disagree 

❍ Disagree 

❍ Strongly disagree 
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Appendix 2: Survey German 

Master Thesis German - Distribute 

Im Rahmen unserer Masterarbeit versuchen wir herauszufinden wie Bioshampoos von deutschen 
Konsumenten wahrgenommen werden. 

Bitte lesen Sie sich die folgenden Fragen genau durch. 

Die Umfrage wird anonym durchgeführt und allein zum Zweck unserer Masterarbeit verwendet. 
Nehmen Sie sich hierfür bitte etwa 4-5 Minuten Zeit. 

Wir danken Ihnen sehr für Ihre Hilfe! 

Geschlecht: 

❍ Männlich 

❍ Weiblich 

Alter: 

❍ Jünger als 18 

❍ 18 - 26 

❍ 27 - 35 

❍ Älter als 35 

Was ist Ihr höchster Bildungsabschluss? 

❍ Hauptschulabschluss 

❍ Realschulabschluss 

❍ Abitur 
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❍ Bachelor 

❍ Master 

❍ Doktor 

Wie hoch ist Ihr monatliches Einkommen? 

❍ Weniger als 1.000 € 

❍ 1.000 € - 3.000 € 

❍ 3.000 € - 5.000 € 

❍ Mehr als 5.000 € 

Wie viele Personen leben in ihrem Haushalt (einschließlich Ihnen selbst)?  

❍ 1 Person 

❍ 2 Personen 

❍ 3 Personen 

❍ 4 Personen 

❍ 5 Personen 

❍ 6 Personen 

❍ 7 Personen oder mehr 

Wie viele von den in Ihrem Haushalt lebenden Personen sind Kinder (unter 18 Jahren)?  

❍ keine 

❍ 1 Kind 

❍ 2 Kinder 

❍ 3 Kinder 

❍ 4 Kinder 

❍ mehr als 4 Kinder 

!16



Aus welchem Bundesland kommen Sie? 

❍ Baden-Württemberg 

❍ Bayern 

❍ Berlin 

❍ Bremen 

❍ Brandenburg 

❍ Hamburg 

❍ Hessen 

❍ Mecklenburg-Vorpommern 

❍ Niedersachsen 

❍ Nordrhein-Westfalen 

❍ Rheinland-Pfalz 

❍ Saarland 

❍ Sachsen 

❍ Sachsen-Anhalt 

❍ Schleswig-Holstein 

❍ Thüringen 

❍ Nicht aus Deutschland 

Kaufen Sie Ihre Haarpflege-Produkte selbst? 

❍ Ja 

❍ Nein 

Wissen Sie was Bioshampoos sind? 

❍ Ja 

❍ Nein 
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Bitte lesen Sie folgenden Text bevor Sie fortfahren.Die Mehrheit gewöhnlicher Haarpflege-Produkte 
wie z.B. Shampoos beinhalten hauptsächlich chemische Inhaltsstoffe sowie Inhaltsstoffe auf 
Erdölbasis. 

Im Gegensatz zu konventionellen Haarpflege-Mitteln werden für Bioshampoos größtenteils natürliche 
und nachhaltige Inhaltsstoffe verwendet. Außerdem verzichten Bioshampoos auf Tierversuche.   

Bitte wählen Sie die Antwortmöglichkeit, die am ehesten Ihrer Meinung entspricht.  

Mein Aussehen ist ein wichtiger Teil von mir 

❍ Ich stimme voll und ganz zu 

❍ Ich stimme zu 

❍ Unentschieden 

❍ Ich stimme nicht zu 

❍ Ich stimme gar nicht zu 

Bevor ich aus dem Haus gehe, werfe ich für gewöhnlich nochmal einen Blick in den Spiegel 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich versuche immer perfekt auszusehen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 
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Ich versuche aktiv meinen Gesundheitszustand zu verbessern 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich denke oft über meine Gesundheit nach 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Für gewöhnlich bin ich mir über meinen Gesundheitszustand bewusst  

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich habe mich schon einmal der Umwelt zuliebe für ein Bio-produkt entschieden 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 
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❍ Stimme gar nicht zu 

Es macht mich wütend, wenn ich darüber nachdenke, wie die Industrie die Umwelt verschmutzt 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich bin bereit mit dem Fahrrad oder Bus zu fahren, um Umweltverschmutzung zu vermeiden 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Meine Meinung zu Bioshampoo ist positiv  

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 
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Ich bin der Meinung dass... 

