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Abstract 
 
Did you know that the food industry is the sector that causes the most pollution in the 
world? Everyone has a role to play regarding this issue: farmers, producers, distributors 
and most of all consumers. Indeed, as they hold the decisional power whether to buy or 
not a product, consumers are often considered to be the key actors to focus on. Since there 
are only a few studies about students’ perspectives in terms of their buying motivation, 
this study focuses on this very topic. 
 
In order to help consumers making their choices, eco-labels have been created. They 
impose some strict norms and standards on the producers and distributors. They also 
provide some transparency and valuable information regarding the way food is produced. 
But, as this is quite a new initiative, few step-back can be taken yet. Besides, eco-labels’ 
effectiveness is still unclear yet. This leads us to our research question: 
 

How are Swedish students motivated to buy eco-labelled food products? 
 
After reading the existing literature regarding this topic, we have identified four main 
themes that can help us to conduct our study: values, norms, budget constraints and 
purchase intentions. As our objective is to highlight Swedish students’ motivations, we 
decided to conduct a qualitative study. We have chose two different methods to gather 
our primary data: interviews and focus groups.  
 
Finally, our conclusion shows that norms and budget constraints are the most important 
factors regarding Swedish students motivation when it comes to buy eco-labelled food 
products. Other aspects, such as trust, values and the incentive towards the environmental 
cause have also been considered.  
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1. Introduction 
 
The purpose of this chapter is to give the reader an overview of the issues that human 
impact causes to the environment. This will introduce our research topic and theoretical 
framework and additionally identify the gaps in the existing literature. It starts by 
presenting the concept of sustainable consumption and the related problem backgrounds. 
Subsequently, we discuss the choice of our subject according to the associated research 
gaps, the problem definition and the purpose of our study.  
 

1.1 Preface 
 

The last decade ‘was remarkable for humanity and the planet’ stated Paul Polman, CEO 
of the worldwide company Unilever. ‘Sustainability remained not just relevant but 
essential. In fact, enormous opportunities exist for those who commit to taking action. 
There is no business case for enduring poverty and runaway climate change’ (Unilever 
corporation website UK, 2017). 
 
The Organisation for Economic Co-operation and Development (OECD) considers 
‘Sustainable consumption’ to cover economic, environmental and social terms (OECD, 
2008). Also according to the OECD ‘sustainable consumption policies increasingly take 
into account the social and ethical dimensions of products and how they are produced as 
well as their ecological impacts’ (OECD, 2008). Sustainable consumption is a topic that 
becomes a growing issue. In fact, the United Nations have made sustainable consumption 
to one of the ‘17 goals to transform our world’ (United Nations, 2017). It stresses the 
importance of this topic for the overall environmental issue. Sustainable consumption was 
also one of the major topics of the last ‘Earth Hour’ of 2017 (Traffic website, 2017) that 
demonstrated the central role that consumers can play in protecting the environment. 
 
As stated by Paul Polman above, sustainable consumption has taken a new strategic 
direction, not only for governments and citizens, but also for companies. This proves that 
all the different agents are starting to act in order to provide sustainable change within 
our economies and the environment we are living in. 
 
Sustainable consumption is often studied through the prism of organic food consumption 
(Vittersø and Tangeland, 2014, p.91). As a matter of facts, the overall food industry is the 
industrial sector that adversely affects the environment in Europe the most (Sahakian and 
Wilhite, 2014, p.31). In order to increase the organic food consumption in European 
countries, governments have taken some significant measures since the 2000’s. Thanks 
to eco-labels these measures such as consumer information and food labelling, were 
specially designed for this concern (Vittersø and Tangeland, 2014, p.91). In this context, 
the political consumer is perceived to be a key agent for the changing and evolving 
process of consumption habits. Therefore, a lot of measures concern consumers directly. 
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1.2 Problem background 

 
1.2.1 Sustainable consumption: a growing trend in Western societies 
highlighting the role of the political consumers 

The Agenda 21 from UN Earth Summit in Rio in 1992 pointed out that food, housing and 
mobility are the most important factors causing bad environmental impacts, with the food 
industry being the worst of the three sectors (Vittersø and Tangeland, 2014, p.92). As a 
consequence, the food industry is considered as the less environmental-friendly actor in 
terms of highest Greenhouse gas (GHG) emissions rate, water pollution and loss of 
biodiversity. This is a real disaster when considering we, as food consumers, are 
participating in and encouraging this environmental degradation when we go grocery 
shopping. 
 
Despite the fact that environmental concern is growing within Western societies, the 
sustainable consumption is still suffering from a lack of a clear definition and consensus 
between all the different agents (Vittersø and Tangeland, 2014, p.92). Annoyed by the 
little or non-existent changes because of governmental decisions and system failures from 
current policies, more and more citizens express their individual thoughts and convictions 
through their way of consuming. This is called ‘political consumption’ (Atkinson, 2015, 
p.2047). 
 
According to Atkinson’s findings, political consumption is a new form of alternative 
politics ‘by expressing their civic concerns through their purchases’ (2015, p.2048). This 
new way of accomplishing their civic duties is motivated by the enhancement of their 
individual lives rather than by supporting governmental institutions (Atkinson, 2015, 
p.2049). 
 
The recent numerous food scandals were also a reason for consumers to express their 
dissatisfactions regarding the current system. Most of them lost confidence in the 
traditional food industry so they began to pay even more attention to the way food is 
produced and to its origin (Vittersø and Tangeland, 2014, p.92). As one can see, the 
consumer plays a key role in this process. Thus, it is essential to analyse their purchasing 
behaviour and hidden motivations for a better understanding of this topic. 
 

1.2.2 Eco-labels: a possible answer for sustainable food consumption 
Over the past years, the expansion of organic food has been one of the central parts of 
governmental actions regarding sustainable food consumption (Vittersø and Tangeland, 
2014, p.92). One of the measures that was taken to increase this consumption has been to 
implement food-labelling schemes such as eco-labels (Vittersoø and Tangeland, 2014, 
p.91). 
 
These labels aimed at reducing the informational gap between selling companies and 
consumers (Kijek, 2015, p.65). According to Kijek, they are considered as a Marketing 
eco-innovation (2015, p.66). The main purpose of eco-labels is to raise the demand for 
sustainable products and teach consumers how to substitute their old purchasing habits 
with new eco-friendly ones (Kijek, 2015, p.66). 
 
Meanwhile, organic products are still being considered niches in the global food market 
and not a substantial change (Vittersø and Tangeland, 2014, p.92). A special attention has 
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to be paid to so called organic products that several companies tried and continue to take 
advantage of this appellation in their ‘Greenwashing’ strategies (Vittersø and Tangeland, 
2014, p.92). The effect of green-labels in the food industry is quite undetermined yet. 
Thus, regarding the specific topic of our thesis, it is relevant to study this phenomenon 
more detailed. 
 

1.3 Choice of subject 
 
We have decided to focus on this particular subject because of a common concern about 
ecological issue. As being part of the ‘Millennials’ generation’, meaning individuals aged 
between 18 and 35 (Pomarici et al., 2014, p.537), we grew up with this burden and with 
the willingness to find solutions to it. Both of us try to implement ecological actions in 
our daily life in order to set examples and to make our relatives take the same kind of 
actions. For this reason we wanted to dedicate ourselves to the ecological issue. 
 
Since we have been studying in Sweden for a year, we both wanted to know about 
Swedes’ behaviours towards ecological issues and to learn more about the Swedish 
culture in general. By living in the country, one can note that Swedes eat healthily. Food 
consumption appears to be an important topic for them, even for students. It seems that 
they preferably buy ecological products. We wanted to know more about the reasons why 
Swedish students tend to choose eco-labelled products rather than regular products. We 
had some ideas: because of their education, to protect the environment or for their own 
health. But we wanted to clarify these possibilities by giving a scientific answer. 
 
Working on the reasons why Swedish students choose eco-labelled products is also a way 
for us to learn more about eco-labels and their effects on the purchasing decision process. 
Eco-labels may have an impact on consumers’ trust in a product. As marketing students 
we were both interested in learning more about the impact of this kind of labels and see 
to what extent it could be useful to marketers. 
 

1.4 Research gap 
 
Previous researches have mainly focused on the purchase decision-making process to buy 
eco-friendly products through a psychological perspective. For example, Collins et al. 
(2007, p.555) have studied the role of values and beliefs in the choice of environmentally 
responsible products. Beliefs are bound to values and are the cause of eco-friendly 
products. The emphasis was also laid on the importance of transparency and thus focused 
on the role of marketers in giving the best information to the consumer. This information 
will facilitate the choice for products that are socially accountable. Similarly Valor et al. 
(2014, p.591) have demonstrated that motivation is the most important factor leading to 
the use of eco-labels. They even explain that motivation is more important than 
knowledge in the process. It means that, even though a consumer has no opinion of a 
product yet, he will buy it anyway if he has the inner motivation to do so. Knowledge is 
important but not sufficient to trigger the purchasing process of eco-labelled products. 
Both of these articles emphasize the psychological aspects of consumers regardless of 
their social status. One gap here is that other possible causes of buying eco-labelled 
products have not been studied. For example, studying the financial aspect might be 
relevant. 
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Also, consumers have been considered as a homogeneous group. We think that the 
situation is more complicated than that. We assume that there might be differences 
between social groups. We have noticed that previous studies have not focused on the 
relation that students have with eco-labelled products. This gap will be filled with this 
study. Thus, we found a study that has focused on a group that included students, which 
are called: ‘Millennials’. Pomarici et al. have studied the attitude of Italian Millennials 
regarding sustainable wine. The researchers made the distinction between socially 
accountable products and eco-friendly products. The main concern of socially responsible 
products is the well being of the people involved in the production process, whereas eco-
responsible products are more focused on protecting and managing natural 
resources.  This study shows that Millennials are more sensitive to environmental and 
social issues. When it comes to wine consumption it appears that socially accountable 
wines are preferred by the Italian Millennials when compared with the eco-friendly ones. 
 
Regarding the studies that focused on eco-labels, we did not find any study that focuses 
on the ‘KRAV’ label and ‘European Union organic farming’ label. Nevertheless we have 
found more general findings regarding eco-labels. Sörqvist et al. (2013, p.1) have studied 
the impact of eco-labels on consumers’ opinion about a product. They showed that these 
labels can influence people’s opinion about a product. For example they would assume 
that the same coffee would tastes better with an eco-label than without. Of course this 
phenomenon is dependent on other factors such as the product itself or the mind-set of 
the consumer. This study will bring more specific information about the influence of two 
major labels in Sweden. 
 
In all, our study will focus on two unstudied eco-labels (‘KRAV’ and ‘European Union 
organic farming’ label) and a more specific group: Swedish students. It will also enlarge 
current findings about the causes that lead to buy eco-labelled product and thus close one 
of the existing research gaps in this topic. 
 

1.5 Problem definition 
 
Regarding our problem background and the outlined gaps in the existing literature, we 
came up with the following research question: 
 

How are Swedish students motivated to buy eco-labelled food products? 
 

1.6 Purpose 
 
In order to increase the current knowledge about the motivations behind consumers’ green 
purchasing behaviours, the purpose of this study is to examine what motivates Swedish 
students to buy eco-labelled food products. For this, we need to identify the direct and 
hidden motivations behind these specific purchases and to seek what is important for 
consumers when they do food grocery shopping. The aim is to work with some of Umeå 
University’s Swedish students to conduct this study. 
 

1.7 Delimitations 
 
As we have chosen to focus our thesis on Umeå University, we are going to delimit our 
work to Sweden and especially to the region of Umeå. Our respondents will be Swedish 
students who are currently studying at Umeå University. That means non-students and 
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non-Swedish participants will be excluded. The aim of this thesis does neither include the 
analysis of eco-labels nor the evaluation about their sufficient sustainable strategy. 
 

1.8 Presentation of the eco-labels 
 
In this section, we will give a short presentation of the both labels that we will use during 
our study as well as explain our choices. 
 
We have chosen to focus on two particular labels for this study: ‘KRAV’ label and the 
‘European Union organic farming’ label. We have decided to focus on these two 
particular labels because it appears that there are the most known labels among Swedish 
students. In fact, we have conducted a pre-survey to figure out on which label to focus. 
We have listed all eco-labels present on food packaging only. We have found six eco-
labels. Then we have designed an online questionnaire asking people to tick (up to) three 
labels with which they are the most familiar. We posted this questionnaire on three 
different Facebook groups with Umeå University students as members. The first was our 
marketing class group, with 57 members. The second group was ‘Umeå International 
eBay’, with 4909 members among a certain amount of Swedish students. The last one 
was ‘Umeå University Research Projects’ with 408 members among several Swedish 
students as well. We made it clear in the description of our questionnaire that we address 
exclusively Swedish students. 
 
We have gathered 34 responses of Swedish students. 100% (34) of them have ticked the 
‘KRAV’ label and 47,1% (16) have ticked the ‘European Union organic farming’ label. 
Then, 17,6% (6) have picked ‘100% Klimat-Kompenserad’, 8,8% (3) have ticked 
‘äktavara’ label, 5,9% (2) have ticked ‘Debio’ label and also 5,9% (2) have ticked 
‘Klimat-kompenserade transporter’ label. So, this is why we have decided to focus on 
these two labels; ‘KRAV’ and ‘European Union organic farming’. 
 
KRAV is a Swedish label that was created in 1985 (KRAV website, 2017). According to 
the organisation the label has an aided-awareness of 98% (KRAV website, 2017), it 
supports our findings of our online survey regarding eco-labels in Sweden. This label 
aims at defending the following elements: 
‘the sound; natural environment; solid care for animals; good health; social 
responsibility’. 
 
KRAV standards are derived from the International Federation of Organic Agriculture 
Movement (IFOAM). It also includes the European Union regulation for organic 
production (EC) n°834/2007. ‘KRAV’ certification is for food products only but can also 
be applied to restaurants that use ‘KRAV’ labelled food in their menu. 
 

 
 
The second label we focus on is a European one: ‘European Union organic farming’ label. 
The purpose of this label is to simplify the identification by customers of organic products 
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and to promote and support organic production. It also facilitates controls and consistency 
all across the European Union. The products targeted by this label are organic pre-
packaged food produced in the European Union (Organic label website, 2017). This label 
means that 95% or more of the agricultural ingredients are organic. The label also has to 
be accompanied by the code number of the control body and the place of production of 
the product. 
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2. Theoretical framework 
 

This chapter focuses on the previous literature regarding our three main elements that 
we are going to study. The first part of our theory chapter will put the accent on the values 
and their possible impact in the purchasing decision process of eco-labelled products. 
We will then go through the social and personal norms that people may have as a 
potential answer of this increasing sustainable consumption need. The theoretical 
chapter will also present the budget constraint of students and the potential link with their 
consumption of products. At the end of this part, we will also show you the conceptual 
framework we developed and explain our choices. We will then talk about its origin and 
the previous theories we took inspiration from to develop our model that will guide the 
rest of our thesis work. 
 
