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Abstract  
 

Consumer boycotts can be a powerful tool for consumers to get their voice heard when they 

are unhappy with the actions of a brand, by stopping to buy the boycotted brand. However, 

their potential impact on brands depends on consumer participation. Furthermore, political 

boycotts are a specific type of consumer boycott which affects a country or territory and 

brands within them or brands which have a connection to them. 

 

Social media has become an every-day habit among the Swedish population, where 

consumers can be exposed to political boycott posts which tries to persuade them to stop 

buying certain brands. The purpose of this study has been to explore Swedish consumers’ 

boycott memory, boycott attitude, boycott intention and boycott behaviour after being 

exposed to political boycott posts on social media. This can give brand marketers and brand 

strategists at brands which target Swedish costumers an insight if Swedish costumers have 

seen the political boycott posts, and if so, their perception of the political boycott posts, and 

their reasoning regarding their participation or non-participation in political boycotts. The 

research question in this study have been:  

 

“What is Swedish consumers’ boycott memory, boycott attitude, boycott intention and 

boycott behaviour after being exposed to political boycott posts on social media?” 

 

The study was delimited to include Swedish costumers born between 1990 and 2010, as 

these use social media the most. Furthermore, reference groups and consumer ethics have 

not been in the scope of this study. The method used to answer the research question were 

semi-structured qualitative interviews, with questions based on existing theory. Moreover, 

the theories of Reasoned Action and Planned Behaviour was the foundation of the study. A 

thematic analysis was conducted on the empirical data from the interviews which resulted in 

4 themes, consisting of: boycott memory, boycott attitude, boycott intention and boycott 

behaviour. The result showed that most of the respondents remembered that they had seen 

political boycott posts on social media, but that it was difficult to remember the targeted 

brands. Furthermore, the boycott attitude was mostly positive as respondents agreed with the 

political boycott posts and felt as they wanted to participate. Negative boycott attitude was 

due to possible unintended harm, lack of interest and unsureness of their impact. The boycott 

intention varied and actions which could create intention to boycott a brand among the 

respondents were investigated. Lastly four categories of boycott participation were identified 

and defined when exploring the respondents boycott behaviour. 
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1. Introduction  
This chapter introduces the practical & theoretical background regarding political boycotts 

on social media and highlights how this research is relevant within the area of business 

administration and its practical relevance. Furthermore, the research purpose, brief theory 

to understand the research question, the research question and delimitations for the study is 

presented.  

 

1.1 Practical Background 
1.1.1 Political Instability and consumer boycotts 
The political situation internationally has become more unstable, with, for example, the 

conflict between Russia and Ukraine escalated in the beginning of 2022 (The Visual 

Journalism Team, 2023) and the conflict between Israel and Palestine escalated in October 

of 2023 (BBC, 2023). Furthermore, on the 8th of January 2024, the Swedish defence chief 

made a public statement telling the Swedish population that they must be prepared for war 

and referenced to the situation in Ukraine (Schau & Granlund, 2024). Short after, a top 

defence chief for NATO stated on the 18 of January 2024, that civilians and governments 

need to be prepared for the consequences of a possible war with Russia within the next 20 

years (Kalsi & Jewers, 2024). This establishes the current political instabilities and their 

relevance in the future. Moreover, these examples are current, and may evolve after the 

publication of this thesis. 

 

Both the wars between Ukraine-Russia and Palestine-Israel provoke consumers to protest 

globally. The consumers boycott by both protesting on the streets, as well as on social media. 

The boycotts on social media happens by posts, images, videos, and comments. The 

consumers encourage boycotts on brands that have a connection to, mostly Russia or Israel 

(Chughtai et al., 2023). In this thesis, the term political boycott posts, is used for the posts 

on social media that encourages boycotts of varied brands based on political conflicts. 

Furthermore, Google trends (Google, 2024) summarization for 2023 shows the interest for 

political instability and boycotts in Sweden during 2023, where searches such as “Kriget i 

Israel och Gaza”, “Vad är Hamas?”, “Vad händer i Israel?”, “Varför krigar Israel och 

Palestina?” and “Varför bojkotta Marabou?”, which in English translates to “The war in 

Israel and Gaza”, “What is Hamas?”, “What is happening in Israel?”, “Why is Israel and 

Palestine in war?” and “Why boycott Marabou?” was among the most popular searchers in 

Sweden during 2023.  

 

Examples of political boycott posts on social media, more specific from TikTok, can be seen 

in Appendix 1 to 2, and an example from Instagram in Appendix 3. It is worth to note that 

the example in Appendix 1, currently (as of 2024-10-05) have received 2,100,000 views, 

195,800 likes, 23,500 savings and 11,200 shares (Chow, 2024). This indicates the width of 

consumers this type of political boycott posts on social media can reach.  

 

1.1.2 Social Media 
Researchers have defined social media differently through the years, for example Kaplan 

and Haeinlein stated in 2010 that “Social media is a group of Internet-based applications that 

builds on the ideological and technological foundations of Web 2.0, and that allows the 

creation and exchange of user-generated content” (2010, cited in Aichner et al., 2021, p. 
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219), furthermore, social media was defined by Kapoor et al. in 2018 as “Social media is 

made up of various user-driven platforms that facilitate diffusion of compelling content, 

dialogue creation, and communication to a broader audience. It is essentially a digital space 

created by the people and for the people, and it provides an environment that is conducive 

for interactions and networking to occur at different levels (for instance, personal, 

professional, business, marketing, political, and societal).” (2018, cited in Aichner et al., 

2021, p. 219). This study has an interpretivist ontology approach and realize that both the 

respondents might use social media applications that differ from each other, so the term 

“Social media” is used as an umbrella term, and not referring to a specific social media.  

 

Furthermore, yearly studies of the Swedish population and their usage of Internet called 

Svenskarna och internet (The swedes and the internet) have been conducted since 2010 

(Internetstiftelsen, 2023a). The report for 2023, “Svenskarna och internet 2023”, shows that 

96% of the Swedish population above the age 16 used the internet and 94% of all internet 

users in Sweden used social media at least once the past 12 months, while 84% used social 

media daily. The usages of social media among those born during 1990 and 2000 was even 

higher, where 100% of the people born both during 1990 and 200 used social media at least 

once during the past 12 months, and 97% of the people born during the 1990’s and 98% of 

the people born during the 2000’s used social media daily (Internetstiftelsen, 2023, p.240). 

This shows the popularity of social media in Sweden, and why it is interesting to research 

further on its effect on boycott attitude, intention and behaviour among Swedish consumers 

born between 1990-2010. 

 

 

Figure 1. Social media usage in Sweden translated to English. 
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Source: Internetstiftelsen, 2023b, p. 240. Reprinted with permission. 

 

1.1.3 Practical Relevance 
Consumer boycotts can have a direct negative effect on sales, harm brand image, negatively 

affect competitiveness, cause decreased share price, lower employees and suppliers morale 

and interrupt current marketing activities (Aish et al., 2012, p. 165; Ettenson & Klein, 2005, 

p. 200-201; John & Klein, 2003, p. 1197; Klein et al., 2004, p. 106). In Sweden, a well-

established chocolate brand called Marabou were boycotted in 2023, during Russia’s 

invasion of Ukraine. As their owner, Mondelez, still were active in Russia which led to tax 

revenue for Russia (Ekström, 2023). This resulted in loss of retailers, as for example, Ikea, 

SAS, SJ and Norwegian withdrew Marabou (Ekström, 2023; Koch-Emmery, 2023).  

 

Coca Cola is another brand that have been boycotted on social media due to political reasons, 

that being involvement in the war between Israel-Palestine, see appendix 1 and 2. A 

consequence of the political boycott of Coca Cola have been the introduction of a brand 

called Palestine Drinks, who among other products, sells Palestine Cola (Palestine Drinks, 

n.d). The new brand, which launched in March of 2024, had in a 5 months’ time-period sold 

around 16 million cans and expanded to the EU, UK and South Africa (Serhan, 2024). This 

shows the practical importance in business administration, and in marketing, of studying 

boycott attitude, boycott intention, boycott behaviour. 