Bioshampoos sind teuer 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

Stimme voll 
und ganz zu Stimme zu Unentschied

en
Stimme nicht 

zu
Stimme gar 

nicht zu

...Bioshampo
os mein 

Aussehen 
verbessern 

können

...gewöhnlich
e Shampoos 

mein 
Aussehen 
verbessern 

können

...Bioshampo
os 

unbedenklich 
für die 

Gesundheit 
sind

...gewöhnlich
e Shampoos 
unbedenklich 

für die 
Gesundheit 

sind

...Bioshampo
os 

unbedenklich 
für die 

Umwelt sind

...gewöhnlich
e Shampoos 
unbedenklich 

für die 
Umwelt sind
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❍ Stimme gar nicht zu 

Für mich ist Bioshampoo ein Luxusartikel 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich finde es akzeptabel für umweltfreundliche Haarpflege-Produkte mehr zu bezahlen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht 

Ich würde es in Betracht ziehen, Bioshampoo zu kaufen, wenn... 

❍ ...es billiger wäre als gewöhnliches Shampoo 

❍ ...es mehr oder weniger den selben Preis hätte wie gewöhnliches Shampoo 

❍ ...es etwas teurer wäre als gewöhnliches Shampoo 

❍ ...es bedeutend teurer wäre als gewöhnliches Shampoo 

❍ Ich würde es gar nicht in Betracht ziehen 

Ich sehe die Versprechen von Bioshampoos über Umweltfreundlichkeit als vertrauenswürdig an 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 
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❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Die Werbung von Bioshampoos ist ehrlich 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Hersteller von Bioshampoos halten die Versprechen über ihre Umweltfreundlichkeit 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich entscheide mich nur für Shampoos mit einer attraktiven Verpackung 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

 
Eindeutige Informationen über Inhaltsstoffe sind auf allen Shampoos zu finden 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 
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❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Verpackungsinformationen über ethische Versprechen beeinflussen meine Wahl für Shampoo 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Bioshampoo ist überall erhältlich  

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Bioshampoo gibt es in ausreichend vielen Ausführungen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Bioshampoo ist in Geschäften in meiner Nähe erhältlich  

❍ Stimme voll und ganz zu 

❍ Stimme zu 
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❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich ziehe es in Betracht Bioshampoo zu kaufen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Die Wahrscheinlichkeit ist hoch, dass ich in der nächsten Zeit ein Bioshampoo kaufe 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich beabsichtige Bioshampoo innerhalb des nächsten Monats zu kaufen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 
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!  

Welches der beiden Shampoos würden Sie kaufen? 

❍ Das Erste: Bioshampoo 

❍ Das Zweite: Standard-Shampoo 

Ich würde im Geschäft aktiv nach dem Bioshampoo suchen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich würde das Bioshampoo aus Pflichtbewusstsein heraus kaufen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unenschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 
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Ich entscheide mich nur für Bioshampoo mit einer attraktiven Verpackung 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Eindeutige Informationen über biologische Inhaltsstoffe sind auf allen Bioshampoos zu finden 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Verpackungsinformationen über ethische Versprechen beeinflussen meine Wahl für Bioshampoo 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Ich würde mich schuldig fühlen, wenn ich das Bioshampoo nicht kaufen würde 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 
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❍ Stimme gar nicht zu 

Ich würde den auf den Etiketten stehenden Versprechen über Umweltfreundlichkeit nicht vertrauen 

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Der Preis wäre ausschlaggebend für meine Wahl  

❍ Stimme voll und ganz zu 

❍ Stimme zu 

❍ Unentschieden 

❍ Stimme nicht zu 

❍ Stimme gar nicht zu 

Appendix 3: Frequency Tables
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Statistics