Before studying the existing literature we would like to consider some data to get a better 
picture of the current situation. Since the early 2000s, the environmental cause is 
becoming a growing topic and debate within our western policies and eventually shapes 
our values (Niva et al., 2014, p.4). We cannot deny our environmental impact anymore. 
Humans’ activities have a negative growing impact on the environment. Also the concern 
about the world we will let to the future generation is rising. In response to this concern, 
we could observe these past years an increased need for environmentally sustainable 
consumption regarding the food industry in particular (Niva et al., 2014, p.4). In Europe, 
the industrial sector that most affects the environment in a negative way is the overall 
food industry (Sahakian & Wilhite, 2014, p.31). 
 
According to the Norwegian Ministry of Environment in 1994, sustainable consumption 
can be defined as ‘the use of goods and related products which respond to basic needs 
and bring a better quality of life, while minimising the use of natural resources and toxic 
materials as well as the emissions of waste and pollutants over the life cycle, so as not to 
jeopardise the needs of future generations’ (Norwegian Ministry of Environment, 1994, 
cited in OECD, 2002, p.9). 
 
Sustainable consumption will be efficient if the maximum of individuals follow this new 
way of consuming and change their old buying habits. In a company point of view, the 
consumers are often seen as a main stakeholder regarding the organisation’s strategic 
orientation (Collins et al., 2007, p.556). By following this stakeholder theory, we can state 
that consumers can have a strong impact when it comes to environmental consequences 
(Sahakian & Wilhite, 2014, p.26). Indeed, they hold the final decision power when it 
comes to buy a product and can chose to boycott a specific product as well if considered 
as harmful for themselves and the environment. 
 
Labels can be defined as ‘any words, particulars, trademarks, brand names, pictorial 
matter or symbols on any packaging, document, notice, board or collar accompanying or 
referring to a product (EEC REG 2092/91)’ (Fliess et al., 2007, p.20). Labels help 
consumers to assist consumers in their assessing and purchasing process. Labels are 
considered as the best option to inform consumers about nutritive aspects but also about 
ethical consideration (De Tavernier, 2012, p.895). 
 
Also, we need to define motivation. Ryan et al. (2000, p.54) give a broad definition of 
motivation: ‘to be motivated means to be moved to do something. A person who feels no 
impetus or inspiration to act is thus characterized as unmotivated, whereas someone who 

http://www.sciencedirect.com/science/article/pii/S0743016706000052#bib37
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is energized or activated toward an end is considered motivated. Most everyone who 
works or plays with others is, accordingly, concerned with motivation, facing the question 
of how much motivation those others, or oneself, has for a task, and practitioners of all 
types face the perennial task of fostering more versus less motivation in those around 
them’ (Ryan et al., 2000, p.54). Even if quite broad, this definition is nevertheless useful 
to our research. In fact, it helps us to understand motivation in a large way and to avoid 
to shut any door in our research process.  
 
Then, here are demographics and statistics about Swedish students. First, it is important 
to note that the overall number of high-education entrants has dropped to 86 000 for the 
academic year of 2014-2015 (Berg et al., 2017, p.106). This figure doesn’t take into 
account international students coming to Sweden, which is relevant because they are not 
our focus target in this study. In fact we only focus on Swedish students in Sweden.  
 
Another figure that needs to be considered is the fact that more than half of the higher 
education entrants were under the age of 22 years old (Berg et al., 2017, p.106). This 
represents a 6 percentage points’ increase compared to the academic year 2004/2005. It 
shows an overall trend of rejuvenation among the Swedish student population. As a 
consequence, graduate students tend to be younger than in the past (Berg et al., 2017, 
p.106). In 2014/2015, the median age of graduation was 27.3 years old. Ten years before, 
in 2004/2005 the median age was 28 years old. Swedish students also study longer than 
before (Berg et al., 2017, p.106). In 2014/2015, more than 14 000 students were part of a 
300 credits track (5 years study). Since 2007, the number of students in the longest track 
has increased by 12 200. Also, we have to note that women represent a higher share of 
students (59.9%) in the first and second cycle (Berg et al., 2017, p.106). In fact, for the 
academic year 2014/2015 there were 242 000 women and 162 000 men registered. 
 

2.1 Values perspective 
 
After exploring the existing literature on this topic, we found that different values may 
have an impact over the shaping of norms that eventually impact behaviours. The social 
values are one of these values. It can be understood in two ways. The first one refers to 
the values of a group, a community and the cultural principals of a society (Kenter et al., 
2015, p.88). But social values can also be defined as a common will to achieve well-being 
and common good (Kenter et al., 2015, p.88). Following this approach, we have 
identified, in the existing literature, that certain concepts shapes social values in Sweden 
and among the student population and can be considered as having an influence over the 
creation of norms. 
 

2.1.1 The perceived self and the role of place 
The environment where an individual lives has an influence over his or her own 
behaviour. According to Lee et al., (2015, p.603) the place where the individuals live 
plays an important role in the individuals’ ways of consuming eco-friendly or not. 
Quoting the authors, ‘The consumers’ perceived self is different whether they live in one 
place or another’ (2015, p.603). Several definitions of the self can be found in the existing 
literature. In our thesis, we will pursue with the definition of Reese et al. who states that 
‘self-investment refers to a purposefully chosen categorization of the self and 
consequential investment into that category or group.’ (2015, p.428). So, individuals act 
in a way to preserve the group they belong to. Thus, individuals shape the group, and its 
values, as a group shapes its own members. 
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We can deduce from this statement that the country of origin influences a lot the citizens 
habits in a matter of food consumption as they will be motivated by maintaining the 
uniqueness of the environment they are evolving within by protecting it. By consuming 
eco-friendly products, consumers want to create an environment that will be a 
prolongation of their own self (Lee et al., 2015, p.603). And, by doing so, they maintain 
the environment they are evolving within and shape its values. Since the years 2000s, 
Swedish citizens have been educated and told about environmental issues and a strong 
political consumption has been settled. Since then, the majority of Swedish claimed to 
have a positive attitude towards environmental concerns and to be very active as political 
consumers (Niva et al., 2014, p.467). Besides, we learn from the article of Niva et al., 
(2014, p.467), that the share of market of organic products is higher in Sweden than in 
most of other European countries. 
 

2.1.2 Political consumption 
Some individuals live and express their personal convictions through their consumption. 
This phenomenon is called ‘political consumption’ (Niva et al., 2014, p.466). Political 
consumption can be defined as ‘a form of consumption that involves social, cultural, 
animal-related, and environmental concerns that go beyond the immediate self-interests 
of the individual consumer or household’ (Klintman & Boström, 2006, p.401). Another 
author, Atkinson, (2015, p.2047), claimed that political consumption is usually linked 
with a civic and political engagement from the consumer. To have a better understanding 
of this phenomenon, Atkinson found that it is driven by two main dimensions: 
responsibilities and rights (Atkinson, 2015, p.2048). By buying eco-labelled products or 
locally produced food, consumers have nowadays a lot of different ways to express their 
environmental engagement through their purchases. 
 
Political consumption is also widely spread through the mass media channels and every 
related-topic can lead to a massive scandal (Atkinson, 2015, p.2049). Political 
consumption is interpreted by the author as a new form of political participation. It allows 
citizens to express themselves in a new way. By doing so, consumers are more willing to 
enhance their own life quality rather than directly support governmental institutions. So, 
the concept of political consumption can be considered as having an influence on the 
shaping process of values by being an incentive of these values. 
 

2.1.3 Morally good consumer 
It appears that consumers are exposed to a specific discourse, mostly spread through 
media, which states that consumers, with other stakeholders, are responsible of societal 
and environmental issues  (Joosse & Hracs, 2015, p.206). These influences shape the 
purchasing choices of consumers when it comes to food and creates a set of social values. 
 
What food is ‘good’ and what food is ‘bad’ is not an objective characteristic but has to be 
considered as a really subjective thing (Joosse & Hracs, 2015, p.206).  Good food 
purchases are also considered as a factor of social inclusion. Good food is often used by 
people as a way to distinguish them from others. It also becomes a part of their identity 
(Joosse & Hracs, 2015, p.206). So, this concept appears to be an underlying principle of 
the creation of social values as it shapes some norms and behaviours. 
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2.1.4 Positive Mind-set about ethical issues 
Previous researches have found that consumers have a positive mind-set about ethical and 
organic labels in general, as long as they have information about it (Siriex et al., 2012, 
p.7). It means that consumers in general will prefer eco-labelled products, regardless of 
other variables. Moreover, Millennials appear to be more sensitive about ecological and 
ethical topics than the rest of the population (Pomarici et al., 2013, p.537). In fact, they 
have received more information about this topic than the previous generations. Thus they 
have better consideration about this issue. This concern is a common will to achieve 
common good. So, it appears to be a social value according to the definition we have 
given in the beginning of this chapter. 
 

2.1.5 Acceptance of diversity 
Young generations tend to be considered as tolerant. They do accept other people’s 
differences and include more people in their ‘family’ (Ad Age website, 2001). It means 
that they consider more people as part of their close circles, of the people they care about. 
They feel close to more people than in the past. Young generations live in a global world 
where any event can have an impact on the other side of the globe. It makes young people 
think more globally than their parents. We assume that this could have an impact on their 
purchasing behaviour. In fact, young generations base their behaviour not only according 
to their parents but also according to their friends and, more widely, their network 
(Pomarici et al., 2013, p.537). So, it could explain why individuals choose eco-labelled 
products over regular products as eco-labelled products are assumed to have a lower 
impact of the environment. We consider the acceptance of diversity as being a part of the 
social values that could also be relevant in the study of the purchasing process of eco-
labelled food products. 
 

2.1.6 Willingness to have a positive impact 
Unless previous generations, the Millenials’ generation is concerned about the impact 
they have on the planet and the living conditions of the future generations (Lancaster et 
al., 2002, p.33). In general, young generations are more concerned about the reduction of 
their ecological impact. It means that they will assess if their actions or purchases will 
leave a carbon footprint or will have in mind the consequences of what they do. 
 
This willingness to have a positive impact is also relevant in this study as it provides an 
interesting social value that is expected to have an impact over the purchase of eco-
labelled food products. 
 

2.1.7 Health consciousness 
The health consciousness appears to have an impact on personal values (Teng et al., 2016, 
p.96). Health consciousness has to be understood as the fact that an individual cares about 
his own health, which leads to behaviours in favour of his own health. People with health 
consciousness are more likely to be proactive in the caring of their health. They would 
implement behaviour in order to avoid diseases and to improve their health condition 
(Teng et al., 2016, p.96). This improvement can be achieved through food consumption 
for example (Teng et al., 2016, p.96). 
 

2.1.8 Attitude to the environment 
It appears that there is a positive link between the environment attitude and the ecological 
behaviour. Sarkar et al. (2011, p.178) have tried to show a positive link between the affect 
commitment, the environmental attitude-verbal commitment and the ecological 
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behaviour actual commitment. According to their study, there is a positive link between 
the affect and the ecological behaviour.  For example, people who are worried about 
pollutions problems will show a stronger environmental attitude than those who are less 
worried about pollutions problems. They have also demonstrated a strong positive link 
between the affect and the attitude. For example, people who are concerned about 
pollution will implement actual behaviour through the buying of more environmentally 
friendly products (Sarkar et al., 2011, p.184). But, they have shown that there is not a 
significant link between attitude and behaviour. It means that people with a strong 
environmental attitude do not significantly implement ecological behaviour (Sarkar et al., 
2011, p.184). 
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2.2 Social and personal norms perspective 
 
Social and personal norms have a greater influence over the behaviours of individuals. 
Personal norms regarding a specific behaviour refer to what an individual think is normal 
for him or her about this behaviour. Social norms have to be understood on a wider 
perspective. It refers to what an individual think about what the other members of a group 
consider as a normal behaviour (Lewis et al., 2015, p.1319). Consequently, in this part, 
we will focus on what may influence directly behaviours by creating norms. 
 

2.2.1 Consuming habits 
According to Sahakian and Wilhite, the habits constitute an important figure in the 
consumer’s decision-making process (2014, p.28). Quoting the authors, habits are defined 
as ‘actions recurrently and consistently reproduced by suitably committed practitioners’ 
(2014, p.28). It leads individuals to adopt certain behaviour without thinking about it. 
These habits constitute a certain norm that frames people’s behaviour including their food 
choices and consumption. These habits are also considered as really deeply anchored in 
people’s mind and are consequently hard to change or to make evolve. Sahakian and 
Wilhite (2014, p.28) also state that habits are influenced by three different kinds of 
attitudes: ‘the body (cognitive process and physical actions), the material world 
(disposable technologies and infrastructures) and the social world (norms, values, given 
institutions)’. The most efficient method to provide a permanent change in an existing 
habit would be to activate several of the attitudes we just quoted before. This could 
modify the habit in a long-term way or lead to its dissolution (Sahakian & Wilhite, 2014, 
p.28). 
 
Following these findings, the authors Lee et al. (2015, p.597) stated that in order to deeply 
change consumers’ behaviours in a more environmental-friendly manner, different 
directions have to be taken. ‘First through legislation, then through the communication 
and promotion of corporate social responsibilities and finally through providing support 
to communities engaged in the preservation of the environment’ (Lee et al., 2015, p.597).   
 

2.2.2 Better perception of eco-labelled products 
Consumers tend to have a better perception of eco-labelled products than regular 
products. For example, consumers believe that chocolate labelled ‘ethical’ (meaning that 
the production process respects workers and the environment) is healthier than a regular 
type of chocolate (Schuldt et al., 2012, p.581). Similarly, another study has shown that 
people prefer ‘eco-friendly’ coffee and, moreover, are willing to pay more for it than for 
a regular type of coffee (Sörqvist et al., 2013, p.1). 
 
This global better perception of eco-labelled products can shape a new social norm. 
Indeed, as more people would buy eco-labelled products than before it would shift the 
average purchasing behaviour toward the purchasing of these eco-labelled products rather 
than the regular products. Thus, the better perception of eco-labelled products appears to 
be a social and a personal norm. In fact, behaviour of people is influenced by this factor.  
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2.2.3 Eco-labelled products are desired by the society 
Similarly, environmental friendly attitudes are enhanced by the overall society 
(Félonneau et al., 2008, p.25). It means that the common belief in the society grants 
importance to environmentally friendly behaviour. Thus, people tend to adjust their 
behaviour accordingly. Eco-labels are a way for them to act in an environmental friendly 
manner. Two typical behaviours can be considered regarding this social norm. First, by 
adjusting their behaviours consumers comply with this norm that they are aware of 
(Félonneau et al., 2008, p.25). Or, people are indeed aware of that social norm but tend 
to overestimate the impact and the extent of their actions in favour of the environment. 
They do it to gain social recognition and not being rejected by the other members of the 
group. In fact, people with abnormal behaviour are more likely to be rejected by the 
majority of the group.  
 

2.2.4 Labels influence our senses 
Labels can mislead our senses and create false perception of a product. People have a 
better perception of a smell when the product is labelled ‘cheddar’ than when it is labelled 
‘body odour’. Even if the smell was exactly the same (De Araujo, 2005, p.671).  It shows 
the importance and the impact that the packaging and the label in particular can have on 
consumers’ perception and opinion about a product, given that labels may shape our 
perceptions and consequently may have an impact on our behaviours. Thus, we can 
consider that labels shape social and personal norms by being incentives for the 
consumers. Regarding eco-labels, it encourages consumers to move toward more eco-
friendly consuming habits. 
 