 

1.2 Theoretical Background 
Firstly, it should be acknowledged that psychology underlies consumer boycott (Berger, 

2014, p. 588; Friedman, 1991, p. 150; Voramontri & Klieb, 2019, p. 213). As a result, this 

thesis is interdisciplinary and uses knowledge from marketing, that lies within business 

administration, but also psychology. 

 

1.2.1 Consumer Boycott 
Consumer boycotts is a common way for consumers to show disagreement of brands 

practices by collectively stop purchasing that brand (Friedman, 1991, p. 151; Hahn & Albert, 

2015, p. 15) The consumer boycotts can be expressive, where the objective is to show 

emotion, and instrumental, where the objective is to bring change (Friedman, 1991, p. 153). 

Furthermore, a political boycott is an important concept in the research question, which 

refers to a boycott of a territory and the brands within it (Palacios-Florencio et al., 2021, p. 

1313). When a boycott becomes known, its trough an announcement, also called boycott call 

(Dalakas et al., 2021; Friedman, 1991, p. 152).  

 

The internet and social media have made boycott calls easier to announce, and hence more 

frequent than they were before (Beck, 2019, p. 544). Social media posts that announce a 

political boycott is referred to as a political boycott posts in this thesis. In literature 

regarding consumer boycotts, different wordings are used, such as “brand”, “firm”, 

“organization” and “product” when discussing targets for consumer boycotts (Dalakas et al., 

2023; Friedman, 1991; Makarem & Jae, 2016; Palacios-Florencio et al., 2020; Sen et al., 

2001). This thesis will use the word “brand” to create consistency in the thesis to ease 

readability. 
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1.2.2 Consumer Boycott Participation 
Consumer participation is the determining fact of what impact consumer boycotts can have 

on brands (Palacios Florencio et al., 2018, p. 112). Researchers have over the years used 

different theories to try to understand why consumers participate in consumer boycotts (Aish 

et al., 2012; Boulianne, 2022; Ettenson & Klein, 2003; John & Klein, 2003; Sen et al., 2001; 

Klein et al., 2004). One common approach has been the cost versus benefit approach, which 

takes the consumers’ cost of boycotting and benefit of boycotting into account (John & 

Klein, 2003; Klein et al., 2004; Sen et al., 2001). The cost refers to the consumers’ preference 

of the brand, unintended harm, the small-agent problem and the free-rider problem (John & 

Klein, 2003, p. 1199; Klein et al., 2004, p. 97; Sen et al., 2001, p. 409. Moreover, the benefit 

of boycotting refers to the consumers’ benefit of boycotting which could be achieving a 

positive change or making a costumer making them feel better about themselves (Klein et 

al., 2004, p. 96).  

 

Another common approach that has been used are Ajzen’s and Fishbein’s (1980) Theory of 

Reasoned Action combined with Ajzen’s (1991) Theory of Planned Behaviour. The Theory 

of Reasoned Action, which is not specific to boycott behaviour, assumes that humans are 

somewhat rational, and most often have the intention to behave a certain way before they do 

so, and that the intention is influenced by the individual’s attitude towards that behaviour 

(Ajzen & Fishbein, 1980, p. 5-6). Furthermore, the Theory of Planned Behaviour is an 

extension of The Theory of Reasoned Action, which adds the individuals perceived 

behaviour control (Ajzen, 1991, p. 181). For example, one individual might wish to behave 

in a certain way, but might be limited by skill, time or money (Ajzen, 1991, p. 182). Palacios-

Florencio et al. (2021, p. 1316) created a model to explain boycott behaviour based on 

Ajzen’s and Friedman’s theories of Reasoned Action and Planned Behaviour (Ajzen & 

Fishbein, 1980; Ajzen, 1991), which focuses on boycott attitude, boycott intention and 

boycott behavior in relation to a political boycott in Spain. The researchers tested different 

hypothesises regarding what had positive and negative effect on boycott behaviour 

(Palacios-Florencio et al., 2021), which is explained more in depth in the theory chapter.  

 

The Social Survey European Research Infrastructure (2023) published data regarding how 

many had boycotted in the last 12 months in different countries. The countries in that study 

were, in alphabetical order, Austria, Belgium, Czechia, Denmark, Estonia, Finland, France, 

Germany, Hungary, Ireland, Israel, Lithuania, Netherlands, Norway, Poland, Portugal, 

Slovenia, Spain, Sweden, Switzerland and United Kingdom (The social Survey European 

Research Infrastructure, 2023). The country where most had boycotted in the last 12 months 

were Sweden, in which 46,4% had done so, see figure 3 for the full data set and figure 4 for 

a visual presentation. This is another factor why it is interesting to explore Swedish 

consumers’ Boycott memory, Boycott attitude, Boycott intention and Boycott behaviour.  

 

1.2.3 Word of Mouth  
Word of Mouth, shortened to WOM, occurs when costumers communicate together about a 

brand, which can be both positive and negative, so called positive WOM and negative WOM 

(Berger, 2014, p. 587; Henning-Thurau et al., 2004, p. 39). Moreover, it can also occur both 

face-to-face and online; when this happens online it is called Electronic WOM, shortened to 

E-WOM, which can reach a wider audience than face-to-face WOM (Azer & Ranaweera, 

2022, p. 119; Berger, 2014, p. 602; Henning-Thurau & Walsh, 2003/2004, p. 51). Berger 

(2014, p. 596) states that one type of function of WOM can be persuading, which aims to 

change others purchase decisions. Additionally, Berger (2014, p. 596) explains that 
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persuading WOM often contains extreme and emotional arousing information. This concept 

is mentioned as the political boycott posts on social media can be seen as negative, 

electronical WOM with the function of persuade others to stop buying certain brands.  

 

1.2.4 Research Gap 
Consumer boycotts have received a variety of researchers’ interest, especially after 

Friedman’s seminal conceptual frameworks of consumer boycotts in 1991 (Friedman, 1991). 

However, these researchers have often taken a quantitative approach (Dalakas et al., 2023, 

p. 4; Ettenson & Klein, 2005; Palacios-Florencio et al., 2021). Qualitative research can 

generate a more detailed view of consumer boycotts without context limitations and, for 

example, without pre-determined questions that occurs in quantitative surveys (Makarem & 

Jae, 2016, p. 195). Furthermore, Bell et al. (2019, p. 562) argue that techniques used in 

quantitative research often performs poorly when explaining people’s behaviour. 

Furthermore, consumer boycotts on social media have not been given as much attention 

(Dalakas et al., 2023, p. 4). “There has been a call for more qualitative research in the area 

of boycott behavior and particularly in the area of boycott behavior on social media sites” 

(Dalakas et al., 2023, p. 4). This is a problem as boycotts on social media can reach a wider 

audience than boycotts which are not spread on social media, and hence a possible higher 

detriment effect for brands when more consumers can be persuaded to stop buying their 

products (Beck, 2019, p. 544).  

 

Similarly, political boycotts have not been given much attention in existing studies regarding 

consumer boycotts (Palacios-Florencio et al., 2020, p. 1313). Palacio-Florencio et al. (2021, 

p. 1313) even stated that “It is one of the least studied types of boycott to date”. This is a 

problem as this type of boycott affects multiple brands, and not just one as in normal 

consumer boycotts, which makes them differ from normal consumer boycotts (Palacios-

Florencio et al., 2021, p. 1313). Lastly, Swedish consumers have not been included in 

research regarding political boycotts, nor political boycotts on social media. The studies I 

have been able to find have concerned Arab, Canadian and Spanish consumers (Aish et al., 

2013; Boulianne, 2022; Palacios-Florencio et al., 2021). This is a problem as Swedish 

consumers had the highest rate of boycott participation out of the 21 countries included in 

The Social Survey European Research Infrastructure study (2023). Why is that? How do 

Swedish consumer reason regarding boycott participation? Moreover, it is also a problem 

for brands that target Swedish consumers, not knowing how they reason regarding boycott 

participation.  