Gender Age Education Income
People in 
household

Children in 
household State Selfpurchase

Do you know 
what Bio-

shampoo is? Text1 Text2
APPEARENCE 

importance
APPEARENCE 

mirror
APPEARENCE 

perfection
HEALTH active 
improvement

HEALTH 
consciousness

HEALTH 
awareness

ENVIRONMEN
T purchase

ENVIRONMEN
T emotions

ENVIRONMEN
T bike

ATTITUDE 
general

ATTITUDE 
organic 

shampoo 
apprearence

ATTITUDE 
conventional 

shampoo 
appearence

ATTITUDE 
organic 

shampoo 
health

ATTITUDE 
conventional 

shampoo 
health

ATTITUDE 
organic 

shampoo 
environment

ATTITUDE 
conventional 

shampoo 
environment

PRICE 
expensive

PRICE luxury 
product

PRICE 
acceptance PRICE intention

TRUST 
promises

TRUST 
advertisement

TRUST 
manufacturers

PACKAGING 
attractive

PACKAGING 
information 

details

PACKAGING 
information 

ethical 
promises

AVAILABILITY 
everywhere

AVAILABILITY 
product range

AVAILABILITY 
local store

INTENTION 
general

INTENTION 
time

INTENTION 
next month PICTURES CHOICE SEEK in store

PURCHASE 
duty

PACKAGING 
organic 

attractive

PACKAGING 
organic 

information 
details

PACKAGING 
organic 

information 
ethical 

promises
GUILT 

purchase
TRUST 

packaging PRICE decisive
N Valid

Missing
Mean
Median
Std. Deviation
Minimum
Maximum

306 306 306 306 306 306 306 306 306 140 305 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 306 305 305 305 305 305 305 305 305 110 110 110 110 110 305 195 195
0 0 0 0 0 0 0 0 0 166 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1 1 1 1 1 196 196 196 196 196 1 111 111

1,56 2,29 3,54 1,49 2,63 1,13 6,83 1,00 1,46 1,00 1,00 1,79 1,83 2,82 2,11 2,17 1,99 2,53 2,23 2,35 2,47 3,19 2,94 2,23 2,95 2,40 3,50 2,28 2,79 2,46 10,53 2,73 3,10 2,97 3,09 3,01 3,18 3,30 3,23 2,55 2,58 3,15 3,39 1,00 1,64 2,75 2,58 3,11 2,79 2,59 3,91 2,96 2,15
2,00 2,00 4,00 1,00 2,00 1,00 9,00 1,00 1,00 1,00 1,00 2,00 2,00 3,00 2,00 2,00 2,00 2,00 2,00 2,00 3,00 3,00 3,00 2,00 3,00 2,00 4,00 2,00 3,00 2,00 10,00 3,00 3,00 3,00 3,00 3,00 3,00 3,00 3,00 2,00 2,00 3,00 4,00 1,00 2,00 3,00 2,00 3,00 3,00 2,00 4,00 3,00 2,00
,498 ,703 ,846 ,669 1,499 ,542 3,502 ,000 ,499 ,000 ,000 ,718 ,917 ,885 ,844 ,910 ,687 1,328 1,021 1,086 ,872 ,957 ,982 ,826 ,859 ,901 ,778 ,784 1,036 ,955 ,906 ,783 ,650 ,647 1,102 ,977 1,051 ,877 ,830 ,884 ,987 1,046 1,020 ,000 ,481 1,070 ,932 1,052 ,767 ,849 ,869 ,896 ,889

1 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 9 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1
2 4 6 4 7 6 1 6 1 2 1 1 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 1 3 5 5 5 5 5 5 5 5 5 5 5 5 1 2 5 5 5 5 5 5 5 5

Frequency Table
Gender

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Male

Female
Total

136 44,4 44,4 44,4
170 55,6 55,6 100,0
306 100,0 100,0

Age

Frequency Percent Valid Percent
Cumulative 

Percent
Valid 18 -  26

27 -  35
Total

262 85,6 85,6 85,6
4 4 14,4 14,4 100,0

306 100,0 100,0

Education

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Hauptschulabschl

uss
Realschulabschluss

Abitur
Bachelor
Master
Doktor
Total

2 ,7 ,7 ,7

2 9 9,5 9,5 10,1

112 36,6 36,6 46,7
131 42,8 42,8 89,5

3 0 9,8 9,8 99,3
2 ,7 ,7 100,0

306 100,0 100,0

Income

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Less than 1.000€

1.000€ - 3.000€

3.000€ - 5.000€

More than 5.000€

Total

183 59,8 59,8 59,8

101 33,0 33,0 92,8

1 8 5,9 5,9 98,7

4 1,3 1,3 100,0

306 100,0 100,0
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People in household

Frequency Percent Valid Percent
Cumulative 

Percent
Valid 1 Person

2 Persons
3 Persons
4 Persons
5 Persons
6 Persons
7 Persons or more

Total

8 4 27,5 27,5 27,5
8 3 27,1 27,1 54,6
5 8 19,0 19,0 73,5
4 7 15,4 15,4 88,9
2 0 6,5 6,5 95,4