2.2.5 The role of curators 
According to Joosse and Hracs (2015, p.213), intermediaries, and especially curators play 
an important role in the ‘quest for good food’. The authors outlined the role of 
intermediaries in the food marketplace (Joosse & Hracs, 2015, p.205). They define 
curators as people who ‘interpret, translate and shape the marketplace by sorting, 
organising, evaluating and ascribing value(s) to specific products. They also offer general 
and personalised recommendations to consumers.’ (Joosse & Hracs, 2015, p.205). 
 
These recommendations constitute personal norms for a consumer as they define what a 
normal behaviour is. Similarly, it also influences a lot of consumers who collectively 
incorporate these behaviours and consequently create social norms. 
 

2.2.6 Nutritional and food security 
Sustainable eating raises many concerns on the ecological level but also on the nutritional 
and food security levels. The nutritional and food security aspects are also important 
norms for consumers. It underlines the common assumption of ecological products. It is 
quite widely assumed that ecological products are bought to protect the environment. But 
not a clear focus has been made on the security aspect, which is also important regarding 
the norms that influence the purchasing behaviour (Niva et al., 2014, p.467). This food 
security concern often leads consumer to choose ecological food product over regular 
products. 
 
Moreover, there is a strong correlation between adopting a pro-environmental food 
consumption attitude and sharing a personal interest in cooking and food in general (Niva 
et al., 2014, p.467). The ecological concern appears almost simultaneously with a greater 
interest in food safety and, therefore, in the cooking process. Thus, it seems that all the 
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concerns related to food in general have merged into what is called ‘proper eating’ (Niva 
et al., 2014, p.467). This leads to more responsible behaviours regarding the environment 
all along the production chain.   
 

2.3 Summary of both previous sections 
 
In the previous sections we have seen that both values and norms have to be considered 
when looking at the attitude toward the purchase of eco-labelled food products. 
 
Regarding the values we have identified concepts and values that seem important to us in 
our study. First the perceived self and the role of space seems to be an interesting frame 
for our work as it gives a global overview of the potential behaviours regarding the 
environmental issue. Similarly, the political consumption is expected to be a key element 
in the purchasing decision process. The other key values that we have thought to be 
relevant can be considered as stemming from this key concept: morally good consumers, 
positive mind-set about ethical issues and willingness to have a positive impact. The other 
values are more general considerations: acceptance of diversity, health consciousness and 
the attitude to the environment. Overall it seems that these values might all be positively 
related to the purchase of eco-labelled products but a key element is expected to be the 
political consumption. 
 
Regarding the norms we have also identified key elements. Consuming habits, better 
perception of eco-labelled products, the society desire for eco-labelled products, 
influence of labels on our senses, the role of curators and nutritional and food safety are, 
for us, some possible key norms that eventually shape the behaviours of Swedish students 
when it comes to the purchase of eco-labelled food products.   
 

2.4 Budget constraint perspective and purchase intention 
 
The budget constraint gathers the issues related to money in the purchase decision-making 
process. We do think that it is a relevant factor to study as we assume that Swedish 
students may not have as much money as employed and graduated adults for example. 
So, we think that it may represent an influence in the reasons to buy eco-labelled products. 
 

2.4.1 Budget concerns 
Money and budget are major concerns for students (Kidwell et al., 2004, p.601). In fact 
students have to manage their money in the most efficient way. It can also be said that 
students, when they have a lower control over their expenditures tend to rely more on 
their emotional side than on their real knowledge. It means that when students are 
overtaken by events, they tend to react emotionally rather than trying to get control back 
by acting rationally. 
 
Thus their purchasing may be more emotionally driven than rationally driven. As a 
consequence they will tend to reduce their anxiety but may not have the best behaviour 
to actually have a better control over their expenditures. Their purchasing decisions may 
not be optimal regarding their budget and they would tend to be influenced by other 
factors than price. 
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2.4.2 Convenience 
Food choices also need to fit the everyday life complexity and have to be convenient 
(Joosse & Hracs, 2015, p.206). High importance has to be accorded to the routine when 
it comes to food choices. When consumers are not satisfied with their shopping habits 
anymore, they will then come with a new action that may result in a new routine behaviour 
if the consumer is now fully satisfied with it. Convenience represents a calculation 
between time and complexity. This convenience has an influence over consumers’ food 
choices and their consumption practices (Joosse & Hracs, 2015, p.210). So convenience 
represents a constraint. It can also be linked with budget considerations as we can assume 
that price and the budget dedicated to food can be a part of what is considered as 
convenience. 
 

2.4.3 Organic food as a motive for purchase 
It appears that organic food has some characteristics that are preferred by consumers and 
has a positive influence over their purchasing intention (Teng et al., 2016, p.96). The 
following characteristics are health (food safety for example), sensory characteristics 
such as the taste or the look of the product and ethical concerns such as the protection of 
the environment or the well being of the workers involved in the production. It is also 
indicated that health is the most decisive factor influencing the purchase intention for 
organic food products. It is also important to note that these characteristics mentioned 
earlier are mostly associated with organic food products by consumers rather than with 
regular type of food (Teng et al., 2016, p.96). 
 

2.4.4 Information 
What a consumer knows about a product has an influence on its purchase intention. 
Having incomplete information can be considered as a state of uncertainty. It has been 
explained that uncertainty is negatively linked to purchase intention. When it comes to 
eco-labelled products, it appears that the lack of information about the label prevent the 
consumers from buying the product (Teng et al., 2016, p.96). If the information provided 
to the consumers are not assessed in the right way they will be in a situation of uncertainty 
leading them not to buy the product. So, the level of information of the consumer is key 
element in their purchase intention. 
 

2.4.5 Willingness to pay more 
One key factor in Sweden that triggers the purchase of eco-labelled products is the 
willingness to pay more (Foukaras et al., 2014, p.220). As the price of the eco-labelled 
products is more important than regular food products the price factor is essential in 
understanding the purchasing process. Therefore, dealing with the price factor in our 
study is relevant, especially when linked with the purchase intention 
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2.5 Summary 
The table below gives a summary of the main studies used in the three sections above. 
 
Table 1. Summary of the main studies used 

Section Author Year Key result 

Values Lee, Levy & 
Sheau Fen Yap 

2015 The researchers have demonstrated the 
importance of the place in sustainable 
consumption behaviour and environmentally 
friendly attitude.  

Values Reese, Proch & 
Finnt 

2015 The researchers have extended the 
Identification With All Humanity (IWAH) 
factor with a behavioural perspective. 

Values Niva, Mäkelä, 
Kahma & 
Kjaernes 

2014 This study offers a cross-country analysis 
showing the importance of the national context 
in the sustainable food consumption. It also 
enhances the impact of what is called ‘political 
consumption’. 

Values Joosse & Hracs 2015 The researchers give a subjective approach of 
‘good food’ and also deeply explain the 
importance of the role of ‘curators’ in the 
process of buying food. 

Values Pomarici & 
Riccardo 

2015 By studying the relationship of Millennials 
with sustainable wine, they show that 
Millennials have a positive attitude toward 
ecological and ethical issues. 

Values Pal 2001 Generation Y tends to include more people in 
what they consider as the group they belong to. 

Values Lancaster & 
Stillman 

2002 Millennials are aware that their actions may 
have an impact on the environment and, 
therefore, try to reduce it. 

Values Teng & Lu 2016 The authors have demonstrated a clear link 
between health and consciousness. 

Norms Sahakian & 
Wilhite 

2014 The study puts the emphasis on the Bourdieu’s 
theory of ‘habitus’ and conclusions. It leads the 
authors to a focus on the habits and routines 
and an explanation of their importance in the 
purchasing process. 
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Norms Schuldt & 
Muller 

2012 The study shows that ethical claims on the 
packaging lead consumers to think that the 
product is also healthier. 

Norms Félonneau & 
Becker 

2008 The study acknowledges the existence of a 
social norm regarding environmental issues. 
Also, members of the society are aware of this 
norm and try, consciously or not, to follow it. 

Norms de Araujo, 
Rolls, Velazco, 
Margot & 
Cayeux 

2005 The authors have demonstrated that the 
presence of a label can distort the perception of 
the consumers. 

Budget 
constraint 

Kidwell & 
Turrisi 

2004 This article shows the different kind of 
attitudes of students regarding the management 
of their budget. 

Budget 
constraint 

Teng & Lu 2016 The authors show the importance of the 
involvement of the consumer in acting and 
consumer in favour of the environment. 

Budget 
constraint 

Foukaras & 
Toma 

2014 The researchers put the emphasis on the fact 
that the willingness to pay more and the level 
of information and trust are two key factors in 
the decision process of buying ecological. 

 
2.6 Theoretical Scheme 

 
Our data collection process involves two different steps. It will first start with two 
individual face-to-face interviews from which we will gain a first insight of our research 
question. We will then continue to gather primary data with the conduct of two focus 
groups with four participants in each. Our conceptual model, from which the interviews 
and focus groups guides are developed, follow five key bullet points. 
 
It will first start with a set of different values, both on a social and personal level and then 
regarding the attitude towards the environment. The second and third key points are about 
personal norms, as ‘an own perception of one’s behaviour’, and social norms, as ‘a 
perception and expectation of others’ behaviour ‘ (Mørk et al., 2017, p.409). The fourth 
key point covers the budget constraint, important point to cover as our study focuses on 
students. And finally, the last key point will cover the purchase intention of an eco-
labelled food product. 
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Figure 1. Own developed conceptual framework based on Mørk et al., 2017, p.409 

 

 
 
 
 

2.7 Choices of theories 
 
We have chosen to build our conceptual framework from the model developed by the 
researchers Mørk et al. (2017, p.409) in their scientific article. This model makes sense 
to us as it focuses on what defines a consumer, its values, the self and on how consumers 
perceive the environment in the research process. We cut the model after the square 
‘purchase of organic produce’ (Mørk et al., 2007, p.409), as this is the final goal of our 
own research. In order to adapt Mørk et al. model to our specific context, we started by 
defining the different set of ‘values’ that define our Swedish student customer, according 
to Collins et al. definition (2007, p.559). In their article, Collins et al. use as a definition 
of ‘values’ what the author Schwarz wrote in his research article from 1992 (2007, p.558). 
The ‘Schwarz’s scale’ has been validated and approved by several countries all around 
the world since its publication (Schwarz, 1992). It states that values can be used as a base 
frame to evaluate behaviour (Collins et al., 2007, p.558), and thus in our particular case 
to evaluate students’ consumer behaviour. After categorizing all the different types of 
values, Schwarz made a distinction between ‘social values’ and ‘individualistic values’ 
(Collins et al., 2007, p.558). We find this distinction in our developed conceptual 
framework, where personal and social norms come as a result of the ‘values’ frame. 
‘Social values’ understand conformity, tradition, universalism and benevolence while 
‘personal values’ refer to power, achievement, hedonism, stimulation, self-direction and 
security according to Collins et al. (2007, p.558). All of these values make sense when it 
comes to the food industry and to eco-labelled food products more precisely. That is why 
we will use them in our study. 
 
We also used a five items reduced version of the NEP scale developed by Dunlap et al. 
(2000). The NEP (New Ecological Paradigm) scale served to measure the attitude to the 
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environment. This model is often used in studies related to environmental concerns (Mørk 
et al., 2017, p.410). The NEP scale is made of 15 statements regarding the environment. 
It aims at measuring a population’s environmental world view. You can find below the 
15 statements: 
 
‘1. We are approaching the limit of the number of people the Earth can support.  
2. Humans have the right to modify the natural environment to suit their needs.  
3. When humans interfere with nature it often produces disastrous consequences.  
4. Human ingenuity will insure that we do not make the Earth unlivable.  
5. Humans are seriously abusing the environment.  
6. The Earth has plenty of natural resources if we just learn how to develop them.  
7. Plants and animals have as much right as humans to exist.  
8. The balance of nature is strong enough to cope with the impacts of modern industrial 
nations.  
9. Despite our special abilities, humans are still subject to the laws of nature.  
10. The so-called “ecological crisis” facing humankind has been greatly exaggerated. 
11. The Earth is like a spaceship with very limited room and resources.  
12. Humans were meant to rule over the rest of nature.  
13. The balance of nature is very delicate and easily upset.  
14. Humans will eventually learn enough about how nature works to be able to control 
it.  
15. If things continue on their present course, we will soon experience a major ecological 
catastrophe’(Dunlap et al., 2000, p.433). 
 
In our study, we adapt this scale with open-ended questions to fit with our Interpretivist 
research. We have decided to only take five statements because we didn’t want to spend 
too much time on this part of the interview. We assumed that the interviewees will remain 
more focus during all the interview session. We also considered that the statements 
chosen were representative of the overall NEP scale and, consequently, enough to assess 
the attitude to the environment.  
 
Then we use Kidwell et al. article (2004) and their approach of the budget constraint to 
expand Mørk et al. initial model. In fact, we think it is important to add a price dimension 
to our conceptual framework given that our final interviewees will be students, with an 
obvious budget constraint. Kidwell et al. define the budget as ‘the allocation of all or part 
of a person’s total financial resources into distinct categories in order to track expenses 
against a tangible monetary forecast’ (2004, p.602). In their conceptual model, the authors 
think the following attributes have an impact on the budgeting intention: the affect, the 
past behaviour, the consumer attitude, subjective norms and perceived control (Kidwell 
et al., 2004, p.604). For our conceptual model, we will focus on the perception 
respondents have on their budget and not their real budget. Thus, in our interviews, we 
will focus on these psychological factors that affect the purchase decision. We will assess 
these factors according to the research conducted by Kidwell et al. (2004) mentioned 
earlier: 
 

x Attitude toward the behaviour: ‘person’s favourable or unfavourable assessment 
regarding the behaviour in question’ (Yoon, 2010, p.406). 

x Subjective norms: ‘refer to the perceived social pressure to perform or not to 
perform the behaviour in question’ (Yoon, 2010, p.406). 
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x Affect: ‘individual’s judgment about the overall pleasantness or unpleasantness 
of performing a behaviour’ (Keer et al., 2012, p.107). 

x Past behaviour: can also be understood as the habits of the studied subject 
(Kidwell et al., 2004, p.603). 

x Perceived behavioural control: ‘reflects a person’s perception of the ease or 
difficulty of implementing the behaviour in question’ (Yoon, 2010, p.406). 
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3. Methodology 
 

In this chapter, we will discuss our philosophical point of view and how it might affect 
our study. We will then move on to our research approach, design and discuss our 
choices. Lastly, we will have a critical look of our choices by highlighting our source 
criticisms. 
 

3.1 The scientific method 
 

3.1.1 Preconception 
 

According to Bryman & Bell (2011, p.30) researchers are influenced by their prior 
experiences, their mind-set or what they consider as right or wrong. This influence has an 
impact on the way researchers analyse and study a phenomenon. So this factor must be 
taken into account when working on a thesis. 
 
We think that it is impossible for us to erase our preconceptions about the subject. 
Because of this, we will write down all the things that could influence the results of our 
study. Thanks to this, the reader will be able to see to what extend our preconceptions 
have influenced this thesis. The overall subjectivity of our work can be influenced by 
these preconceptions. Subjectivity can influence the way we deal with the topic and also 
various choices that can be made (Bryman et al., 2011, pp.43-44). 
 