 

1.3 Research Purpose 
The main purpose of this thesis is to explore the boycott behaviour amongst Swedish 

consumers born between 1990 and 2010, after being exposed to political boycott posts on 

social media. As explained earlier in the practical relevance, consumer boycotts can have a 

direct negative effect on brands, and they can reach a wide audience through negative word 

of mouth on social media (Aish et al., 2012, p. 165; Ettenson & Klein, 2005, p. 200-201; 

John & Klein, 2003, p. 1197; Klein et al., 2004, p. 106). Hence, this thesis aims to give an 

insight to brand marketers and brand strategists that work for brands which targets Swedish 

costumers, if Swedish consumers have seen political boycott posts, and if so, their perception 

of the political boycott posts, and their reasoning regarding their participation or non-

participation in political boycotts. Another aim for the thesis is to give practical 
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recommendations to brand marketers and brand strategists that work for brands which targets 

Swedish costumers, that can be used to analyse their strategies and practices.  

   

Moreover, this thesis aims to contribute with research to the research gap explained above, 

by using qualitative semi-structured interviews and a thematic analysis to explore Swedish 

consumer’s boycott memory, boycott attitude, boycott intention and boycott behaviour after 

being exposed to political boycott posts on social media. The findings from this thesis on its 

own cannot generalize for the entire population of Sweden, as it has focused on 12 

respondents born during the specific time period of 1990-2010. The last aim is therefore to 

give suggestions on future research within the topic. 

 

1.4 Research Question 
The research question that has tried to fulfil the purpose in this study have been:  

 

 “What is Swedish consumers’ boycott memory, boycott attitude, boycott intention 

and boycott behaviour after exposed to political boycott posts on social media?” 

 

1.5 Delimitations 
This thesis will cover Swedish consumers’ boycott memory, boycott attitude, and boycott 

behaviour of consumers born between 1990-2010, due to their high usage of social media 

the high prior participation of Swedish consumers in boycotts and the research gap 

(European Social Survey European Research Infrastructure, 2023; Internetstiftelsen, 2023, 

p. 240). The definition of Swedish consumers in this study are simply consumers who live 

in Sweden. Moreover, all respondents are assumed to be consumers. Furthermore, focus 

have not primarily been on politics as this is a thesis in business administration. Ethics has 

either not been in focus, as the thesis topic is sensitive and I am unexperienced as a 

researcher. It has been important that the respondents feel comfortable with sharing their 

thoughts and as their ethics are not questioned, in order to get a deeper understanding.  
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2. Theory 
This chapter describes existing theories that are relevant for the research question: “What 

is Swedish consumers boycott memory, boycott attitude, boycott intention and boycott 

behaviour after being exposed to political boycott posts on social media?”. The concepts 

that are used in this thesis are consumer boycott, political consumer boycott, the theory of 

reasoned action and planned behaviour, cost versus benefit approach, word of mouth, 

negative word of mouth and electronical word of mouth. The concepts are firstly broadly 

described to give the reader a holistic understanding, before explained in detailed.  

  

2.1 Consumer Boycott  
Consumer boycotts, a form of anti-consumption, are one of the most common and effective 

ways for consumers to express their disagreement against unethical practises of brands 

(Friedman, 1991, p, 150; Hahn & Albert, 2015, p. 509; Makarem, 2016, p. 193). For 

example, a study focusing on consumer boycotts on Twitter from 2016, found that human 

rights issues were at the time the most common cause of consumer boycotts, which stood for 

34.7% of the consumer boycotts on Twitter at the time. The authors gave casualties of the 

war in Syria as an example of human issue rights (Makarem & Jae, 2016, p. 210). 

 

Friedman (1991, p. 149) developed a seminal conceptual framework of consumer boycotts 

in 1991 since they were of interest to both theorists and practitioners, but there was limited 

knowledge about them at the time. A definition by Friedman for consumer boycott is “An 

attempt by one or more parties to achieve certain objectives by urging individual consumers 

to refrain from making selected purchases in the marketplace” (Friedman, 1991, p. 151). 

Moreover, another definition is “Boycotts are a means by which consumers can influence 

business practices by refraining from purchase from firms that fail to behave in “socially 

responsible” ways” (John & Klein, 2003, p. 1201). The consumer boycott can be 

instrumental, where the objective is to, for example, change business practices, or emotional, 

where the objective is to ventilate emotions (Friedman, 1991, p. 153; John & Klein, 2003, 

p. 1202-1203).  

 

Consumer boycotts can also be a direct or non-direct boycott, meaning the consumer 

boycotts can be a response to a direct action by a brand, or, indirect, as an attempt to put 

pressure on brands to act as lobbyist towards the government as a form of voting behaviour 

(Friedman, 1991, p. 154 & 164). Furthermore, consumer boycotts can be media- or market-

oriented. Media-oriented boycotts are cheaper than market-orientated boycotts and are 

communicated trough media such as TV and news-articles, with the aim to hurt the brands 

image (Friedman, 1991, p. 153). Market-oriented boycotts try to hurt the brand by stop 

buying their product on the marketplace and these types of boycotts can occur because of 

media-oriented boycotts (Friedman, 1991, p. 153). Contrasting to boycotts, there are 

buycotts, which encourages purchase of a brand as to reward their stance (Dalakas et al., 

2022, p. 2; Friedman, 1991, p. 165).  

 

Friedman (1991, p. 159-163) described success factors for both media-oriented boycotts and 

market-place oriented boycotts in his seminal work. Media-oriented boycotts needs to be 

announced by well-known individuals and target a well-known brand, the reason for boycott 

should be easy to understand and legitimate and drama should be included in the 

announcement (Friedman, 1991, p. 159-160). Market-oriented boycotts should target a 

product that is easy for the consumers to recognize, a few (ideally one) brands should be 
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targeted so consumers easily can remember which brand is boycotted, alternatives to the 

boycotted brand should be presented, and the public should be able to see that the boycott is 

happening (Friedman, 1991, p. 161-163). 

 

2.1.1 Political Consumer Boycott 
A study from 2021 explains that political boycotts have occurred recently and that they were 

the least studied type of boycotts until 2021 (Palacios-Florencio et al., 2021, p. 1313). A 

political boycott refers to a boycott which targets a territory and all brands that operate in 

that territory (Palacios-Florencio et al., 2021, p. 1313). Similarly, another study, from 2013, 

explains the concept of macro-boycott, which refers to “the boycotting of all products of a 

particular country of origin (COO) due to a perceived religious, political, diplomatic or even 

military domestic ‘Egre-gious Act’” (Aish et al, 2013, p. 165). This thesis will use the term 

political boycott to be consistent and ease for the reader.  

 

2.1.2 The Impact of Social Media on Consumer Boycotts 
The digital age has made boycott calls more frequent, as it is easier and cheaper for 

consumers to share their thoughts to a wider audience of other consumers online (Beck, 

2019, p. 544). However, this can make it difficult to capture public interest from other 

consumers, as explained by Friedman (1991, p. 162), who states that too many boycotts at 

the same time can make it difficult for consumers to remember them (Beck, 2019, p. 544). 

 

2.2 Consumer Boycott Participation 
Consumer’s decision to participate in a boycott is what defines their success (Palacios 

Florencio et al., 2018, p. 112). Researchers have used theory from various areas over the 

years trying to understand and develop their own theories to predict and understand 

participation in consumer boycotts, for example the cost vs benefit approach and the 

approach of Reasoned Action combined with the Planned Behaviour (Aish et al., 2012; 

Boulianne, 2022; Ettenson & Klein, 2003; John & Klein, 2003; Klein et al., 2004; Palacios-

Florencio et al, 2021; Sen et al., 2001).  