6 2,0 2,0 97,4

8 2,6 2,6 100,0

306 100,0 100,0

Children in household

Frequency Percent Valid Percent
Cumulative 

Percent
Valid none

1 child
2 chidren
3 children
4 children
more then 4 
children
Total

282 92,2 92,2 92,2
1 3 4,2 4,2 96,4

8 2,6 2,6 99,0
1 ,3 ,3 99,3
1 ,3 ,3 99,7

1 ,3 ,3 100,0

306 100,0 100,0

State

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Baden-

Württemberg
Bayern
Berlin
Bremen
Brandenburg
Hamburg
Hessen
Mecklenburg-
Vorpommern
Niedersachsen
Nordrhein-
Westfalen
Rheinland-Pfalz
Sachsen
Schleswig-Holstein

Thüringen
Total

2 4 7,8 7,8 7,8

5 4 17,6 17,6 25,5
6 2,0 2,0 27,5

1 8 5,9 5,9 33,3
2 ,7 ,7 34,0
5 1,6 1,6 35,6

1 8 5,9 5,9 41,5

1 ,3 ,3 41,8

107 35,0 35,0 76,8

6 2 20,3 20,3 97,1

6 2,0 2,0 99,0
1 ,3 ,3 99,3

1 ,3 ,3 99,7

1 ,3 ,3 100,0
306 100,0 100,0
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Selfpurchase

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Yes 306 100,0 100,0 100,0

Do you know what Bio-shampoo is?

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Yes

No
Total

166 54,2 54,2 54,2
140 45,8 45,8 100,0
306 100,0 100,0

Text1

Frequency Percent Valid Percent
Cumulative 

Percent
Valid 1
Missing System
Total

140 45,8 100,0 100,0
166 54,2
306 100,0

Text2

Frequency Percent Valid Percent
Cumulative 

Percent
Valid 1
Missing System
Total

305 99,7 100,0 100,0
1 ,3

306 100,0

APPEARENCE importance

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

106 34,6 34,6 34,6
168 54,9 54,9 89,5

2 6 8,5 8,5 98,0

3 1,0 1,0 99,0
3 1,0 1,0 100,0

306 100,0 100,0

APPEARENCE mirror

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

128 41,8 41,8 41,8
128 41,8 41,8 83,7

2 6 8,5 8,5 92,2

2 1 6,9 6,9 99,0
3 1,0 1,0 100,0

306 100,0 100,0
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APPEARENCE perfection

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

9 2,9 2,9 2,9
119 38,9 38,9 41,8

102 33,3 33,3 75,2

7 0 22,9 22,9 98,0
6 2,0 2,0 100,0

306 100,0 100,0

HEALTH active improvement

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

7 2 23,5 23,5 23,5
149 48,7 48,7 72,2

6 7 21,9 21,9 94,1

1 6 5,2 5,2 99,3
2 ,7 ,7 100,0

306 100,0 100,0

HEALTH consciousness

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

6 8 22,2 22,2 22,2
152 49,7 49,7 71,9

5 7 18,6 18,6 90,5

2 5 8,2 8,2 98,7
4 1,3 1,3 100,0

306 100,0 100,0

HEALTH awareness

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

6 1 19,9 19,9 19,9
196 64,1 64,1 84,0

4 1 13,4 13,4 97,4

6 2,0 2,0 99,3
2 ,7 ,7 100,0

306 100,0 100,0
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ENVIRONMENT purchase

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

7 9 25,8 25,8 25,8
107 35,0 35,0 60,8

2 8 9,2 9,2 69,9

6 2 20,3 20,3 90,2
3 0 9,8 9,8 100,0

306 100,0 100,0

ENVIRONMENT emotions

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

7 8 25,5 25,5 25,5
122 39,9 39,9 65,4

7 6 24,8 24,8 90,2

1 8 5,9 5,9 96,1
1 2 3,9 3,9 100,0

306 100,0 100,0

ENVIRONMENT bike

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

6 8 22,2 22,2 22,2
125 40,8 40,8 63,1

6 4 20,9 20,9 84,0

3 5 11,4 11,4 95,4
1 4 4,6 4,6 100,0

306 100,0 100,0

ATTITUDE general

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

4 0 13,1 13,1 13,1
112 36,6 36,6 49,7

134 43,8 43,8 93,5

1 1 3,6 3,6 97,1
9 2,9 2,9 100,0

306 100,0 100,0
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ATTITUDE organic shampoo apprearence