First, it is important to note that both of us are marketing students. We think that it could 
bias our interpretation of the results in a way. In fact, we may tend to grant too much 
importance to the packaging for example and to neglect some other factors such as 
political education which could also be crucial in the understanding of the overall 
phenomenon. Thus, we will really try to grant equal interest in all the parts of the results 
we will gather to bring the most unbiased analysis possible. 
 
Then, the choice of the subject may also have been influenced by our preconceptions 
about the topic. In fact, we have both grown up and been educated with the ecological 
concern. Really soon in life we have been taught that the protection of the environment 
is an important issue of the current century. We assume that is why we both have agreed 
on working on this particular topic. Regarding the research question, we think that we 
may have been influenced by the fact that we both try to buy eco-labelled products for 
our daily consumption. But we have not been influenced by any company in particular. 
So, we think that we are quite unbiased regarding the choice of the research question.    
 
We also have to note that our preconceptions can have an influence on the methodological 
aspect of our work and also the way the research is conducted (Bryman et al., 2011, pp.43-
44). Plus, using a qualitative research design increases the risk of having a biased study 
more than a quantitative study (Bryman & Nilsson, 2011, p.44). Thus, we acknowledge 
that our preconceptions may have had an influence on the methodology we have chosen. 
But, none of us had any real theoretical knowledge about the topic. So we think that the 
impact of our preconceptions is limited. 
 
Overall, in order to prevent us from being too influenced by our preconceptions, we will 
always have this concern in mind while working on the thesis. We will also try to base 
our work on the existing literature and researches to avoid any bias from our own views. 
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3.1.2 Research philosophy 

 
The purpose of this study is to understand a phenomenon. We want to understand why 
Swedish students choose eco-labelled products over regular products. Thus, we have to 
interpret their testimonies to enlighten some patterns. For this reason our ontological and 
epistemological approach in our thesis is interpretive. In fact, we think that social reality 
is subjective, that researchers’ opinions shape the subject of study (Collis & Hussey, 
2009, p.57). Therefore Interpretivism is the most suitable paradigm. 
 
So, ontologically speaking, we do not think that our study pictures the overall 
phenomenon in every aspect. As ‘each person has his or her own sense of reality and there 
are multiple realities’ (Collis & Hussey, 2009, p.59). So, our study will offer a view from 
this social phenomenon. But we don’t claim that our work will cover the entire reality. 
Thus, we will try to be cautious and avoid making any generalization of our results. 
 
Regarding epistemological assumptions, as we consider ourselves as Interpretivists we 
will try to be as close as possible from our studied subject. The best way to do it is through 
various kinds of interviews and focus groups (Collis & Hussey, 2009, p.59). In fact, we 
will interview Swedish students in order to picture out what they have in mind when they 
buy eco-labelled food products. As our approach is not quantitative but qualitative, we 
will focus on analytical interpretation of our results. The aim of our study will be to try 
bringing an understanding of our research question in a certain way. And, regarding 
axiological assumptions we consider that we are value-bound. Although these values may 
not be clearly stated they still influence our work. These values may change the way we 
interpret things and facts (Collis & Hussey, 2009, p.60).   
 

3.1.3 Research approach and design 
 
As we have decided to conduct our thesis under the Interpretivism paradigm, we have 
chosen to make a qualitative analysis. Since our study focuses on the motivations that 
explain students’ eco-labelled products purchases, we thought it was the most-fitted 
design for it. 
 
Bryman et al. (2011, p.27) state in their book that qualitative studies’ purpose is to point 
out understanding rather than explaining a phenomenon. This point is well related to our 
philosophical assumption, Interpretivism. Our study will be mostly deductive, meaning 
that our theory will be developed from already established theories and models. This will 
help us building our own theoretical framework. It will also be inductive in some parts, 
given that we will use empirical observation of the reality during our data collection 
process (Collis & Hussey, 2009, p.7).  
 
A deductive research establishes first a conceptual and theoretical structure and then tests 
it through empirical observations (Collis & Hussey, 2009, p.7). As stated in Bryman et 
al.’s book (2011, p.69), qualitative studies can benefit from a mix-method of both 
deductive and inductive processes for the research phase. The knowledge our study will 
bring to the existing science will come from subjective evidence from participants and 
we, as researchers, will interact with the phenomenon that we study, as a property of 
qualitative research process (Collis & Hussey, 2009, p.46). This statement goes in the 
same direction as our study, as we will compare our theoretical framework with our 
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results generated from our interviews and focus groups to provide an answer to our 
research question. All along our study, we will progress from a deductive approach to an 
inductive one. This will start with the analysis of the current knowledge on our studied 
topic to build up our theoretical framework. From these findings, we will construct our 
questionnaires to lead both the interviews and focus groups, in order to generate primary 
data. Finally, we will analyse our empirical data and compare them with our theoretical 
framework. This will allow us to make some conclusions that will give a new insight to 
the current research on this specific field of knowledge, as developed by Bryman et al. 
(2011, p.3). 
 
The use of qualitative methods is often criticized for its subjectivity, lack of reliability 
and the absence of possibilities to make generalization of the data (Collis & Hussey, 2009, 
p.53). Knowing these criticisms, we have still chosen to conduct a qualitative analysis as 
we think it will be the best method to answer our research question and get a deeper 
understanding of the motivations that push students to buy eco-labelled products. We 
don’t want to lead our respondents on a wrong track by using a close-ended questionnaire 
and narrow their minds. The use of the focus groups will come as a complementary 
analysis to our firsts interviews. This will allow us to get deeper and fairer knowledge 
about this topic and guarantee us a higher transferability rate of our generated data (Collis 
& Hussey, 2009, p.141). 
 
As we wrote before, we choose to conduct both interviews and focus groups as methods 
to gather primary data. We will start by conducting two face-to-face interviews of 
students at the University of Umeå. The results of these interviews will be then compared 
to our theoretical framework. This will help us constructing the focus groups orientation 
and questions, and will give us a first understanding of the students’ minds regarding our 
research question. After this, we will conduct two focus groups sessions at Umeå 
University as well. We want to conduct two focus groups instead of one to be able to 
compare both results and have a fairer picture in the analysis of the results. 
 

3.1.4 Source criticisms 
 
In order to have the best representation of the current scientific knowledge about our 
specific studied topic, we have chosen to use a variety of sources from different scientific 
journals. We found them both on Google Scholar and on the online library of Umeå 
University. To help us finding those articles, we used keywords such as ‘sustainable 
buying’, ‘eco-labels’, ‘students purchasing behaviour’, ‘Sweden and sustainable 
consumption’ and others. We also found some relevant sources in a former class textbook 
about Consumer Behaviour (Solomon et al., Consumer Behaviour, a European 
perspective, fifth edition, 2013) and used their reference list to find more articles on this 
subject. When writing about both eco-labels we use in our study, ‘KRAV’ label and the 
‘European Union organic farming’ label, we went on their proper websites to gather the 
information we needed. 
 
We have chosen to elaborate our study based on previous researches about organic food 
purchases and student consumption. As the field of knowledge is quite narrow and un-
existing because of the few researches already conducted regarding the second 
orientation, there is a risk that we might have forgotten an important element of our topic 
and that we got a little biased by the literature we analysed. However, this can also be for 
us a chance to be more critical regarding previous researches and our findings. Besides, 
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the use of an opened interview guide will avoid us to forget an important topic while 
gathering the data. We will also ask the respondents at the end of both interviews and 
focus groups the following question: ‘What do you think we might have forgotten 
regarding this topic?’ to provide nuances and be sure to fulfil all the topics regarding our 
research question. 
 
The Mørk et al. model we choose to follow is quite new as the article is dated from 2017. 
On one hand, it can represent a risk as we cannot take any step-back from it, but on 
another one this can be a benefit for us as this source is up-to-date and has more chances 
to fit with our own findings. 
 

3.2 The practical method  
 
This last part will explain the methods we will use to collect our primary data. It will first 
start with the data collection process and will continue with the analytical part and how 
we want to process to analyse the results of our findings. 
 

3.2.1 Collection of primary data  
We have designed two different interview guides in order to collect different kinds of 
data. An interview guide designed for face-to-face interviews and an interview guide for 
focus groups. Both interview guides are similar in their structure. It starts by asking 
personal information. Then comes question to assess the values, the norms, the attitude 
to the environment, the budget constraint and the purchase intention. 
 
The face-to-face interview guide is more detailed and includes more questions. In fact, 
face-to-face interviews were expected to be less favourable for talks as focus groups 
because we assumed that group discussion would lead the participants to talk more. 
Another difference between the two interview guides is that focus group guide includes 
testings. In order to improve the dialogue between the participants we have included 
testing part. The product chosen is pesto. Pesto is in fact a product that could suit to 
anyone despite their religion or food consumption habits. We have picked two kinds of 
pesto: an eco-labelled and a regular one, both from the retailing brand ICA to decrease 
the impact of the brand in our findings.   
 

              
 

We have used this method to assess the values of the participants regarding food. Also, 
to assess the attitude to the environment we have decided to show the participants five 
pictures dealing with the environmental crisis. We asked the participants to react to these 
pictures. During all interviews we have made recordings with our smartphones and also 
have taken notes in case of problems with the recordings. All interviews were held in 
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quiet rooms at the Umeå University. Respondents were thanked for their participation by 
receiving cookies. 
 

3.2.2 Sample selection 
Leading by our research question, we selected the most appropriate type of sample that 
would help us answering it. Since our qualitative study focuses on Swedish students 
currently studying in Sweden, we relied on a non-random sample selection technique 
(Collis & Hussey, 2009, p. 132). This was the best-suited method for us, as we needed 
Swedish students who had already purchase eco-labelled food products. That is why we 
chose both a convenience and purposive sample to gather our primary data (Collis & 
Hussey, 2009, p. 132). 
 
The choice of a convenience sample was motivated because only few people were 
available at the time of the study, and also because the thesis was conducted under a short 
period of time. We selected our participants from a large group, which was made out of 
our Swedish classmates, corridor mates and friends. Therefore, this sample recruitment 
technique was relatively easy for us to apply.  
 
Secondly, we also selected our participants within this large group according to a 
purposive sample selection (Collis & Hussey, 2009, p. 132). We identified nine persons 
in our circle of relatives that had mentioned to us, prior to the study, that they had already 
consume organic food products. We made sure before including them in our sample that 
they were still consuming those products at the time of the study.  
 
Overall, we have chosen the participants according to three criteria. They had to be 
Swedish, students and consume organic food products at the time of the interviews. To 
be sure that the participants fulfilled the criteria we have asked them a first time before 
the interview if they were Swedish students. Meaning that, once they have volunteered 
we asked them their nationality. Then we asked them a second time in the beginning of 
the interview. We also wished to interview people with, at least, a little awareness about 
the two studied eco-labelled. Then, we have tried to have students from different field of 
studies and with different ages to make our study as relevant as possible. 
 
Table 2. List of the participants in our study 

Interviewee Age Gender Field of study Type of interview 
1 24 Male Marketing Interview 1 
2 31 Male Marketing Interview 2 
3 25 Female Sociology Focus group 1 
4 25 Female Linguistics Focus group 1 
5 25 Female Marketing Focus group 1 
6 21 Male Engineering Focus group 1 
7 26 Female Ecology Focus group 2 
8 26 Female Design Focus group 2 
9 27 Male Medicine Focus group 2 
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3.2.3 Ethical considerations 
During our research we have kept ethical considerations in mind, especially while 
conducting interviews with Swedish students. The ethical issues are made of four main 
topics: harm to participants, lack of informed consent, invasion of privacy and deception 
(Bryman & Bell, 2015, p.134). Saunders et al. (2012, p.231) have stressed the importance 
of consent in conducting an interview. It means that participants must know enough about 
the study to be able to make an informed decision about participating in the survey or not. 
The privacy of the participants has not been invaded. Their records remained anonymous 
and confidential. In fact, Saunders et al. (2012, p.231) have emphasised that 
confidentiality and anonymity have to be respected in order to ensure the reliability of the 
study. Also, Saunders et al. (2012, p.231) have emphasised on the fact that the researchers 
must ensure the privacy of the participants at any point of the study, which we have done 
by respecting the interview guide and by saying to the participants that they were free to 
leave at any point. And, they were not lied or cheated at any point of the interview. In 
fact, Bryman & Bell (2015, p.144) have explained that deception happens represent their 
research as something else than what it is really.  
 
Before each interview, participants were informed about the process of the interview, the 
purpose of our research and how their answers would be used. We clearly explain what 
the study is about, the time it would take, the fact the results will remain anonymous and 
confidential, and that participants can leave the study at any point. We also asked them if 
they agreed to participate in the interview a first time, few days before the interview and 
then just before the actual interview. That way we were sure that they were all volunteer 
to take part in our study. They were also informed that they were voice-recorded during 
all the interview. Overall we have really tried to keep in mind ethical considerations and 
have tried to implement it all along our thesis work. 
 
 

3.2.4 Analysis method 
We will analyse our qualitative data, generated from both the interviews and focus 
groups, through an analytic way of processing. To do so, we will use the four main themes 
we selected to build our conceptual framework, which are: the values, the norms, the 
budget constraint and the purchase intentions. This kind of analysis is called ‘analytic 
induction’ (Bryman et al., 2011, p.581). According to Bryman et al., analytic induction 
refers to ‘the examination of a limited number of cases in order to provide generalizations 
and to highlight similarities between different cases to generate in-depth knowledge’ 
(2011, p.582). To do so, the analytic induction methodology consists of organizing the 
textual data and analysing it through several themes.  
The first step of this method asks the researchers to identify and pick up the themes they 
want to work with in the textual data (in our case the interviewees and focus groups). 
Regarding our thesis work, this first step will be filled by using the four main themes 
already present in our conceptual framework. Our analysis will thus be linked to our 
literature review as the four themes we will use come from our conceptual framework, 
previously developed. As both interviews and focus were already conducted through the 
conceptual framework prism, it will help us outlining the different themes and comparing 
all the data.  
One last thing has to be considered. In our analysis we will mention ‘Swedish students’. 
We are aware that we can’t generalize our findings to the entire population of Swedish 
students given that our sampling is quite narrow. But it can still provide us with interesting 
tendencies.  
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4. Empirical data  
 

This chapter aims to show the empirical data we collected during our thesis work. We 
will first start to describe the two face-to-face interviews we conducted and then continue 
with the two focus groups that followed. 
 

4.1 Interviews 
 
Before conducting the focus groups sessions, we have conducted two face-to-face 
interviews. The purpose of these interviews was to gather data in a different way and, 
hopefully, get different kind of answers. The interview guide was made of 40 opened 
questions divided into five parts: the values, the attitude toward the environment, both 
social and personal norms, budget constraint and eventually the purchase intention. At 
the end we have asked the participants if we might have forgotten something in the 
interview guide in order to avoid forgetting an important topic regarding our thesis work.   
 

4.1.1 Interview 1 
 

The first face-to-face interview took place on Wednesday the 19th of April 2017 in the 
cafeteria in Lindelhallen, in Umeå University. The participant was a Swedish male, aged 
24 who was studying marketing at Umeå University. Even if he admitted that he was not 
a regular consumer of eco-labelled products, he had already bought some and, therefore, 
his testimony was relevant for our study. The overall interview lasted 58 minutes. The 
interview followed the structure of the ‘interview guide’ as detailed in appendix 2.  
 