 

Boulianne (2022) published a Canada-based quantitative study regarding social media and 

political consumerism, which she refers to as buycotting and boycotting. Control variables 

for the study where gender, age, education, left-wing ideology and political interest 

(Boulianne, 2022, p. 613). The results of the study states that consumers who read and share 

political information on social media is more likely to boycott. Furthermore, that consumers 

that are interested in politics are twice as likely to engage in political consumerism than 

consumers who are not (Boulianne, 2022, p. 613). Age and gender were not relevant in 

Boulianne’s (2022, p. 164) study. Interestingly, Jill et al.’s (2004, p. 105) study claims that 

women are more likely to boycott than men. Furthermore, as for Boulianne’s (2022, p. 164) 

study, education and left-wing ideology had a positive effect on political consumerism. 

Lastly, Boulianne (2022, p. 610) states that consumers can be accidentally exposed to 

political content on social media, even if they do not have any interest for it. Moreover, that 

this can have a positive effect on boycott behaviour (Boulianne, 2022, p. 610).  

 

2.2.1 The Theory of Reasoned Action & Planned Behaviour Approach 
Human behaviour is both complex and difficult (Ajzen, 1991, p. 179). Ajzen and Fishbein 

introduced a theory of reasoned action in 1980, which tries to account for various kinds of 

behaviour, for example, consumer behaviour and voting behaviour (Ajzen & Fishbein, 1980, 
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p. 4). It is assumed that humans are somewhat rational, uses information that is available to 

them and considers the implications of actions before choosing to perform the actions or not 

(Ajzen & Fishbein, 1980, p. 5). Additionally, humans will most times have the intention to 

behave in a certain way, unless something unexpected occurs, before they behave in the 

certain way. An intention is determined by the persons attitude toward the behaviour, and 

subjective norms, which are social influences from people around them (Ajzen & Fishbein, 

1980, p. 6). How much a person’s own attitude towards a behaviour wights compared to 

subjective norms, if they differ, depends on individual to individual (Ajzen & Fishbein, 

1980, p. 6). Consumer behaviour is like any other type of human behaviour, which is “an 

action involving a choice among various alternatives” (Ajzen & Fishbein, 1980, p. 149). The 

choice of purchasing a product or not, is determined by the beliefs the consumer holds 

regarding the positive or negative consequences of purchasing that product (Ajzen & 

Fishbein, 1980, p. 171-172). 

 

Moreover, Ajzen introduced the theory of planned behaviour, which is an extension of the 

reasoned action theory (Ajzen, 1991, p. 181). Individuals’ intention to behave in certain ways 

are still in focus in this theory, but it also covers individuals’ actual control, as some 

behaviours might be limited by for example, skill, time, or money (Ajzen, 1991, p. 182). 

Perceived behavioural control is the extension of the theory of planned behaviour, which is 

explained as “people’s perception of the easy or difficulty of performing the behavior of 

interest” (Ajzen, 1991, p. 183).  

 

              

 
 

Figure 5. Theory of planned behavior. 

Source: Ajzen, 1991, p. 182. Reprinted with permission (Original drawing of figure).  
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2.2.2 Boycott Attitude, Boycott Intention & Boycott Behaviour 
Aish et al. (2013, p. 166) and Florencio et al. (2019, p. 112-113) argued that the theories of 

reasoned action and planned behaviour can be used when studying consumer boycott attitude 

and participation. Palacio-Florencio et al. (2019, p. 1316), estimated a model in a 

quantitative study for explaining boycott behaviour, based on the theory of planned 

behaviour a political boycott towards brands in the territory of Catalonia, Spain. The 

researchers tested 9 hypothesises and found that boycott attitude was positively affected by 

perceived legitimacy of boycotts and affected negatively by ethical idealism (Palacio-

Florencio et al., 2019, p. 1315-1316). Furthermore, boycott intention was positively affected 

by the perception of usefulness and animosity towards the boycotted brand (Palacio-

Florencio, 2019, p. 1316-1317). Animosity is defined as “strong dislike, opposition, or 

anger” (Cambridge dictionary, n.d.).  

 

Lastly, boycott behaviour was positively affected by boycott intention and the perceived 

legitimacy to a specific boycott, while affected negatively of brand attachment (Palacio-

Florencio, 2019, p. 1317-1318). Two hypothesises were not upheld, which were that boycott 

intention would be positively affected by boycott attitude and that boycott behaviour would 

be negatively affected by influence from media, relatives and friends (Palacio-Florencio, 

2019, p. 1316-1318). Interestingly, Dalakas et al. (2021, p. 14) found in their study that 

consumers stated that they had a boycott intention more than they actually boycotted. 

 

 
Figure 6. Estimated model to explain boycott behaviour. 

Source: Palacios-Florencio et al., 2021, p. 1316. (Original drawing of figure). 

 

2.2.3 The Cost versus Benefit Approach 
Before participating in a boycott, the consumer considers the cost and benefits of doing so 

(Klein et al., 2004, p. 93). The cost in this context refers to the consumers preference of the 

boycotted brand, the access to alternative brands to the boycotted brand, potential unintended 

harm to others than the boycotted brand, the small-agent problem and the free-rider problem 

(John & Klein, 2003, p. 1199; Klein et al., 2004, p. 97; Sen et al., 2001, p. 409). The small-

agent problems means that the consumer might feel as their participation in the boycott won’t 

matter, as it is unlikely that they can have an impact on brands (John & Klein, 2003, p. 1197). 

Furthermore, the free-rider problem means that a consumer might get the benefits of a 

boycott without participating, which can decrease the willingness to participate in the 
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boycott (John & Klein, 2003, p. 1997). Benefit on the other hand, refers to the consumers 

perceived benefit of boycotting, which could be contributing to a positive change (Klein et 

al., 2004, p. 96). Moreover, another benefit could be self-enhancement, meaning that taking 

part in a boycott could make the consumer feel better about themselves or lessen guilt (Klein 

et al., 2004, p. 96).  

 

2.3 Word of Mouth  
Consumers can influence each other regarding purchasing decisions, trough so called Word 

of Mouth (WOM) and occurs when customers share information and opinions with each 

other about a brand (Berger, 2014, p, 587). Henning-Thurau & Walsh defined WOM in 2003 

as “all informal communications directed at other consumers about the ownership, usage, or 

characteristics of particular goods and services or their sellers” (Henning-Thurau & Walsh, 

2003, p. 51).  

 

Berger (2014, p. 588) suggests that WOM serves five functions, which are impression 

management, emotional regulation, information acquisition, social bonding, and persuasion. 

Impression management is a way for the consumer to shape their own, or others impression 

of themselves by sharing WOM to present themselves or who they desire to be (Berger, 

2014, p. 588). Impression management can also influence the consumers choice to share 

WOM with others, for example, some consumers might not share NeWOM since they do 

not want to be seen as a negative person (Berger, 2014, p. 591). However, sharing NeWOM 

can also give signals of being competent (Berger, 2014, p.591).  

 

WOM, similar to expressive boycotts, can also serve as emotional regulation, where 

consumers can express their emotions to others, this could be to: seek social support from 

others, vent, make sense of a situation, reduce doubt or taking vengeance by punishing a 

company (Berger, 2014, p. 592; Friedman, 1991, p. 153; Grappi et al., 2013, p. 1815). 

Consumers who use WOM as emotional regulation by taking vengeance, is often angry, 

frustrated, or dissatisfied (Berger, 2014, p. 593). Information acquisition occurs when a 

consumer seeks information and suggestions from others, which could help them decide 

what to buy or how to solve a problem (Berger 2014, p. 594). Information acquisition 

through WOM often occurs when a decision seems risky, uncertain, complex or when 

trustworthy information is insufficient (Berger, 2014, p. 594). Social bonding trough WOM 

serves to reduce loneliness and reinforce shared views (Berger, 2014, p. 595). Persuading 

others trough WOM aims to influence another consumer purchase decision. This can be 

trough sharing extreme, and not moderate information about something, as well as 

information that is emotional arousing, eg. Anger or excitement (Berger, 2014, p. 596).  
  