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

8 2,6 2,6 2,6
5 8 19,0 19,0 21,6

141 46,1 46,1 67,6

6 5 21,2 21,2 88,9
3 4 11,1 11,1 100,0

306 100,0 100,0

ATTITUDE conventional shampoo appearence

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 4 4,6 4,6 4,6
9 1 29,7 29,7 34,3

125 40,8 40,8 75,2

5 2 17,0 17,0 92,2
2 4 7,8 7,8 100,0

306 100,0 100,0

ATTITUDE organic shampoo health

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

5 0 16,3 16,3 16,3
159 52,0 52,0 68,3

7 8 25,5 25,5 93,8

1 5 4,9 4,9 98,7
4 1,3 1,3 100,0

306 100,0 100,0

ATTITUDE conventional shampoo health

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 0 3,3 3,3 3,3
8 3 27,1 27,1 30,4

134 43,8 43,8 74,2

7 1 23,2 23,2 97,4
8 2,6 2,6 100,0

306 100,0 100,0
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ATTITUDE organic shampoo environment

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

4 3 14,1 14,1 14,1
134 43,8 43,8 57,8

101 33,0 33,0 90,8

2 0 6,5 6,5 97,4
8 2,6 2,6 100,0

306 100,0 100,0

ATTITUDE conventional shampoo environment

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

3 1,0 1,0 1,0
2 0 6,5 6,5 7,5

128 41,8 41,8 49,3

130 42,5 42,5 91,8
2 5 8,2 8,2 100,0

306 100,0 100,0

PRICE expensive

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

3 8 12,4 12,4 12,4
168 54,9 54,9 67,3

7 9 25,8 25,8 93,1

1 9 6,2 6,2 99,3
2 ,7 ,7 100,0

306 100,0 100,0

PRICE luxury product

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

2 9 9,5 9,5 9,5
106 34,6 34,6 44,1

8 2 26,8 26,8 70,9

7 9 25,8 25,8 96,7
1 0 3,3 3,3 100,0

306 100,0 100,0
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PRICE acceptance

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

3 0 9,8 9,8 9,8
163 53,3 53,3 63,1

6 6 21,6 21,6 84,6

3 5 11,4 11,4 96,1
1 2 3,9 3,9 100,0

306 100,0 100,0

PRICE intention

Frequency Percent Valid Percent
Cumulative 

Percent
Valid ...it was cheaper 

than conventional 
shampoo
...it was more or 
less the same 
price
...it was slightly 
more expensive 
than conventional 
shampoo
...it was 
significantly more 
expensive than 
conventional 
shampoo

I would not 
consider it at all
Total

1 7 5,6 5,6 5,6

157 51,3 51,3 56,9

106 34,6 34,6 91,5

4 1,3 1,3 92,8

2 2 7,2 7,2 100,0

306 100,0 100,0

TRUST promises

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 3 4,2 4,2 4,2
104 34,0 34,0 38,2

147 48,0 48,0 86,3

3 8 12,4 12,4 98,7
4 1,3 1,3 100,0

306 100,0 100,0
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TRUST advertisement

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

2 ,7 ,7 ,7
3 5 11,4 11,4 12,1

210 68,6 68,6 80,7

4 9 16,0 16,0 96,7
1 0 3,3 3,3 100,0

306 100,0 100,0

TRUST manufacturers

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

6 2,0 2,0 2,0
4 4 14,4 14,4 16,3

214 69,9 69,9 86,3

3 6 11,8 11,8 98,0
6 2,0 2,0 100,0

306 100,0 100,0

PACKAGING attractive

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 7 5,6 5,6 5,6
9 6 31,4 31,4 36,9

6 2 20,3 20,3 57,2

105 34,3 34,3 91,5
2 6 8,5 8,5 100,0

306 100,0 100,0

PACKAGING information details

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 3 4,2 4,2 4,2
8 5 27,8 27,8 32,0

114 37,3 37,3 69,3

7 4 24,2 24,2 93,5
2 0 6,5 6,5 100,0

306 100,0 100,0
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PACKAGING information ethical promises