After an introductory speech to explain him the purpose of the study, the structure of the 
overall interview and the confidentiality of the study we asked him questions about his 
profile. As explained before, the first part of the interview was focused on the values 
regarding food consumption. The interviewee quickly explained that food was not his 
priority: ‘It’s a bit important but not that important for me. The area of clothes is more 
important than food’. He explained that even if he looks for good products: ‘when I cook 
I look for food that is quality’, he doesn’t want to spend too much time on cooking and to 
spend too much money. The involvement of the interviewee in the food tradition is 
limited to Swedish traditions: ‘when it comes to traditional food, like certain dishes that 
you eat at certain occasions, I mean that those traditions I tend to follow, not exactly but 
quite much. I follow Swedish traditions when I do this kind of food’. Then, when asking 
the interviewee if he feels that he was part of a bigger community his answer was limited 
to Sweden and the fact that he is a student, stressing that he is not really involved in 
anyway in any group. We asked if he was involved in any kind of charity he admitted 
that: ‘I have few really strong beliefs. Of course I would like to be more environmental 
and give money to good causes to help people in need. I think that it would be nice but I 
don’t really do it. Before I was a subscriber for UNICEF, but it was for half a year and 
then I actually quit because I thought, after I’ll graduate, that I would do it again. But 
right now I don’t do it’.  As expected regarding this answer, the interviewee had really 
little expectations regarding his power as consumer. He considered that, even if he could 
have an impact on a small-sized company, he said: ‘I don’t feel that my views will have 
an impact. I can put forward my thoughts and so on but I have really little doubt that the 
company will really take my thoughts into consideration and make something out of it. It 
depends on the size of the company’. We then asked if the food purchase was part of his 
personal fulfilment. He said that it wasn’t. Then, he gave an explanation to that: ‘When I 
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was growing up, there wasn’t any real connection to buying eco-friendly food or more 
sustainable products. It hasn’t been any emphasis, so I guess that it has shaped my 
personality’.  We then asked to what extent smell and taste was important for him in his 
food purchasing process. He explained that the visual was the most important thing for 
him and then he spontaneously said: ‘When it comes to meat, I see the country of origin, 
I prefer Swedish. Not just because it’s local but also because here in Sweden we have a 
bit more roots. But on the other hand if you buy meat from Denmark then it’s mostly 
cheaper. But one thing that I try to look for when it’s meat at least is the country of origin. 
Then, if it’s from Sweden then I try to prefer it over, for example, if it’s from Denmark’. 
To the question about the delightness of the food purchasing he answered that, even if he 
likes shopping for food he can’t really consider it as a delight, corroborating the fact that 
he didn’t consider himself as having particular desire when it comes to food. Then, we 
asked him if he considered food transparency as important, he said: ‘Well to be 
transparent I think it’s really vital, really important. I mean in general, in life. Mostly for 
companies’. 
 
The following part was related to the attitude to the environment in general. We red a list 
of statements to the interviewee and asked him to react to these statements. He had 
moderate opinions on the topic. For example, that a single human being doesn’t abuse the 
environment that much but ‘Humans as a whole yes. Human as a single person, not so 
much. But humankind as a whole, yes, we abuse the environment. And we have done it 
for a time’. Similarly he stated that ‘We need to change, not maybe entirely but in general 
our behaviour’. He also answered yes when we asked him if a major ecological crisis has 
to be expected in the coming years.  
 
Then, we talked about his social and personal norms. According to his own perception, 
less than half of the people in general, and people he knows, buy organic food product. 
He also doesn’t feel any particular pressure from other people or the people he knows to 
buy organic food products: ‘If I would go to a convenient store I have hard times finding 
people telling me: oh no don’t buy that product, buy that product’. Similarly he doesn’t 
feel any feeling of guilt when he buys conventional food products: ‘I wouldn’t say I feel 
bad. I would say the opposite. If I instead buy organic products, instead of conventional 
I feel good. But if I buy conventional instead, I don’t feel bad’. But, he feels that 
sometimes he has to buy organic food products instead of conventional. He stressed the 
fact that it happens when the topic is discussed on the news. Even if he has this feeling, 
he stated: ‘I would say that if I buy ten products next time I shop, maybe one or two of 
them would be ecological’. In fact, he doesn’t feel that it is his duty to buy organic food 
products: ‘I know that it is preferable because it helps the environment, animals and the 
farmers and the planet in all. But I don’t feel it as a duty. Because I don’t feel that my 
actions have an impact on the planet as a whole. Because I’m just one person among very 
millions of people. So I wouldn’t say ‘due to’, no because I don’t really think that I affect 
on the environment’.  
 
We then asked him questions about his budget constraint. After recognizing that he may 
sound ‘cheap’ he told us that his monthly budget was about 1200 Swedish kronors. He 
also said that he usually goes to the restaurant, either fast food or regular restaurant, one 
or two times a month for 200 Swedish kronors. So his total monthly budget is 1400 
Swedish kronors. He admitted that this budget is small ‘Because I’m trying to adjust it to 
my budget because I don’t have that large budget. So I think that in a few years, when I’ll 
hopefully get a stable job and higher income then I would probably spend more on food, 
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I would tend to buy some more expensive versions than I buy today. But I don’t think that 
I’m going to change that much but I’m quite sure that I will change to more expensive 
alternatives regarding a few products at least’. He thought that he would mostly focus 
his new budget on meat. Regarding the share of ecological products among his grocery 
budget was around 15%, which, according to him ‘It’s a small number. It’s my choice, 
ecological products tend to be more expensive, to be price premium. It’s also my decisions 
regarding my purchases and food’. When we asked if the purchase of ecological was new 
for him he told us that he has started three years ago. Then, he told us that he wanted to 
increase his ecological products consumption: ‘I think, in ten years I will maybe have a 
family, a child. Then it’s not just me. Of course my body is priority n°1 for me because, 
of course, my body is myself. But when you are a parent then you are in charge of what 
your children will become. Then you want them to eat what is good for them and, not just 
for them, but for the environment and so on. You need to lead by example. In general 
actions speak louder than words. Just saying things, of course it will have an influence 
but you need to do it by actions in order to influence people on a deeper level. These are 
my thoughts right now’. 
 
Lastly we asked him about his purchase intention regarding the two studied labels. The 
first thing to mention is that he already knew the two labels. But it appeared that he had 
little accurate knowledge about what they stand for: ‘The word ‘KRAV’ in Swedish means 
‘claim’. To be able to have a label on your product you must of course live up to rules. 
You can’t just give money and get the label. You need to live up to the standards in order 
to be able to get the label on your product. Of course you need to produce the product in 
a way that is more sustainable and environmental. Both the environment and the animals. 
Also the farmers and the producers must take things into consideration. Just the way 
things are produced. I think it’s just the producing part’. Similarly for the European 
Union label: ‘I think I have less knowledge than the KRAV I would say’. Regarding the 
fact he is trusting in the labels, he said that: ‘If you have a label, you are certified, so it 
conveys something. It conveys quality. So of course you don’t have to doubt, you don’t 
have to wonder if it’s environmental friendly or not because if you see the label then you 
know it has certain standards. So it makes it easier for me as a consumer’. He considered 
that both labels have an impact on his purchase decisions because of what they convey. 
But, he stated that the European Union label would be more useful if he travels outside 
of Sweden. He then said that the KRAV label had more impact on him: ‘KRAV I would 
say has more impact on me. Because I’m more familiar with it, I know more about it. It’s 
a more Swedish thing and I’m Swedish so I tend to like it more. Also, we Swedes have a 
little bit higher standards to live up to receive the labels. That’s my assumption at least’.  
 
To the closing question he answered that we could also have been focusing more on 
people who eat outside of home, to the restaurant for example, to get a broader picture.  
 

4.1.2 Interview 2 
 

The second face-to-face interview took place on Monday the 24th of April 2017 in Umeå 
University. The interviewee was a male, Swedish student in marketing of 31 years old. 
He was a steady consumer of organic food products, so it was relevant to conduct the 
interview with him. The overall interview lasted 35 minutes.   This second face-to-face 
interview had the same structure as the first one. You can find the frame of the interview 
in Appendix number 2.  
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We started the interview by assessing the values of the interviewee regarding food 
products. The interviewee seemed to perceive himself as quite independent regarding his 
choices: ‘I believe I make my own opinion about the taste, the products. I have my 
personal tastes’. But he seemed to be sensitive to traditions in cooking: ‘If I want to cook 
according to a traditional recipe then I need to buy some products. Yes, I think that I am 
quite much a recipe cook, I don’t create so much myself’. Similarly, he felt an attachment 
to local food culture: ‘For example here in Västerbotten if we talk about food they have 
a certain tradition and food culture here and I would like to support that. They are proud 
of the local products and the local traditions of how food is made here. And I like to do 
that wherever I go if I travel. I like to try local stuff. I respect the local traditions’. We 
then asked him if he was involved in some causes. He answered that even if he has been 
used to, he was not doing it at the time. He also had the feeling to positively impact the 
environment buy buying ecological products. He considered food purchase as part of his 
personal fulfilment: ‘Yes, at the moment yes. I’m starting more and more to think about 
it. I have started to reduce meat products at home. So it’s just meatballs, chicken. I have 
changed this year. So now it’s corn, mushrooms proteins and vegetarian meatballs and 
vegetarian meat’. It appeared that he was sensitive to taste and smell: ‘Yes it is. I am a 
big fan of food. The first sense that comes is the smell. So if I would prioritize, the first 
would be the sense smell. Secondary is the taste. But of course it might smell good and 
taste awful and it can be vice-versa. But the first thing that comes to my mind is that smell. 
That’s what triggers my mind and my stomach’. Even if in the beginning of the interview 
he stated that he was making independent choices regarding food, he then conceded: ‘It’s 
a combination I think. I’m affected by my girlfriend, my friends. What I see, what I’m 
presented with, what I’m marketed with, alternatives in other places. And in the end I’m 
boiling it down to what I like and what I don’t like about this and then I try to make my 
own opinion about it. So maybe it’s a naïve thought to think that it’s my own perspective. 
But, sure I think I make my own choices’.  And, considering food transparency, he 
admitted that was not a key element for him: ‘Important but maybe not key. I mean if you 
compare ‘have it’ or ‘don’t have I’, I would say ‘have it’ is better’.  
 
We then questioned him about his attitude to the environment by reading him a list of 
different statements. The first one was about the fact that humans are abusing the 
environment: ‘If I tell on a scale from 1 to 10, I would say 7. But I think we are on a good 
way to change it around’. In fact, he was quite optimistic regarding the future of 
humankind. He thought that Earth has enough resources, in particular renewable energies. 
Similarly, he said that humans will eventually live in symbiosis with the nature.  
 
The following part of the questionnaire was about norms. Firstly, he answered that, 
according to him, many people in general buy organic food products because of a current 
trend in the society. When we asked about the opinion of the people important to him 
regarding organic food he made a link between quality and organic products: ‘Majority 
of my family they don’t really push to buy ecological food. But instead food with quality 
and maybe that implies that in the end it’s more ecological produced, more clean, more 
pure food and not prefabricated. Less prefabricated and more ‘do it yourself’’. He also 
mentioned the importance of the media in the overall pressure to buy ecological: ‘The 
media is bringing out the topic a lot. The supermarket, the restaurants try to lift ecological 
products a lot so yes I’m exposed to it more. There a lot of options to consume ecological’. 
He couldn’t say if the people he knows actually buys ecological product or not because 
he didn’t know their habits. When he answered to the next question if he felt bad when 
he didn’t buy ecological he spontaneously talked about the budget constraint: ‘To some 
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degree, sure I feel bad. But at the moment I have a limitation in my budget. So being able 
to actually being able to have a normal consumption I need to compromise on something, 
for that reason I don’t feel bad. But if I had a bigger income, maybe I would feel a little 
worse’. Unsurprisingly he said that he should buy more organic food because of the 
nutriments but also the taste and the smell. He then told us that the products he mainly 
buys ecological are vegetables, but within the limitation if his budget. And, he said that 
buying ecological products was more a personal value than a duty.  
 
The following part of the interview tackled the issue of the budget constraint. The 
interviewee was living with his girlfriend. The budget of the couple was of 2500 Swedish 
kronors per month. He considered that budget as small for two persons. The couple spent 
500 Swedish kronors each month approximately in organic products. These habits were 
new for the interviewee: ‘Since two years. Since I moved in with my girlfriend. So we 
could change attitudes, values about how we purchase. Before I was living with two other 
guys. And for them it was all about buying the cheapest possible stuff. Which on the 
contrary was the worst. They valued quantity over quality. Me and my girlfriend, we value 
quality over quantity’. He also considered the fact that in the future he would spend more 
on products with better quality: ‘I would mostly change on product that I feel are 
constructed. Something that is not really natural, that contains a lot of shit. I would move 
to something that contains less shit. Let’s take fruits, they are spread with pesticides for 
example’.  
 
Then, we asked him about his purchase intention regarding the two studied labels: KRAV 
and the European Union Label. The interviewee knew already both labels but had 
information only on KRAV. Even if this information were vague: ‘That it demands a lot 
from the producers, to follow certain instructions on how to produce. It gives a framework 
on what you need to fulfil, some checkboxes in order to be labelled KRAV. But it’s from 
the producer side. The framework is designed in order to minimize pollution, transport, 
toxics in the food’. The only thing he could say about the European Union label was: ‘My 
only assumption is that it’s really similar to the KRAV but with certain other checkboxes. 
Because KRAV has the Swedish law and limitations while the EU label needs to look at 
European standards, frameworks’. He also made a comparison between KRAV and the 
European Union label: ‘I actually think that the KRAV is more demanding. Because the 
European label needs to take into consideration all the European countries. And 
according to my assumptions, Swedish laws are quite strict in comparison with many 
other European countries. So I believe that the standards, on average, are lower than the 
KRAV’. Regarding the influence of the two labels on his purchasing decisions he said that 
KRAV had more influence. But he said that the European Union label was useful for the 
purchase of wine: ‘But for wines, which I know are made in France, Spain and Italy then 
it indicates me that they are ecologically made. Because KRAV doesn’t exist in Spain, 
Italy and France for example. When I buy wines, then I look at it. But not in the 
supermarket’. 
 
Regarding the last question he gave an interesting hint: ‘What trade-off comes with buying 
KRAV or the EU label? What kind of trade-off do you have to make? Price for example 
is a trade-off, because organic food costs more so that’s a trade-off. But do I have to 
trade-off with taste?. 
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4.2 Focus groups 
 
After conducting the two face-to-face interviews, we went further in our data collecting 
process and organized two focus groups. Our focus group guide is structured through five 
main sections that we want to investigate. We will first start by the values, then we want 
to measure the attitude towards the environment, the socials and personals norms, the 
budget constraint and finally we want to investigate the purchase intention regarding the 
two different labels KRAV and the EU label. We will close our focus groups with one 
last opened question, asking the participants if we might have forgotten an important topic 
they would have liked to talk about. This will give us the insurance that our study is 
exhaustive and that we haven’t forgotten any critical point. 
 