2.3.1 Positive Word of Mouth  
Favourable word of mouth, called positive WOM have shown to have a powerful impact on 

consumer behaviour by for example, increasing product awareness (Berger, 2014, p. 588; 

Henning-Thurau et al., 2004, p. 39). In 2009, over 3.3 billion WOMs occurred daily, 

furthermore, WOM was also twice as successful as paid advertising and was the main factor 

in between 20%-50% purchasing decisions (Berger, 2014, p. 587-588).  

  

2.3.2 Negative Word of Mouth 
However, contrasting to a firm's own advertisement which they have control over, WOM is 

outside of the firms' control. This also means that not all WOM is positive. Negative WOM, 
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can harm a brand (Grappi et al., 2013, p. 1814). It can occur as a result from dissatisfaction 

of a service, product, customer experience or disapproval and distaste of irresponsible 

actions by brands (Azer & Ranaweera, 2022, p. 119; Grappi et al., 2013, p. 1814; Ribeiro & 

Kalro, 2023, p. 2528).  

  

2.3.3 Electronical Word of Mouth  
The internet makes it possible for consumers to share WOM to a wide range of other 

consumers, which can have a significant impact on brands and services (Azer & Ranaweera, 

2022, p. 119; Berger, 2014, p. 602; Henning-Thurau & Walsh, 2003/2004, p. 51). Moreover, 

when this exchange of information happens on the internet, it is called Electric word of 

mouth, or E-WOM (Akbari et al., 2022, p. 665). Moreover, E-WOM is not exclusive to 

consumers, brands can utilize it to engage and build relationships with their consumers 

(Akbari et al., 2022, p. 663). Just as “non-electronical WOM” can be both positive and 

negative, E-WOM can be both positive and negative (Akbari et al., 2022, p. 665).  

 

2.4 Not Used Theory 
Reference groups is another concept that could be relevant to understand Swedish consumers 

boycott attitude, intention and behaviour, which refers to that a consumer can be influenced 

in their consumer behaviour and purchases by others; either by friends or someone they look 

up to avoid punishment or getting rewards from others or as to enhance their own self-image 

(Lessing & Park, 1978, p. 42). This could be included when trying to understand consumer 

boycotts (John & Klein, 2003, p. 1207. Sen et al., 2001, p. 399). However, reference groups 

will not be in focus of this thesis due to time constraints. Moreover, Ribeiro and Kalro (2023, 

p. 2529) explains that “In the digital era, the evolution of the internet has provided an impetus 

for consumers to share their bad experiences about a specific brand with others beyond their 

reference groups on various online platforms such as Facebook, Instagram, Twitter, 

WhatsApp, review websites, and blogs.”  

 

2.5 Comments on Existing Theory 
Friedman’s framework was developed before social media became the norm, Notable, I 

argue that the political boycott-posts on social media could be classified as media-oriented 

boycotts that encourages market-oriented boycotts (Friedman, 1991, p. 153). Furthermore, I 

would argue that the political boycott posts on social media is a form of Negative E-WOM, 

with the function of persuading others not to buy certain brands (Berger, 2014, p. 596).  

 

One important factor that is missing in Palacios-Florencio et al. (2020, p. 1316) estimated 

model for political consumer boycott participation is mentioned in Friedman’s (1991, p. 162) 

conceptual boycott framework, which is memory. Friedman states, for example, that there 

should be few boycotts at the same time and as few well-known brands as possible should 

be target for the boycott, to make it easy for consumers to remember (Friedman, 1991, p. 

159-162). Social media have increased the volume of boycott calls and negative word of 

mouth, which also makes it more difficult to get consumers interest and makes it more 

difficult for them to remember which brands that are boycotted (Beck, 2019, p. 543; 

Friedman, 1991, p. 162). As social media have become more common since 2009, which 

have made it easier for consumers to share WOM, we can also suspect that the WOMs that 

were 3.3 billion daily have grown since.  
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Additionally, it is important to note that both the theory of reasoned action, planned behavior 

and the estimated boycott model by Palacios-Florencio et al. is of quantitative nature, and 

that they were built by hypothesis testing. This is a qualitative study, where no hypotheses 

have been tested. Instead, the goal was to explore new data, providing more details on the 

respondent’s thoughts and reasoning regarding boycott memory, boycott attitude, boycott 

intention and boycott behaviour. There were no pre-determined answers in this study, which 

allowed the respondents to answer freely.  

 

Lastly, none of the previous research mentioned in this theoretical chapter focused on 

Swedish consumers, hence I am aware that the culture might differ between the countries 

where the studies were conducted.  

 

2.6 Theoretical Framework 
The core concepts of this thesis’ research question are based on the theory of reasoned action, 

planned behaviour and Palacio-Florencio et al.’s estimated model for boycott behaviour 

(Ajzen, 1991; Ajzen & Fishbein, 1980; Palacios-Florencio et al., 2019, p. 1316). Based on 

previous research, below follows my definition of the core concepts of this thesis, adjusted 

to the social-media context.  

 

Boycott attitude: What consumers feel and do when they see a political boycott posts on 

social media, as boycotts can be emotional and persuading E-WOM can be emotional 

arousing (Friedman, 1991, p. 153; John & Klein, 2003, p. 1202-1203; Berger, 2014, p. 596). 

Furthermore, consumers thoughts on source criticism for the reason mentioned in the post 

on why to boycott related to legitimacy, as everyone can post on social media (Palacios-

Florencio et al., 2019, p. 1316).  

  

Boycott intention: What consumers think about what participation in a political boycott 

could achieve, based on boycott usefulness (Palacios-Florencio et al., 2019, p. 1316). 

Additionally, reasons why consumers would boycott. Moreover, the perception of 

alternatives to boycotted brands, related to perceived behavioral control (Ajzen, 1991, p. 

182).  
 

Boycott behaviour: Consumer’s participation or non-participation in the political boycott 

(Ajzen, 1991, p. 182; Palacios-Florencio et al., 2019, p. 1316). Consumer’s memory of 

political boycott posts, as Friedman (1991, p.162 states that too many boycott targets make 

it difficult for consumers to remember which one is targeted, and social media have made 

boycott calls more frequent (Beck, 2019, p. 543) And lastly, if there are brands consumers 

would never boycott and why, based on brand importance (Palacios-Florencio et al., 2019, 

p. 1316).  
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3. Methodology  
This chapter starts by explaining the research- philosophy, approach and design used in 

thesis before evaluating it. Furthermore, the questions in the interview guide are connected 

to the concepts in the theoretical framework. Ethical considerations, data collection method 

and analysis methods are also explained.  

 

3.1 Research Philosophy 
Research philosophy is a set of assumptions which describes the beliefs and assumptions of 

knowledge development that the researcher holds (Saunders et al., p. 130). Research 

philosophy might sound abstract to some. The goal with this subheading is to give an 

understanding of research philosophy, it’s beliefs and assumptions both applied in this thesis 

and the ones that is not applied, so the reader can decide if they agree with my research 

philosophical choices or not. 

 

3.1.1 Research Paradigm 
Firstly, a research paradigm works as a guide of how research should be conducted, formed 

by the researchers' assumptions about the nature of knowledge, reality, and existence (Collis 

& Hussey, 2021, p. 39). Two main research paradigms are positivism and interpretivism 

(Collis & Hussey, 2021, p. 40). 

 

Positivism is a research paradigm that steam from natural science, moreover, has roots in 

realism and can be views as the original research paradigm (Collis & Hussey, 2021, p. 39). 

Positivism argues that studies of social studies can apply the same methods that are used in 

natural science studies (Bell et al. 2019, p. 30). Focus is on data that is observable, such as 

pure data and facts that can be scientifically verified (Collis & Hussey, 2021, p. 40). 

Hypotheses are generated and then tested (Bell et al. 2019, p. 30) with the objective to 

produce general theory that is difficult to challenge and that can be applied as a universal 

law (Saunders et al., 2019, p. 144).  