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

1 1 3,6 3,6 3,6
8 5 27,8 27,8 31,4

7 6 24,8 24,8 56,2

106 34,6 34,6 90,8
2 8 9,2 9,2 100,0

306 100,0 100,0

AVAILABILITY everywhere

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

9 2,9 3,0 3,0
4 2 13,7 13,8 16,7

119 38,9 39,0 55,7

119 38,9 39,0 94,8
1 6 5,2 5,2 100,0

305 99,7 100,0
1 ,3

306 100,0

AVAILABILITY product range

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

7 2,3 2,3 2,3
4 4 14,4 14,4 16,7

140 45,8 45,9 62,6

101 33,0 33,1 95,7
1 3 4,2 4,3 100,0

305 99,7 100,0
1 ,3

306 100,0

AVAILABILITY local store

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

2 7 8,8 8,9 8,9
129 42,2 42,3 51,1

113 36,9 37,0 88,2

2 7 8,8 8,9 97,0
9 2,9 3,0 100,0

305 99,7 100,0
1 ,3

306 100,0
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INTENTION general

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

3 2 10,5 10,5 10,5
131 42,8 43,0 53,4

8 5 27,8 27,9 81,3

4 6 15,0 15,1 96,4
1 1 3,6 3,6 100,0

305 99,7 100,0
1 ,3

306 100,0

INTENTION time

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

2 2 7,2 7,2 7,2
6 1 19,9 20,0 27,2

9 2 30,1 30,2 57,4

110 35,9 36,1 93,4
2 0 6,5 6,6 100,0

305 99,7 100,0
1 ,3

306 100,0

INTENTION next month

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

1 8 5,9 5,9 5,9
3 6 11,8 11,8 17,7

9 3 30,4 30,5 48,2

126 41,2 41,3 89,5
3 2 10,5 10,5 100,0

305 99,7 100,0
1 ,3

306 100,0

PICTURES

Frequency Percent Valid Percent
Cumulative 

Percent
Valid 1
Missing System
Total

305 99,7 100,0 100,0
1 ,3

306 100,0
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CHOICE

Frequency Percent Valid Percent
Cumulative 

Percent
Valid The first one: 

Organic shampoo
The second one: 
Conventional 
shampoo
Total

Missing System
Total

110 35,9 36,1 36,1

195 63,7 63,9 100,0

305 99,7 100,0
1 ,3

306 100,0

SEEK in store

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

1 3 4,2 11,8 11,8
3 7 12,1 33,6 45,5

2 9 9,5 26,4 71,8

2 7 8,8 24,5 96,4
4 1,3 3,6 100,0

110 35,9 100,0
196 64,1
306 100,0

PURCHASE duty

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

7 2,3 6,4 6,4
5 7 18,6 51,8 58,2

2 3 7,5 20,9 79,1

2 1 6,9 19,1 98,2
2 ,7 1,8 100,0

110 35,9 100,0
196 64,1
306 100,0

PACKAGING organic attractive

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

7 2,3 6,4 6,4
2 8 9,2 25,5 31,8

2 7 8,8 24,5 56,4

4 2 13,7 38,2 94,5
6 2,0 5,5 100,0

110 35,9 100,0
196 64,1
306 100,0
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PACKAGING organic information details

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

5 1,6 4,5 4,5
2 9 9,5 26,4 30,9

6 2 20,3 56,4 87,3

1 2 3,9 10,9 98,2
2 ,7 1,8 100,0

110 35,9 100,0
196 64,1
306 100,0

PACKAGING organic information ethical promises

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

4 1,3 3,6 3,6
5 8 19,0 52,7 56,4

2 8 9,2 25,5 81,8

1 9 6,2 17,3 99,1
1 ,3 ,9 100,0

110 35,9 100,0
196 64,1
306 100,0

GUILT purchase

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

2 ,7 ,7 ,7
2 1 6,9 6,9 7,5

5 5 18,0 18,0 25,6

152 49,7 49,8 75,4
7 5 24,5 24,6 100,0

305 99,7 100,0
1 ,3

306 100,0
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TRUST packaging

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

1 0 3,3 5,1 5,1
4 8 15,7 24,6 29,7

8 1 26,5 41,5 71,3

5 2 17,0 26,7 97,9
4 1,3 2,1 100,0

195 63,7 100,0
111 36,3
306 100,0

PRICE decisive

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Strongly agree

Agree
Neither agree nor 
disagree
Disagree
Strongly disagree
Total

Missing System
Total

3 6 11,8 18,5 18,5
117 38,2 60,0 78,5

2 2 7,2 11,3 89,7

1 6 5,2 8,2 97,9
4 1,3 2,1 100,0

195 63,7 100,0
111 36,3
306 100,0

Bar Chart
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