4.2.1 Focus group 1 
 
The first focus group took place on Monday the 24th of April 2017, in room number 2 at 
Universum (one of the main university buildings in Umeå). We had four participants, 
aged from 21 to 25, all Swedish citizens and currently studying at Umeå University. They 
were all consuming organic products, more or less on a regularly basis. We tried to have 
a heterogeneous mix of study backgrounds for a better representation of our chosen 
sampling. All of the present students were studying within different departments such as 
engineering, sociology, linguistics and marketing. This focus group lasted around 45 
minutes and was structured according to the ‘focus group guide’ we developed 
previously. You can find it at the end of the thesis, in our Appendix section under the 
number 3. 
 
After presenting the aim and context of the focus group and remind the participants the 
confidentiality of their participation, we started this first focus group by asking them an 
opening question about the values that matter for them regarding food consumption. They 
were all agreeing to quote quality as the main one, following by the origin of the product. 
For Swedish students, the origin of the product is essential when it comes to meat. 
Swedish meat origin is perceived as a proof of quality and a factor of trust for consumers, 
‘It feels like I can be more sure that the process has been going through the way I want 
it to be in Sweden’. The way animals are treated within the food industry is also a matter 
of concern for Swedish students. They quoted ‘the chicken case’ as an example and said 
they prefer to buy chicken meat or eggs that come from free chicken and not closed-up in 
small boxes. We got the perception from the focus group that Swedish students deeply 
trust their government and institutions; this explains why the origin of the meat is 
important for them. Another point that supports their preference for Swedish origin 
products is the transportation fact. Indeed, locally produced food has a better impact on 
the environment as you reduce the transportation factor in a significant way and by doing 
so reduce the amount of pollution created. The habits were also outlined in this question. 
When they go grocery shopping, Swedish students often go to the same places in the 
stores and tend to buy products they already know and are used to consume. ‘I just go 
and pick what I used to pick’ they said. They also tend to buy the products their parents 
used to buy as it comes as a buying reflex for them.   
 
When it comes to ecological products, Swedish students tend to prioritize some food 
categories in their purchasing process such as eggs, milk, some fruits and vegetables. 
Their main concern when they buy ecological food products is their health, as they want 
to avoid pesticides and other chemical products that are harmful for consumers. ‘I buy 



 33 

them perhaps more for myself but if you keep buying them they will quickly contribute to 
save the environment’ said one of the participants. Buying ecological food products is 
also a way for them to support the environment and act in a conscientious way. They 
would like to buy more ecological products but the price is often an issue for them as 
students. 
 
We then presented them two products and asked them to choose the one they would prefer 
to buy as if they were in a shop and the reasons why. They had to choose between two 
pesto jars, both from the brand ICA and with the same size. One of the products was 
ecological and the other was a regular pesto. We did not talk about the price at this stage 
of the focus group. Just by looking at the products, they all preferred to buy the ecological 
one. They don’t buy pesto products that often as well, that is why they were willing to 
buy the organic one as it is a seldom purchase. Two of the participants said they prefer 
the regular pesto packaging comparing to the ecological one. ‘The ‘I love eco’ ICA logo 
doesn’t really look that good, it looks it wouldn’t taste as good when you just look at it’ 
they said. This packaging issue can be critical if they were in a hurry in the shop according 
to them, as the regular pesto seems more appealing at first sight even though they would 
have preferred to buy the organic one. 
 
We then opened both products and made them choose according to the visual aspect of 
the products and their scents. They all agreed to prefer the ecological product on both the 
visual and smelling aspects. The ecological one had a better consistency and was less oily 
than the regular pesto and the ecological pesto had a stronger scent than the regular one. 
We also made them taste both products on toasts but without telling them in advance 
which product it was. No clear preference could be established with the blind tasting, as 
two of the participants preferred the regular one, saltier than the organic one, and the two 
others preferred the ecological one. The participants weren’t really able to explain their 
choices and thought both products were really close in term of taste. 
 
For the next question, we showed them five different pictures and asked them to talk 
about them. The pictures were showing environmental related issues and solutions such 
as deforestation, ice melting, global warming, green energy and permaculture. They first 
started to talk about the issues shown by pictures 1, 2 and 5 (see Appendix). According 
to them, ‘those pictures show the main reasons you want to buy ecological products to 
avoid those things to happen’. By purchasing ecological products, you want to preserve 
the environment and prevent global warming. Buying organic product is only one solution 
to prevent global warming but it doesn’t represent all the causes. Buying locally produced 
food can also be part of the solution to protect the environment, ‘it is good to buy in 
Sweden, but it is even better to buy ecological products from Sweden’. For them, buying 
ecological products can have a global impact on the long-term perspective. Swedish 
students tend to have those pictures in mind in their everyday life and when they go 
grocery shopping. About pictures 3 and 4, they represent hope and existing solutions to 
the previous problems. All of the pictures are connected. The recycling process is already 
well established in Sweden and Swedes tend to be well aware when it comes to 
environmental issues. They learn those values quite early at school and are also taught to 
‘always get better’. The catastrophic pictures are easier to remember, ‘they stuck more in 
head’ as they want to avoid them to happen. According to them, social media, school and 
the Swedish government have a huge impact on Swedes’ awareness and their perception 
about the environment. 
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The next question was about their social and personal norms, we asked them if they think 
they have to buy organic food products and why. They don’t feel they are forced to do it, 
but sometimes they feel like it is their responsibility to do it. They still think they have 
the choice to purchase an organic product or not. For them, it is both perceived as an 
internal and external pressure, one of the participants added ‘I often get mad at myself 
because it is not only my responsibility. It is everyone’s’. They mostly do it to have a 
better conscience but it is a huge burden to carry for consumers. They would appreciate 
retailers to do more regarding environmental concern because it is part of their 
responsibility as well. By purchasing ecological products, they want to avoid supporting 
the traditional food industry and put pressure on them to change their behaviour. ‘If I 
support the bad labels, I made them produce more. So it is on my conscience to buy 
ecological products’ they said.  
 
We then went back to the two pesto products we used earlier and introduced the price 
factor. We asked the participants to choose a second time between both ecological and 
regular pesto by knowing the products prices this time. The price didn’t change anything 
for them because the difference was not so big between both products according to them 
(a difference of 8 Swedish kronors). They still chose the ecological pesto over the regular 
one. We then asked them if they had to buy a huge quantity of pesto, would they change 
their mind. In this case, they would buy a mix between regular pesto and organic pesto 
due to their budget constraint but would still try to buy more organic pesto in their mix. 
In a bigger perspective, the price is still an important factor and especially for students in 
Sweden. 
 
Finally, we showed them pictures of both labels we are using in our thesis, KRAV and 
the EU label and asked them what they know about each, how do they influence their 
purchase and which one has the biggest impact on their buying decision. In general, they 
were more familiar with the KRAV label and know it is a Swedish label. We found out 
that Swedish students didn’t know much about ecological labels in general but tend to 
associate them to a positive image. They recognized KRAV label but didn’t know what 
it really stands for. The word-of-mouth also plays an important role regarding organic 
labels. The participants tend to trust more KRAV over the EU label because of the 
Swedish origin of the KRAV label, ‘it feels more Swedish’. They tend to trust Sweden 
more than the EU and think Sweden has a more transparent policy than the global EU. 
They ‘trust the Swedish government’ and don’t know much about other governments in 
the rest of Europe. Swedish students also see more commercials about KRAV than about 
the EU label, the awareness is bigger for KRAV in Sweden. When Swedish students want 
to buy ecological products, they don’t always check for labels, ‘I don’t really look for the 
label, I guess it is just there’. They first check for the brand name and the ‘ecological’ 
mention on the product. ‘I wouldn’t probably make my choice only based on the 
ecological label’ they said. 
 
To conclude this first focus group, we asked them what do they think we might have 
forgotten regarding this topic. They would have liked to talk more about retailers 
regarding ecological products, what are they exactly doing to promote this environmental 
friendly consumption. They would also have liked to know more about the consequences 
of their purchasing behaviour, ‘what happened if you buy an ecological product? and if 
you don’t?’. For them, the price is the biggest barrier that prevents them to buy more 
ecological products and the range of organic products is not broad enough for them. The 
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availability of the products is also important regarding organic products and have to be 
improved according to them. 
 

4.2.2 Focus group 2 
 

The second focus group took place on Friday the 28th of April 2017, in room number S 
201C at Samhällsvetarhuset (one of the main university buildings in Umeå). We had three 
participants, aged from 26 to 27, all Swedish citizens and currently studying at Umeå 
University. They were all consuming organic products, more or less on a regularly basis. 
We tried to have a heterogeneous mix of study backgrounds for a better representation of 
our chosen sampling. All of the present students were studying within different 
departments such as design, medicine and ecology. This focus group lasted around 40 
minutes and was structured according to the ‘focus group guide’ we developed 
previously. You can find it at the end of the thesis, in our Appendix section under the 
number 3. 
 
We started this second focus group, based on the same model than the first one, by asking 
them an opening question about the values that matter for them regarding food 
consumption. They all agreed to quote the origin of the product as an important fact on 
them and especially regarding meat products. The way the food is produced also matters 
for them, ‘it is important to know whether producers use antibiotics or pesticides to raise 
their animals or in the crops. We want clear information about the food we buy’. Two 
out of the three participants were trying to avoid eating meat in general and prefer to eat 
the type of meat that comes from the animals their families hunt instead of the 
supermarket meat.  
 
We then presented them the two pesto products, the organic one and the regular one, and 
asked them which one they would prefer to buy in a store. Two out of the three 
participants preferred the ecological one, ‘with this product I am sure to have less 
pesticides inside’. They also want to put pressure on the retailers by buying ecological 
products, ‘if they see people buying more ecological products, they will emphasize more 
on them and lower the prices at one point’. The third participant choses the regular pesto 
because of the price difference he had in mind, ‘even if it is only 3 or 5 kronors of 
difference it is already huge for a student’.  
 
After this step, we opened the products and made them choose according to the 
consistency and the look of both products. They all thought that the regular pesto had a 
stronger smell than the organic one but was oilier. They all preferred to choose the organic 
one at this step. We then made them taste each pesto on crackers and asked them to choose 
between both without knowing which product they tasted. They all preferred the 
ecological pesto, ‘it is less oily and the texture is more condensed than the other one. 
Besides the taste lasts a bit longer’.  
 
For the next question, we showed them five different pictures and ask them to talk about 
them. The pictures were showing environmental related issues and solutions such as 
deforestation, ice melting, global warming, green energy and permaculture. They first 
started to talk about the issues shown by picture 1 about deforestation (see Appendix). 
The forest is an important topic for Swedes as it represents a big part of their economy. 
‘It represents a severe threat for the preservation of the biodiversity in Sweden’, one of 
the participants said. They also talked about picture 3, ‘this is what will save this planet, 
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new inventions and new technologies’. For them, there is still room for improvement in 
this area but we are going in the right direction. When they go grocery shopping, they 
mostly think about themselves as individuals and less about the global environment, ‘it is 
more about reducing toxic elements to preserve ourselves’. Another participant also 
added, ‘one of the main reason I avoid eating meat is to prevent global warming as meat 
transportation represents most of the pollution generated from transportation’. They all 
found picture 5 funny as for them global warming is deeply anchored in their minds. 
Picture 4 is considered as a school picture, ‘a picture for a kid, we have been taught these 
principles at school a long time ago’.  
 
The next question was about their social and personal norms, we asked them if they think 
they have to buy organic food products and why. Two out the three participants answered 
yes to this question. Peer pressure is also important for them, ‘when I go grocery shopping 
with students friends, I can get comments if I buy ecological products because of the 
higher prices. But I don’t care so much, I am still doing it’. The third participant didn’t 
feel any pressure from other persons about this topic, ‘I only want to buy what is best for 
me and my health’.  
 
We then went back to the two pesto products we used earlier and introduced the price 
factor. We asked the participants to choose a second time between both ecological and 
regular pesto by knowing the products prices this time. All the participants stayed on their 
initial positions after knowing the real price of each product. For one of them, the price 
difference (of 8 kronors) is still big and impacts his purchasing decision. If they had to 
buy a huge quantity of pesto, the two participants that had chosen the ecological product 
stayed on their initial position ‘it feels like it is more important to buy the ecological one, 
even though it is for a big quantity’.  
 
While presenting them both ecological labels we have been working with, two out of the 
three participants agreed to say that both labels influenced their purchasing decision when 
it comes to buy ecological food products. ‘I trust both labels equally. I wouldn’t say I feel 
so Swedish, I feel more like an European’ one of the participants added. Another 
participant said that KRAV label is more visible in-store but both labels have the same 
influence over her purchases. The third participant didn’t know about the EU label before 
but was used to buy some KRAV labelled products, ‘I will probably choose KRAV over 
the EU label, but only because I am more familiar with KRAV’. When they want to buy 
ecological products, two out of the three participants look for the labels, ‘I want to avoid 
fake marketing and be sure about the food I am buying’. Another participant added ‘If it 
is a Swedish product I don’t check for labels because I tend to trust Swedish products 
more’.  
 
To conclude this second focus group, we asked them what they think we might have 
forgotten regarding this topic. They would have liked to talk more about peer pressure, 
‘when a person is vegan in one group, it influences the others a lot’ said a participant.  
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5. Analysis 
 

The aim of this chapter is to analyse our findings and relate them to our conceptual 
framework by using our four-themes model as a foundation to bring in-depth 
knowledge.    
 

5.1 Theme 1: The importance and impact of values to understand consumers’ 
mind-set 

 
5.1.1 Social values have a limited impact on consumer behaviour 

The theory of the perceived self and the role of the place (Lee et al., 2015, p.603) can be 
used here as it comes as a confirmation. In fact, the place plays an important role. 
Individuals will act in a way to preserve the environment they live in. The empirical data 
we have gathered confirm this theory. Swedish students seem to be more willing to buy 
food products coming from Sweden rather than from Denmark for example. They tend to 
prefer Swedish products especially for meat, eggs and milk. ‘Then if it’s from Sweden 
then I try to prefer it over, for example, if it’s from Denmark’ stated the interviewee during 
the first face-to-face interview. Thus it demonstrates a preference for national production. 
This result can be explained by a trust in the Swedish government that the interviewees 
share. They think that the Swedish government has the ability to create regulations and 
to ensure that the food is produced on the national soil. 
 
A certain aspect (cultural) of the political consumption (Niva et al., 2014, p.466) has been 
emphasised by the empirical data collected. In fact, it appears that Swedish students tend 
to respect a certain food tradition. For example, the interviewee during the second face-
to-face interview said ‘For example here in Västerbotten if we talk about food they have 
a certain tradition and food culture here and I would like to support that’. By buying 
certain products over other ones they favour Swedish food traditions. This particular 
support is included in the definition of political consumption. Nevertheless, the respect 
of the tradition is partial. In fact, it appears that Swedish students follow traditions only 
on certain occasions and not all the time. Still, this aspect is important to understand the 
social values of Swedish students. 
 