 

Interpretivism is a research paradigm that opposite positivism, was developed for social 

sciences that studies social phenomenon (Collis & Hussey, 2021, p. 39). It argues that there 

cannot be a universal law for a social phenomenon, as it is for physical phenomena found in 

natural sciences. As a result, the research regarding social phenomena’s need to differ from 

that regarding physical phenomena and account for the subjective aspects of social studies 

that involve people (Bell et al, 2019, p. 31; Saunders et al., 2019, p. 148-149). The objective 

with interpretivist research is to create new and rich understandings of social phenomenon’s, 

trough interpretation rather than pure data and facts (Saunders et al, 2019, p. 149). Focus is 

on “how” and “why” of the social phenomenon (Bell et al., 2019, p. 31).  

 

The suitable research paradigm for a study can depend on the studied subject, the time, and 

the country that the research is conducted in (Collis & Hussey, 2021, p. 39-40). An 

interpretivism research paradigm is applied throughout this thesis as it explores Swedish 

consumer’ boycott memory, boycott attitude, boycott intention and boycott behaviour after 

being exposed to political boycott posts on social media. A positivist paradigm is not a good 

fit since it does not take the subjectiveness that is present in social phenomena into account, 

and there cannot be a universal law for people’s attitudes towards political boycotts on social 

media.  
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Furthermore, within research philosophy, there are three main assumptions, which are 

ontology, epistemology, and axiology, each effected by the paradigm the researcher holds 

(Collis & Hussey, 2021, p .43; Saunders et al., 2019, p. 133). These main assumptions will 

be explained below. 

 

3.1.2 Ontology 
Ontology refers to the assumptions that the researcher has about the nature of reality and 

what the world is like (Saunders et al., 2019, p. 133; Saunders et al., 2023, p. 136), which 

effects the research being conducted (Bell et al., 2019, p. 5). The ontology determines both 

what and how the researcher conducts their research (Bell et al., 2019, p. 26). Bell et al. 

(2019, p. 26) suggests that the most important ontological question is if reality should be 

seen from an objective or constructive perspective. An objectivism view, related to a 

positivist paradigm is that reality is external to observers and that its existence is not 

depending on our awareness of it (Bell et al., 2019, p. 26; Collis & Hussey, 2021, p. 42).  

 

Contrary, a constructionism view, related to an interpretivism paradigm is that reality exists 

first when it is understood by observers and that it is subjective (Bell et al., 2019, p. 27; 

Collis & Hussey, 2021, p. 42). Furthermore, positivists believes that there only is one reality, 

that everyone perceives it the same and that it is independent from the researcher (Collins & 

Hussey, 2021, p. 43; Saunders et al., 2019, p. 144). Contractionary, interpretivism defines 

reality as complex and perceived different by different people, resulting in an existence of 

multiple realities (Sunders et al., 2019, p. 145). 

 

This thesis studies Swedish boycott attitude, which will not be perceived the same for 

everyone. The ontology assumption in this study is therefore adheres to the interpretivist 

view, that multiple realities exists and that it is subjective.  

 

3.1.3 Epistemology 
Epistemology refer to the assumptions that the researcher has about knowledge, what makes 

it legitimate and how we communicate it, which subsequently effects the methods the 

researcher can use in their study (Saunders et al., 2019, p. 133-134). Epistemology in social 

studies, for instance, business administration, considers if social studies can and should be 

studied the same as natural, positivism argues that it can (Bell et al., 2019, p. 29-30). 

Research about people and organizations differ from research within natural science and 

interpretivism argues for a need of a different research approach than the one to natural 

sciences, which is more specified to people and social life (Bell et al., 2019, p. 31). The 

positivism paradigm explains that knowledge comes from objective facts that can be 

observed and measured (Collis & Hussey, 2021, p. 42), such as trough surveys (Bell et al., 

2019, p. 30). Contrary, interpretivism argues that knowledge comes from subjective 

information from respondents (Collis & Hussey, 2021, p. 42).  

 

An interpretivism epistemology is applied to this thesis, as there are multiple realities, 

surveys with pre-determined answers, for example cannot capture the different experiences 

of the respondents` boycott memory, boycott attitude, boycott intention and boycott 

behaviour. Hence, interviews were held in order to collect subjective findings from the 

respondents. 
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3.1.4 Axiology 
Axiology is the values and ethics of the research and how the researchers’ own values and 

ethics impact of the research is viewed upon (Saunders et al., 2023, p. 135). According to 

positivists, research is value-free and independent from the researcher (Collis & Hussey, 

2021, p. 43). 

 

Contrary, most interpretivists realizes that researchers have values, and that they have an 

impact of the interpretation in the research (Collis & Hussey, 2021, p. 43). Saunders et al. 

(2023, p. 136) also highlights the question regarding the approach to the respondents’ values. 

 

This thesis studies Swedish boycott attitude and social media, based on political instability. 

It needs to be stated that political instability can be related to strong ethics and values among 

the respondents and me as a researcher, which I realize and recognize as a part of the boycott 

attitude. This study therefore holds an interpretivist axiology assumption since a positivist 

axiology assumption is not applicable as the results will not be value-free. However, I will 

try to exclude my own values as much as possible.  

 

Moreover, my educational background consists of 4,5 years of university studies, both at 

Umeå University in Sweden, and the University of Aberdeen in the UK. I have prior 

knowledge regarding the theory of reasoned action and planned behaviour from a previous 

course in Consumer Behaviour at Umeå University. This could have influenced my choice 

of choosing that as a core concept for this thesis.  

 

3.2 Research Approach 
There are different approaches that the researcher can take when studying a phenomenon, 

for example, a quantitative or qualitative approach (Collis & Hussey, 2021, p. 6). 

Quantitative research is commonly found in, but not limited to, a positivism paradigm 

(Saunders et al., 2023, p. 183). It relies on quantitative data in numerical form, which can be 

analysed with statistical interference by the researcher (Collis & Hussey, 2021, p. 6). Surveys 

in form of questionaries and structured interviews are common methods for collecting the 

numerical data (Saunders et al, 2023, p. 185). Testing theories is also common within 

quantitative research (Bell et al, 2019, p. 35). One advantage of quantitative research is that 

the findings could be generalized and confirmed with statistics (Bell et al, 2019, p. 177). 

Moreover, another advantage is that it also is high in reliability (Collis & Hussey, 2021, p. 

117). Contrary, one disadvantage is that quantitative research is that it often collects data by 

surveys with pre-determined answers, which not gives the respondent the opportunity to 

provide their own, detailed answers or thoughts, but forced to choose one of the answers 

they are given (Bell et al 2019, p. 181).  

 

Qualitative research on the other hand, relies on words and images instead of data in 

numerical form and is common within an interpretivist paradigm where the researcher 

interprets social phenomenon (Bell et al., 2019, p. 356; Saunders et al., 2023, p. 185-186). 

The data collection is often done through interviewing, participant observation, and focus 

groups and grounded theory (Bell et al., 2019, p. 357; Saunders et al., 2023, p. 186). The 

data collection is also often semi-structured or unstructured (Saunders et al, 2023, p. 186), 

which will be explained in the research design. Advantages of qualitative research is that 

findings can be complex and in-depth with a high degree of validity (Collis & Hussey, 2021, 

p. 117).  
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One disadvantage of qualitative research is that the data can become large and complex 

(Collis & Hussey, 2021, p. 117).  

 

Furthermore, deductive, inductive, and abductive reasoning are three common concepts 

within research (Saunders et al., 2019, p. 153). The concepts cover approaches to theory 

development (Saunders et al., 2019, p. 157). Deductive logic research starts with theory and 

ends in data (Saunders et al, 2019, p. 153). Elaborating, a researcher that follows a deductive 

logic creates a hypothesis from existing theory and tests it by gathering data (Collis & 

Hussey. 2021, p. 7). A deductive logic is often found within quantitative research (Bell et al, 

2019, p. 35). Inductive logic starts with collecting data and then generates a theory based on 

the data. Inductive logic is most common in qualitative research (Bell et al., 2019, p. 35; 

Saunders et al., 2023, p. 185).  