5.1.2 Personal values are deeply anchored 
Health consciousness is an important element of the personal values (Teng et al., 2016, 
p.96). It states that individuals care about their own health and, consequently, act in way 
to improve their own health. During the interviews we have seen that respondents try to 
avoid, as much as possible, pesticides or toxins in the food. They care about what is 
contained in the food. Thus, they value transparency. In fact, they appreciate to be able 
to know the country or the region of origin but also the ingredients used in the product. 
Another behaviour that can be related to this theory of health consciousness is the 
importance of taste and smell. In almost all interviews respondents have shown an 
important sensitivity to this criteria. They have expressed an interest in food products 
with a pleasant taste and smell. In fact, during the first focus group, one interviewee said, 
about the eco-labelled pesto that:  ‘it is less oily and the texture is more condensed than 
the other one. Besides the taste lasts a bit longer’. Even though the purchase intention 
was higher for the organic pesto, no clear preferences have been settled for one product 
over the other regarding the aspect, taste and smell of both products. They tend, to a 
certain extent to buy food products with a satisfying taste and smell. A link seems to exist 
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in the mind of Swedish students between a good smell and taste and organic products. 
They tend to think that organic food products offer a more satisfying smell and taste. 
 
Another thing that should be emphasised is the fact that Swedish students tend not to 
consider themselves as being part of particular community except the Swedish national 
or regional community, or their student status. But it didn’t appear to be something 
anchored in their values. We can deduce from it that Swedish students are more willing 
to include people in their community. This would confirm the findings of Pomarici et al. 
(2013, p.537) who wrote in their study that young generations think more globally and 
are influenced by more people, meaning not only their close relatives but also their wide 
network, than the previous generations. 
 
Similarly, we have observed that Swedish students have the desire to care about their kids 
and to protect them. One way of doing it is to offer them organics food products because 
it is assumed that it is healthier. And also to protect the environment to ensure them a 
sustainable future. It confirms the findings of Lancaster et al. (2002, p.33) stating that 
young generations are more willing to protect the living conditions of the future 
generations. 
 
Another value that we can deduce from the empirical data is that there is a concern and a 
tendency toward food security. The food security concern has been pointed out by Niva 
et al. (2014, p.467). It leads people to choose ecological products over regular ones. It has 
been confirmed by our findings: ‘But when you are a parent then you are in charge of 
what your children eats. Then you want them to eat that is good for them’ was said by the 
second interviewee face-to-face. Swedish students pay attention to the ingredients and 
how the food is produced to be sure that the food they consume is safe for them and for 
the people they care about. 
 

5.1.3 Attitude to the environment: unified way of thinking 
The empirical data we have gathered show a rather homogeneous attitude to the 
environment. Swedish students are worried about the ecological impact of humans’ 
activities. They consider that the planet earth is in danger. Some consider that a single 
individual cannot be held responsible for the overall problem but all stressed the role of 
human activities. It is interesting to see that some of the respondents have promptly 
reacted to the picture showing the deforestation. They have insisted on the fact that this 
particular issue is a topic in Sweden because the economy of the country is highly 
dependent on the wood industry. So, overall we can say that the Swedish students are 
concerned about the environment. Sarkar et al. (2011, p.184) have demonstrated that 
people with a concern about the environment implement behaviour in favour of the 
environment such as buying more eco-friendly food products. Indeed, in the conducted 
interviews, it appears many times that the ecological concern was one of the main 
motivation to buy consumer eco-friendly food products. 
 

5.2 Theme 2: The importance of norms and how they shape purchasing 
behaviours 

 
The second theme in our analysis section focuses on how norms can influence behaviours. 
In this part, we make the distinction between social norms and personal norms, following 
our theoretical framework. According to the authors Lewis et al. (2015, p.1319), personal 
norms refers to how an individual perceive himself and acknowledge this perception as a 
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normal behaviour, as social norms refers to the perception an individual has about others 
and consider it as a normal behaviour. 
 

5.2.1 Social norms, an indirect factor that influences consumers’ purchasing 
behaviour 

While conducting our interviews and focus groups, we first started to investigate the 
importance and impact of the social norms on the Swedish students’ purchasing 
behaviour. How do they perceive others and how can this influence their purchasing 
behaviour when it comes to organic food products? Sörqvist et al., (2013, p.1), 
highlighted the fact that consumers tend to have a better perception of eco-labelled food 
products. This statement has been confirmed in our research phase. In general, the 
students we interviewed perceived eco-labelled food products as more environmental 
friendly than regular products, ‘I know that it is preferable because it helps the 
environment, animals and the farmers and the planet in all.’ said the first student we 
interviewed. Most of the participants from the first focus group feel an external pressure 
from the society when it comes to buy organic products and would like that more people 
in the food industry get involved regarding this topic, ‘I often get mad at myself because 
it is not only my responsibility. It is everyone’s’, said a participant. In general all the 
students we interviewed agreed to say they still feel free to have the choice whether to 
buy organic products or not. The weight of media in the social pressure to make them buy 
ecological food products was also quoted by the second student we interviewed ‘The 
media is bringing out the topic a lot. The supermarket, the restaurant try to lift ecological 
products a lot so yes I’m exposed to it more. There a lot of options to consume ecological 
products’. 
 

5.2.2 Personal norms as first motivations to buy ecological food products 
The second point we wanted to dig more into in this part was the importance and impact 
of the personal norms on the Swedish students’ purchasing behaviour.  How do they 
perceive themselves and how can this influence their purchasing behaviour when it comes 
to organic food products? As discussed by Sörqvist et al., (2013, p.1), the better 
perception of eco-labelled food products also occurs for personal norms. We got the 
insight from our study that Swedish students tend to buy organic products for themselves 
first ‘I only want to buy what is best for me and my health’, said a participant from the 
second focus group. Organic food products are perceived as healthier and more natural 
than regular alternatives, ‘it is more about reducing toxic elements to preserve ourselves’, 
or ‘it is important to know whether producers use antibiotics or pesticides to raise their 
animals or in the crops. We want clear information about the food we buy’ (quotations 
from focus group number two).  
 
Organic food products appear as a safer alternative in the Swedish students minds. 
Regarding the multiple food scandals we suffered in Europe these past years, Swedish 
students tend to trust Swedish institutions more and to raise doubts regarding other 
European countries for food issues, ‘It feels like I can be more sure that the process has 
been going through the way I want it to be in Sweden’, said a participant from the first 
focus group. When it comes to buy organic food products, the participants from the first 
focus group agreed on that they also feel an internal pressure regarding their purchasing 
behaviour, ‘If I support the bad labels, I made them produce more. So it is on my 
conscience to buy ecological products’ they said. Buying ecological is also a way for 
them to have a better conscience regarding the environmental cause. 
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5.2.3 The importance of consuming habits and in-store buying reflex 
Another similarity we found in both our conceptual framework and while conducting our 
research was the influence of consuming habits in the decision-making process. 
According to Sahakian and Wilhite, (2014, p.28), the habits constitute an important figure 
in the consumer’s decision-making process. It leads individuals to adopt certain 
behaviour without even thinking about it. When they go grocery shopping, Swedish 
students often go to the same places in the stores and tend to buy products they already 
know and are used to consume. ‘I just go and pick what I used to pick’ said a participant 
from the first focus group. They also tend to buy the products their parents used to buy as 
it comes as a buying reflex for them. ‘The majority of my family don’t really push to buy 
ecological food. But instead food with quality and maybe that implies that in the end it’s 
more ecological produced, more clean, more pure food and not prefabricated. Less 
prefabricated and more ‘do it yourself’’, said the second student we interviewed. It takes 
time to change a habit and it is quite hard to achieve, that is why habits really have to be 
taken into consideration in this particular topic. 
 

5.2.4 The role of curators and peer pressure in the purchasing decision 
Finally, Joosse and Hracs (2015, p.213) emphasized the role of curators and peers 
influence in ‘the quest for good food’. The results of our study also outlined this factor as 
an element that can shapes our Swedish students’ purchasing behaviour. The second 
student we interviewed stated that according to him many people in general buy organic 
food products because of a current trend in the society. Word-of-mouth is also a reason 
that can push people to buy eco-labelled food products ‘I’m affected by my girlfriend, my 
friends’, said the student from the second interview. The second focus group also pointed 
out peers influence as a key element in the way their consuming behaviour is shaped, 
‘when a person is vegan in one group, it influences the others a lot’ said a participant. 
Their situation as students also play an important role regarding peer pressure, ‘when I 
go grocery shopping with students friends, I can get comments if I buy ecological 
products because of the higher prices. But I don’t care so much, I am still doing it’ said 
a participant from the second focus group. 
 

5.3 Theme 3: The budget constraint, a key to understand the purchasing process 
 
The empirical data have shown two really opposite patterns. Overall we can say that 
Swedish students are concerned about their budget as Kidwell et. al (2004, p.601) have 
explained about students in general. All along the interviews the budget question 
spontaneously popped-up, showing that Swedish students have it in mind while buying 
food and especially eco-labelled food products, which they consider as more expensive. 
Facing this constraint, Swedish students seem to have two distinct behaviours. 
 
Some don’t want to sacrifice an important part of their budget for food. They prefer to 
spend less money on food products, so on eco-labelled food products. For example, some 
have expressed their preference to spend more money on clothes for example.  So, they 
mostly buy rather cheap products, mostly regular ones. As a matter of example, the 
second student interviewed in face-to-face said: ‘The area of clothes is more important 
than food’. 
 
The second behaviour we have observed is students who only, or mostly, buy eco-labelled 
food products. They also have to face a budget constraint but they decide to spend their 
money on eco-labelled food products anyway. It confirms what Foukaras et al. (2014, 
p.220) have noticed, that in Sweden, one of the key factors in the purchasing of organic 
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products is the willingness to pay more. One thought that participants have, regardless of 
their behaviour in terms of eco-labelled products, is the willingness to buy more in the 
future. They consider that they will earn more money in several years thanks to a stable 
job. And they hope they will buy more eco-labelled food products with better quality. For 
example, during the second face-to-face interview, the student said ‘To some degree, sure 
I feel bad. But at the moment I have a limitation in my budget. So being able to actually 
being able to have a normal consumption I need to compromise on something, for that 
reason I don’t feel bad. But if I had a bigger income, maybe I would feel a little worse’. 
 

5.4 Theme 4: The purchase intention related to ecological labels 
 
The last theme of our analysis concerns the purchase intention, and in particular, in which 
manner can eco-labels influence consumers’ purchasing intention.  De Araujo, (2005, 
p.671), considers that labels shape social and personal norms by being incentives for the 
consumers. According to the author, eco-labels in particular encourage consumers to 
move toward more eco-friendly consuming habits. One of the last question goals in both 
our interviews and focus groups was to investigate the role of eco-labels (KRAV and the 
EU label) in the Swedish students’ purchasing intention. All of the participants already 
knew the label KRAV and some of them the EU one, but they all had in general little 
knowledge about what these labels were standing for. 
 
For the students we interviewed, eco-labels were a good thing ‘I want to avoid fake 
marketing and be sure about the food I am buying’ said a participant from the second 
focus group. Most of them were more familiar with KRAV, ‘KRAV I would say has more 
impact on me. Because I’m more familiar with it, I know more about it. It’s a more 
Swedish thing and I’m Swedish so I tend to like it more. Also, we Swedes have a little bit 
higher standards to live up in order to receive the labels. That’s my assumption at least’, 
said the first student we interviewed. We interpreted from this question that Swedish 
students trust a lot their institutions and Sweden in general comparing to the rest of 
Europe, ‘According to my assumptions, Swedish laws are quite strict in comparison with 
many other European countries. So I believe the standards, on average is lower than the 
KRAV’, said the second student we interviewed. KRAV is also more shown on 
commercials and has a bigger awareness than the EU label in Sweden. But at the end, 
when it comes to pick an organic product in the store, most of the respondents don’t really 
pay attention at labels, ‘I don’t really look for the label, I guess it is just there’ and ‘I 
wouldn’t probably make my choice only based on the ecological label’ were two 
quotations from the first focus group we conducted. One participant from the second 
focus group even added ‘If it is a Swedish product I don’t check for labels because I tend 
to trust Swedish products more’. This emphasizes the importance of the country of origin 
when it comes to food products in Sweden. We can deduce from these answers that labels 
can reassure consumers about the origin of the product and the way it has been produced 
but it is not the main and first thing consumers will pay attention to. 
 
To conclude this analysis we have completed our initial conceptual framework. In each 
frame we added the main bullet points that we considered as important after conducted 
our analysis.   
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Figure 2. Own developed conceptual framework after analysis 
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6. Conclusions and recommendations  
 

This chapter aims at answering to our research question ‘How are Swedish students 
motivated to buy eco-labelled food products?’. The first part of this chapter will gather 
our discussion and conclusions about our four-themes model developed in the previous 
analysis chapter. This part will lead to a conclusion regarding our research question. 
Finally, this chapter will end with some recommendations regarding eco-labels and how 
they can improve themselves to attract more Swedish students in Sweden.  
 

6.1 Conclusions 
 
Before starting the conclusion itself we would like to remind the reader that our research 
purpose was to understand the motivations that lead Swedish student to buy eco-labelled 
food products. Consequently our research question was: ‘how are Swedish students 
motivated to buy eco-labelled food products?’. 
 

6.1.1 Values are consistent in the studied population and shape their norms 
All along our analysis about the values of Swedish students regarding organic food 
consumption we have identified some patterns. Swedish students appear to really prefer 
national food products. They consider that their government is reliable enough to set 
norms and to be sure that they are implemented. We also have shown that this preference 
for national products is stronger for meat, fish, eggs and milk rather than vegetables for 
example. The care for the well-being of the animals is an explanation. Nevertheless, the 
national preference is, according to us, contradictory with the following finding: Swedish 
students are not strongly attached to a national community. In the empirical data we can’t 
conclude that Swedish students are attached and involved in a national or any other kind 
of community. But, if Swedish students are not involved in any broad community they 
do care about their relatives and state that they will care about their future offspring. 
Swedish students also seem to all share the same attitude towards the environment. They 
all consider that humans’ activities jeopardize the environment and that a U-turn in the 
current trends is more than necessary. 
 
Overall we can conclude that, as expected, values don’t have a direct influence over the 
behaviour of the Swedish students. Nevertheless, a value-based analysis offers an 
interesting view because it helps to understand what leads to create norms and, in the end, 
actual behaviours. 

            

6.1.2 Norms directly influence and shape the purchasing behaviour 
By studying norms, we can conclude that Swedish students are influenced by a certain 
social pressure. They know that buying eco-friendly products is preferable. Thus they 
have a better perception of eco-labelled food products in general. They all tend to feel a 
pressure from the society but they also put some pressure on their relatives to make eco-
friendly purchases. The importance of media is important in this process. In fact, media 
is one major way Swedish students get informed through and get knowledge about the 
environmental issue in Sweden. Swedish students also mostly consider eco-labelled 
products as more eco-friendly. It means that they tend to trust more these labels. 
Consequently they do associate labels to the protection of the environment.  
 
Another norm that is important in the purchasing process is the consuming habits. Indeed, 
we can conclude that Swedish students tend to buy as they have been used to and don’t 
try to change their habits that much. If they do, they would do it gradually. Also, we can 
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deduce from our research that Swedish students are strongly influenced by their relatives. 
They shape their behaviour according to what their friends or families think. Then, we 
can conclude from our study that Swedish students are, to a large extent, influenced by 
their personal norms.  
 

6.1.3 Budget constraint, a key aspect for Swedish students 
Thanks to the interviews we have conducted, we can deduce that the budget constraint is 
really important. We have distinguished two behaviours among Swedish students: those 
who are ready to sacrifice a part of their budget in order to buy eco-labelled food products 
on the one hand. And, those who are not ready to do so. Overall, the budget constraint is 
a key element in the decision process of Swedish students to buy eco-labelled food 
products.  
 

6.1.4 The purchase intention, related to ecological labels are mostly based on 
trust 

Overall Swedish students pay attention to the seriousness of the label. It is important for 
them to trust the label before buying. That is why they tend to prefer the ‘KRAV’ label 
because they assume, as it is Swedish, that it has stricter criteria. KRAV also has a bigger 
awareness than the EU eco-label. Swedish students seem to know more about it and, 
consequently, trust it more. It is also important to note that knowing that a product is from 
Sweden can make Swedish student choose it, even if it’s not eco-labelled. We can 
conclude that eco-labels are important in the decision making process but other factors 
are also critical such as the trust or the country of origin.  
 

6.1.5 Research question conclusion 
We wanted to show how Swedish students are motivated to buy eco-labelled food 
products. After conducting our research we can conclude that the two main factors 
involved in the process are the personal norms and the budget constraint. The first one 
acts as a trigger. The second one can prevent Swedish student from buying eco-labelled 
products or not. Values are the base from which norms can arise. They shape the norms 
of Swedish students. Another key issue is the trust Swedish student have in the labels as 
it influences the purchase intention.   
 

6.2 Recommendations for eco-labels 
 
Based on our analysis we can make some recommendations for eco-labels in general. The 
first thing that we want to stress is to be sure that consumers trust the label. The label has 
to be transparent and also has to have serious criteria. These two factors will build trust, 
which is key. Secondly, the awareness has to be improved. Swedish students will be 
reluctant to buy an eco-labelled product they know nothing about. And, the price of the 
products has to be as little as possible in order to fit with the budget constraint of Swedish 
students. The price is really important indeed, especially for Swedish students, because it 
will determine if they will buy the product or not. And finally, eco-labels should 
communicate more about what they really do and stand for as we got the insight from 
both our interviews and focus groups that Swedish students don’t know much about eco-
labels in general.  
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6.3 Recommendations for the European Union 
 
In our study we have seen that trust is one of the key issue regarding motivation to buy 
eco-labelled food products. In fact, most of the interviewees have testified that they trust 
their government and that they have more trust in the Swedish government than in other 
governments. That is partly why they prefer ‘KRAV’ label over the European Union eco-
label. They know that the European Union is made of a lot of different countries with a 
lot of different regulations that they consider as lower in terms of constraint.  
So, if the European Union wants to improve the perception of its eco-label, it has to put 
the emphasis on improving the trustworthiness of the label and maybe to make the label 
harder to get. 
 

6.4 Recommendations for future studies 
 
In our study we have seen that personal norms and budget constraint are keys factors that 
explain the purchase intention of eco-labelled food products. We think that future studies 
could try to assess more accurately the budget constraint by conducting quantitative 
surveys on a wide scale among the Swedish student population. In fact, it could be 
interesting to see exactly the trade-offs that have to be made by students when they decide 
to buy eco-labelled food products. Also, we think that future studies could also offer a 
better understanding on the factors that have shaped the mind-set of Swedish students and 
their attitude towards the environment. We have brought some possible explanation but 
we are sure that other factors may exist. 
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7. Contribution  
 

The contribution chapter aims at understanding the theoretical and practical knowledge 
our study brings to the existing literature. To do so, we will remind the reader the 
research gaps about our topic and explain in which way our study aims at filling them.  
 
When we were looking at the existing literature about our studied topic, we found out that 
consumers were often studied as a whole. In fact, only few studies focus on students as a 
specific consumers’ group. This was the first gap we wanted to fill with our study, as 
students appear to have specific characteristics regarding other categories of consumers. 
One of this specificity regards their budget constraints. In fact, we also found out that 
there are only few studies focusing on the financial aspect when it comes to explain a 
purchase intention. As we focus on students, we thought this aspect was essential to focus 
on and that is what we did when analysing their budget constraints. In our study, we found 
out that the price factor has a huge impact on Swedish students’ intention to purchase an 
organic food product. Indeed, even though they would have preferred to buy an organic 
food product over a regular one, if the price difference is too high Swedish students can 
usually not afford this choice. They have a limited budget allocated to food and have to 
do a lot of trade-offs, meaning that if they purchase a more expensive eco-labelled food 
product, it will be at the expense of something else in their usual food grocery shopping. 
Ecological brands should pay attention to the price, as it is still one of the main factors 
that play an important role in the purchase intention. 
 
Few studies have been focusing on the customer's point-of-view as well. This is the reason 
why we wanted to investigate Swedish students motivations to buy eco-labelled food 
products. The main motivation we found regarding their purchase intention is related to 
their health and the will to consume ‘good food’. The will to protect the environment and 
the fact they want to improve the current food industry comes as a second motivation in 
our study findings. We found that in general Swedish students are well aware of topics 
such as environmental concerns and the way food is produced within the traditional food 
industry. It also came up that Swedish students tend to trust a lot their institutions and 
government. In fact, the Swedish origin of a product is also an important criterion for 
them when it comes to food product purchases. 
 
Finally, the last gap we wanted to fill in our study is related to labels. According to 
Pomarici et al., (2014, p.538), ‘A limited number of studies have reported consumers’ 
perception of labels’ and in particular, no previous studies have focused on KRAV and 
the EU label before. We found out that Swedish students were more aware of KRAV 
label than the EU one, and that they had little knowledge about both labels in general. 
There is a need to educate consumers more, and students in particular, about these labels 
in Sweden. Peers influence and word-of-mouth play an important role when it comes to 
eco-labels, as they are the main way the information spreads through among students in 
Sweden. The results of our study also shown that Swedish students tend to prioritize some 
food product categories over others when they want to consume organic products. In fact, 
food products such as eggs or milk were often quoted as priority products for ecological 
purchases. 
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8. Quality criteria  
 

This last chapter goal is to evaluate our study through the four quality criteria relative to 
qualitative studies, which are: credibility, transferability, dependability and 
confirmability. This will assess the trustworthiness of our analysis.  
 
According to Bryman et al. (2011, p.396), the credibility goal is to convince others to 
accept the knowledge coming from the thesis work. Credibility is important, as it will be 
the basis for our analysis to be trusted by others. To ensure credibility to our thesis work, 
we used a triangulation method, which is one of the techniques recommended by Bryman 
et al. (2011, p.396). This has started in our primary data collection process as we used 
two different techniques, a mix of both interviews and focus groups. We started with the 
interviews to have a first insight of our social reality and then improved our focus groups 
thanks to the first insights we gathered. This two-dimensional methodology will ensure 
us that we have correctly understood the social reality of our analysis and give credits to 
our work.  
 
The second criterion, transferability, refers to the fact that the findings should be 
transferable to other contexts (Bryman et al., 2011, p.396). To ensure this criterion, we 
paid a careful attention while selecting our participants. In fact, the first criterion we 
checked was if they were Swedish and currently studying at Umeå University. Then, we 
selected students with different ages and with different study backgrounds to ensure a 
better transferability to our gathered data. By doing so, we think our chosen sampling will 
be a better representation of the entire population of Swedish students in Sweden, even 
though our number of participants was quite small.   
 
Dependability, according to Bryman et al. (2011, p.396), is tightly linked to transferability 
and acts as a guarantee that the results are likely to be found later again under other 
circumstances. To ensure this criterion, researchers have to provide a clear and detailed 
explanation of their whole research process (Bryman et al., 2011, p.396). That is what we 
did during our entire thesis work; we tried to provide most information as possible to 
ensure dependability to our findings. This will also allow the reader to have a better 
understanding of our research process.  
 
And finally, confirmability is related to the personal involvement of researchers and the 
fact that they should not let their personal values interfere with the thesis work (Bryman 
et al., 2011, p.397). As we conducted both the interviews and focus groups, we are aware 
of our subjectivity and personal involvement regarding our research. To be certain to 
avoid interfering with our findings, we tried to avoid interruptions as much as possible 
during our focus groups. This was for us the insurance not to bias respondents with our 
theoretical knowledge and to gather the most pure primary data coming from them. 
Besides, we did our best to stay neutral and to keep a critical and objective standpoint 
during our entire research phase.  
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Appendix 
 

Appendix 1: Pre-survey on the eco-labels 
 
Questions asked to the participants (34 answers): 
 
Are you Swedish? 
Yes (34 - 100%) 
No (0 - 0%) 
 
You are…? 
A man (12 - 35,3%) 
A woman (22 - 64,7%) 
 
Are you a student? 
Yes (34 - 100%) 
No (0 - 0%) 
 
Among these labels, which ones are you the most familiar with? (Choose 3 max.) 

Option 1 (2 - 5,9%) 

 Option 2 (2 - 5,9%) 

Option 3 (3 - 8,8%) 

Option 4 (16 - 47,1%) 
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Option 5 (34 - 100%) 

Option 6 (6 - 17,6%) 
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Appendix 2: Interview guide 
 

Interview guide 
We are both master thesis students in marketing. We are currently working on our thesis. 
We want to explain why Swedish students buy eco-labelled food products. We focus on 
KRAV and EU label products. We will ask you 40 opened questions regarding your 
personal values, your norms, your perceived consumer effectiveness, your budget and 
your purchase intention regarding these two labels. This interview will approximately last 
an hour. You will of course remain anonymous and the information provided will remain 
confidential. Participation in the study is entirely voluntary; you can leave the room at 
any point without giving any explanation. Thanks a lot for your participation. 
 
Background information 
a.             Are you a male, female, other? 
b.             Are you Swedish? 
c.             How old are you? 
d.             Are you a student in Umeå University? 
e.             What is your field of study? 
f.             Do you buy or have you ever bought eco-labelled food products? 
 
Values 
‘Regarding food consumption, which values are important for you?’ 
I will know read you a list of different statements; you will tell us what do you think about 
them: 
 
Social values: 
a.             Conformity: ‘It is important for you to buy the same kind of food as people in 
your entourage (friends, family, neighbours, other students..)’ 
b.             Tradition: ‘It is important for you to respect a certain tradition regarding food 
product (the way the food is produced, the origin, the recipe…)’ 
c.             Universalism: ‘You have the feeling to be part of a bigger community and to be 
committed to this cause (origin, personal beliefs, affiliation...)’ 
d.             Benevolence: ‘It is important for you to act for the causes you believe in 
(charity, voluntary work…)’ 
 
     2) Personal values: 
a.             Power: ‘You have the feeling to have power as a consumer and express your 
convictions through your food purchases (Eco-labelled products, fair-trade, small 
producers, local shops…)’ 
b.             Achievement: ‘The food you purchase is part of your personal fulfilment (clear 
conscience)’ 
c.             Hedonism: ‘The taste and the smell of food is an important element for you in 
your purchase process’ 
d.             Stimulation: ‘You consider food items as a delightness purchase’ 
e.             Self-direction: ‘You base your food purchases only on your personal desires’ 
f.              Security: ‘Food safety and transparency is a key element in your food 
purchasing decision process’ 
        3) Attitude to environment (NEP, reduced 5 items version) 
What do you think about the following statements? 
a) Humans are seriously abusing the environment. 
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b) The Earth has plenty of natural resources if we just learn how to develop them. 
c) The so-called “ecological crisis” facing humankind has been greatly exaggerated. 
d) Humans will eventually learn enough about how nature works to be able to control it. 
e) If things continue on their present course, we will soon experience a major ecological 
catastrophe. 
 
Social norms: 
What do you think about the following statements? 
a.             Many people buy organic food products 
b.             People who are important to me think that I should buy organic food products 
c.             Many people think I should buy organic food products 
d.             Many people I know buy organic food products 
 
Personal norms: 
What do you think about the following statements? 
a.             I feel bad when I buy conventional food products instead of organic 
b.             I feel I should buy organic food products instead of conventional 
c.             Next time I shop for food I will as far as possible buy organic food products 
d.             I feel that it is my duty to buy organic food products 
 
Budget constraint: 
a.             What budget do you spend on food each month? 
b.             Do think it is much? Why? 
c.             Within this food budget, how much do you spent on eco-labelled food products 
(Krav + European label)? 
d.             Do you think it is much? Why? 
e.             Is it a new consuming habit to buy eco-labelled food products? Explain 
f.              Are you willing to change your eco-labelled food consumption in the future? 
g.             In which manner? Why? 
 
Purchase intention: KRAV & EU label 
a.             Do you know the Krav label? 
b.             What do you know about it? 
c.             Do you know the EU label? 
d.             What do you know about it? 
e.             How do they influence your organic food purchases? 
f.              Why do you buy a Krav label food product? 
g.             Why do you buy a EU label food product? 
h.             Does one label have more impact than the other on your organic food purchase 
intention? If yes, which one? 
 
Closing question 
‘ What do you think we might have forgotten regarding this topic?’ 
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Appendix 3: Focus group guide 
 

Focus groups guide 
We are both master thesis students in marketing. We are currently working on our thesis. 
We want to explain why Swedish students buy eco-labelled food products. We focus on 
KRAV and EU label products. We will ask you a serie of several questions regarding 
your personal values, your norms, your perceived consumer effectiveness, your budget 
and your purchase intention regarding these two labels. You will also have to discuss your 
opinion with the other participants. This focus group will approximately last an hour and 
a half. You will of course remain anonymous and the information provided will remain 
confidential. Participation in the study is entirely voluntary; you can leave the room at 
any point without giving any explanation. Thanks a lot for your participation. 
 
Background information 
a.             Are you a male, female, other? 
b.             Are you Swedish? 
c.             How old are you? 
d.             Are you a student in Umeå University? 
e.             What is your field of study? 
f.             Do you buy or have you ever bought eco-labelled food products? 
 
Values 
‘Regarding food consumption, which values are important for you?’ 
Values: Give them the two pesto products (KRAV/EU) label and neutral. Ask them to 
choose and to explain their choice. 
 

                     
 
Three steps: 
Packed product 
Unpacked product, visual aspect, 
Taste the product 
 
NEP: Show them 5 pictures to comment about the impact of human activity regarding the 
environment 
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1) Deforestation 

 
 
2) Melt of the ice 
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3) Green energy 

 
 
4) Permaculture 
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5) ‘I don’t believe in global warming’ 

 
 
Social & Personal norms: 
Do you think you have to buy eco-labelled food products? 
Why? 
 
Budget constraint: 
Show them the two products again (KRAV/EU label, neutral) with the price tags. Ask 
them to choose regarding the influence of the price among the other factors in their 
decision making process. 
       Organic product= 32,95 kronors. 
       Regular product= 24,95 kronors. 
 
Purchase intention: KRAV & EU label 
Show them the two labels and ask them to tell us what they know, what come to their 
mind when they see it. 

                   
 
How do they influence your organic food purchases? 
Which one has the biggest impact on your organic food purchase intention? 
Closing question 
‘ What do you think we might have forgotten regarding this topic?’ 
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