 

Abductive logic does not have a clear start or end regarding theory and data the way that 

deductive and inductive research have. Instead, abductive research combines deductive and 

inductive research, going back and forth between theory and data (Saunders et al., 2023, p. 

155). Bell et al. (2019, p. 24) explains that abductive research can start as a puzzle or surprise, 

which the research then tries to solve. A puzzle can be in form of existing research not being 

able to account for a specific phenomenon, and a surprise being facts that are surprising (Bell 

et al., 2019, p.24).  

 

Additionally, research can be applied or basic (Collis & Hussey, 2021. p. 7). Applied 

research aims to solve a problem by generating knowledge limited to a problem while 

providing value to managers in organisations (Saunders et al., 2019, p. 10). Applied research 

often tries to answer how and when questions (Collis & Hussey, 2021, p. 7). Basic research 

on the other hand, aims to contribute to general knowledge instead of solving a specific 

problem that an organization faces (Collis & Hussey, 2021, p. 7), and provides value to 

society in general instead of merely managers in organizations (Saunders et al, 2019, p. 10.) 

 

This thesis is of qualitative nature and rely on words as data, in order to allow the respondents 

to describe their own thoughts and experiences in relation to the research question. The 

applied logic is abductive, since the questions for data collection was be based on existing 

theory, where the collected data generated a new theory. Furthermore, this research is basic 

and not applied, as it is not solving a problem that an organisation is facing but aims to 

contribute to general knowledge. Because of the qualitative method, the focus in the 

continued method chapter will focus on qualitative approaches. 

 

3.3 Research Design 
The research design acts as a guide for the researcher during the research by summarizing 

the research paradigm, the research strategies and methodology to successfully answering 

the research question or research questions (Collis & Hussey, 2021, p. 88; Saunders et al. 

2019, p. 172) As established in the research- philosophy and approach, this research takes 

an interpretivist paradigm approach, is basic, of qualitative nature and uses an abductive 

logic.  

 

3.3.1 Research Strategy 
There are different types of method strategies within research (Saunders et al., 2023, p. 59). 

Examples of method strategies that are common within research that holds an interpretivist 
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paradigm are, action research, case studies and grounded theory (Collis & Hussey, 2021, p. 

54). Action research is related to applied research and aims to help the respondents that are 

part in the study by implementing an effective change to a real organisational issue, often in 

in a single organization (Bell et al, 2019, p. 379; Collis & Hussey, 2021, p. 59; Saunders et 

al., 2023, p. 210). It requires close collaboration with the respondents and includes 

identification of the objective, planning of how to reach it, action when implementing the 

change and lastly evaluation of the change (Collis & Hussey, 2021, p. 59; Bell et al, 2023, 

p. 379).  

 

Case studies are in some respects similar to action research, as it likewise studies 

phenomenon in a real-life setting (Collis & Hussey, 2021, p. 59; Saunders et al., 2023, p. 

206). Case studies can be studying a single case, called a single case study, or studying 

multiple cases, called a multiple case study (Saunders et al., 2023, p. 208). Focus is on in-

depth knowledge which is often collected over a long period of time where the case or cases 

studied can be, for example, a person, an organization, or event (Collis & Hussey, 2021, p. 

60; Saunders et al., 2023, p. 206). It is depending on triangulation data, which means data 

from multiple sources of data, methods, or researchers (Collis & Hussey, 2021, p. 60 & 63). 

Furthermore, different types of case studies exist. Descriptive case studies aim to describe 

current practise, while illustrative case studies aim to illustrate possible new practises. 

Experimental case studies identify challenges and benefits of implementing new practices, 

while explanatory case studies try to understand and explain what is happening by using 

existing theory (Collis & Hussey, 2023, p. 61).  

 

Grounded theory is the most common framework for analysing qualitative data (Bell et al., 

2019, p. 521) where the objective is to produce theory about a phenomena trough collecting, 

coding, and analysing data (Collis & Hussey, 2021, p. 62). Constant comparison is used to 

find similarities and differences in the collected data (Saunders et al., 2023, p. 201). 

Interviews and observations are common, but any interpretivism data collection method can 

be used within grounded theory (Collis & Hussey, 2021, p. 168). Existing theory can be used 

to get an understanding of the theoretical background but should not be influencing the 

coding (Saunders et al., 2023, p. 202). Furthermore, using grounded theory in research 

requires a large amount of time, competence, and access to data (Saunders et al., 2023, p 

202-203.) “Kenealy recognises that using Grounded Theory requires experience but says 

that the only way to build this is to practise the use of grounded theory!” (Cited in Saunders 

et al., 2023, p. 203). Grounded theory is strict regarding logic, sampling and analysing. It is 

common that research claims to use grounded theory, when it just uses a few aspects of 

grounded theory, which consequently results in the research not being grounded theory (Bell 

et al., 2019, p. 521; Saunders et al., 2023, p. 682).  

 

Case study is not applicable to this research as information was not collected over a long 

period of time and no triangulation of data occurred. Moreover, action research is not 

applicable since this research is basic and not applied, it does not try to solve a problem a 

specific problem an organization faces. Grounded theory is not applicable either since 

existing theory was used to gather data for the study, and the strict rules regarding logic, 

sampling and analysing that is specific to grounded theory won’t be followed. Moreover, I 

do not have the experience or time that is required for grounded theory. Instead, this study 

is interview-based. 
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3.3.2 Research Purpose 
Research can also be classified by its purpose (Collis & Hussey, 2021, p. 4). The purpose 

can be exploratory, descriptive, explanatory, predictive, evaluative or combined (Collis & 

Hussey, 2021, p. 4; Saunders et al., 2023, p. 179-181). Exploratory research aims to create 

general understanding of a problem or phenomenon with little prior research (Collis & 

Hussey, 2021, p. 5; Saunders et al., 2023, p. 179). Focus is on finding patterns and idea 

development, often by use of case studies and observation (Collis & Hussey, 2021, p. 5). 

Descriptive research has, as the name suggests, the objective to describe a phenomenon 

(Saunders et al., 2023, p. 180). Furthermore, explanatory research is an extension of 

descriptive research and aims to find relationships between variables by hypothesis testing 

(Collis & Hussey, 2021, p. 5; Saunders et al., 2023, p. 181). The objective is to create 

universal laws (Collis & Hussey, 2021, p. 5). Predictive research tries to make predictions 

based on hypothesised relationships, which means the solutions can be applied in other 

similar situations (Collis & Hussey, 2021, p. 6). Evaluative studies aim to evaluate the 

effectiveness of something, for example in business and management, the effectiveness of 

campaign and policies (Saunders et al., 2023, p. 181). Lastly, combined studies fill more 

than one purpose (Saunders et al., 2023, p. 181). The research purpose in this thesis is 

exploratory, as it aims to explore Swedish consumer’s boycott memory, boycott attitude, 

boycott intention and boycott behaviour in order to give an insight and practical 

recommendations to brand marketers and brand strategists that work for brands which 

targets Swedish costumers, contribute with research to the research gap described in the 

introduction and give suggestions for future research.  

 

3.3.3 Data Collection Method 
The data and data collection methods are critical and differ within research, with a substantial 

difference between quantitative and qualitative research (Bell et al., 2019, p.11 & Collis & 

Hussey, 2021, p. 10). Qualitative data are non-numerical and can take the form of example, 

images, diagrams, text, videos, and sound recordings (Collis & Hussey, 2021, p. 117). On 

the other hand, quantitative data consists of numbers (Collis & Hussey, 2021, p. 6). 

Furthermore, qualitative data can be either primary or secondary data, where primary data is 

data collected by the researcher trough example, interviews, and secondary data is already 

existing and available for the researcher on example databases (Collis & Hussey, 2021, p. 

20). Secondary data can be used both in quantitative and qualitive research but is most 

common in descriptive and explanatory research (Saunders et al., 2023, p. 345). 

 

Three common types of data collection methods in qualitative research are, qualitative 

interviews, focus groups and participant observation (Bell et al., 2019, p. 357; Collis & 

Hussey, 2021, p. 119 & 132 & 139; Moser & Korstjens, 2018, p. 12). The chosen data 

collection method in this thesis are qualitative interviews. As explained by Collis & Hussey 

“An interview is a method for collecting primary data in which a sample of respondents are 

asked questions to find out what they do, think and feel” (2021, p. 119). Elaborating, 

interviews can be structured, semi-structured or unstructured (Bell et Al., 2019, p. 209-211; 

Saunders et Al. 2023, p. 43). Semi-structured or unstructured interviews are often used 

within an interpretivist paradigm (Collis & Hussey, 2021, p. 120; Saunders et al., 2023, p. 

443). Semi-structured interviews include a list of pre-determined questions and additional 

follow-up questions that can be asked to the participant if they seem relevant (Bell et al., 

2019, p. 211). On the contrary, unstructured interviews do not include a list of pre-

determined questions, but instead follows a list of themes (Bell et al., 2019, p. 211; Saunders 
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et al., 2023, p. 445). Interviews can be conducted both face-to-face, but also non-face-to-

face, for example through example phone or online (Moser & Korstjens, 2018, p. 12).  

 

Having a plan is critical when conducting interviews, and the value of the research that is 

based on qualitative interviews relies on both the researcher's competence and the strength 

of the questions in the interview (Roberts, 2020, p. 3185). There should be an interview 

guide that contains interview questions that guides the interview (Moser & Korstjens, 2018, 

p. 13). Qualitative research and data, and hence also qualitative interviews, depend on the 

context it is conducted under, which can be for example, time, location, social, political, and 

economic contexts (Collis & Hussey, 2021, p. 117). Hence, questions that is part of the 

context regarding the respondents should be asked either in the beginning or end of the 

interview and should be relevant to the topic of the research (Cassell, 2015, ch.3, p. 9). 

Context that could matter in this study are, whether they are born during the 1990’s or 2000’s 

as that is the age groups I am studying. Furthermore, employment could be of relevance, as 

some might not be able to boycott certain products (Ajzen, 1991, p. 182). Political interest 

could also be relevant context, as it could matter in participation in political boycotts 

(Boulianne, 2022, p. 614)  

 

The respondents were also asked wherever they resided in the north, middle or south of 

Sweden. The interviews were conducted between the 8th of April and the 12th of April, this 

is part of the context as no happenings after the 11th of April is included in the data.  

 

Furthermore, the structure of the questions in the qualitative interview guide is described by 

Roberts (2020, p. 3193-3196) as consisting of four types of stages, which are orienting 

questions, main questions, follow-up questions and probes questions. Orienting questions 

are meant to make the participant feel comfortable with the situation and inform them of 

what the interview will entail and of the consent (Roberts, 2020, p. 3193). In this stage, I 

will give the respondents a copy of the consent form, provided by Umeå University, as seen 

in appendix 6 in English and appendix 7 in Swedish. Furthermore, I will explain the purpose 

of the study and ask questions that are related to the context.  

 

The main questions should be broad, so the participant have the chance to answer freely and 

explain their experience, they main questions should also be closely related to the research 

question (Roberts, 2020, p. 3193). They are usually few and introduce the main theme of the 

study. Follow-up questions may then be used to keep the interview on track and to get more 

detailed information from the respondents (Roberts, 2020, p. 3195). The most important 

aspect in an interview is the researcher listening, and follow-up questions usually comes 

naturally as a response to what is said by the participant, it might even be a simple nod 

(Roberts, 2020, p. 3195). Probes can be used similarly as follow up questions, to get more 

detailed information from the participant, but also to clarify something, show that the 

researcher is interested in what the participant is saying and exploring sensitive subjects 

(Bell et al., 2019, p. 219-220; Collis & Hussey, 2021, p. 122; Roberts, 2020, p. 3196). Probes 

are used to keep the flow in the interview, and can be both verbal, such as expressions like 

“oh” and “go on” and non-verbal such as silence, nods, and facial expressions (Roberts, 

2020, p. 3196; Saunders et al., 2023, p. 471).  

 

It is important that the participant feel satisfied by the end of the interview with what they 

have shared, the researcher can ask if the participant want to add anything that have not been 

brought up in the interview that relates to the topic (Cassell, 2015, ch.3, p. 9). Furthermore, 
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the researcher should express their gratitude and thank the respondent for their participation 

(Cassell, 2015, ch.3, p. 9). 

 

Most questions must be carefully worded in the interview guide, so they won’t affect the 

respondents answer or risking generating a simple “yes” or “no”, they should be so called 

open questions (Collis & Hussey, 2021, p. 120-121; Roberts, 2020, p. 3192). It is important 

that the answers given are developed so they can be interpretated to understand the 

respondents experience (Collis & Hussey, 2021, p. 120-121; Roberts, 2020, p. 3192). 

However, some questions may be closed questions, such as the ones gathering the context 

of the participant (Bell et al., 2019, p, 211).  

 

Lastly, it is important to remember that the interview guide should be just that, a guide. The 

list of questions should not be followed as a questionnaire in a qualitative interview that is 

semi-structured, as it is a flexible interview that develops based on the respondents answer 

and not all questions in the interview guide needs to be asked during the interview (Collis & 

Hussey, 2021, p. 121).  

 

The respondents were given the choice to have the interview either in English or Swedish, 

as this study focuses on Swedish consumers and the aim is to make them as comfortable 

during the interview as possible, with the aim of generating in-depth data. They were also 

conducted both face-to-face and online via Microsoft Teams, to make it possible to collect 

data from different regions of Sweden. See table 1 for a summary of the dates, lengths, 

methods and languages of the 12 interviews.  

 

Respondent 
Date of 

Interview 

Length of 

Interview 

Method of 

Interview 

Language of 

Interview 

Respondent 1 
April 8th, 

2024 

32 minutes 

and 39 

seconds 

Face-to-face English 

Respondent 2 
April 8th, 

2024 

14 minutes 

and 56 

seconds 

Video-call English 

Respondent 3 
April 10th, 

2024 

22 Minutes 

and 50 

seconds 

Video-call English  

Respondent 4 
April 10th, 

2024 

24 minutes 

and 24 

seconds 

Video-call  Swedish 

Respondent 5 
April 10th, 

2024 

25 minutes 

and 42 

seconds 

Video-call Swedish 

Respondent 6 
April 10th, 

2024 

31 minutes 

and 29 

seconds 

Video-call Swedish 
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Respondent 7  
April 10th, 

2024 

25 minutes 

and 24 

seconds 

Face-to-Face English 

Respondent 8 
April 10th, 

2024 

36 minutes 

and 11 

seconds 

Video-call Swedish 

Respondent 9 
April 10th, 

2024 

48 minutes 

and 54 

seconds 

Video-call Swedish 

Respondent 

10 

April 11th, 

2024 

33 minutes 

and 02 

seconds 

Video-call Swedish 

Respondent 

11 

April 11th, 

2024 

30 minutes 

and 01 

seconds 

Video-call Swedish 

Respondent 

12 

April 11th, 

2024 

23 minutes 

and 23 

seconds 

Video-call English 

Table 1. Summary of Interviews. 

Source: Own. 

 

 

 

3.3.4 Sampling Method 
Sampling in research refers to the selection of sources of data that will be studied. In 

positivism, it usually involves choosing several samples, for example respondents, that 

statistically seems sufficient to generalize the findings to a bigger population that is too wide 

to study. Contrary, under interpretivism, the aim is to understand experiences in depth and 

not generalize, which makes the samples fewer than the ones used in positivism research 

(Bell et al., 2021, p. 11).  

 

There are mainly two types of sampling for data collection within research, called probability 

and non-probability samplings (Saunders et al., 2023, p. 290). Probability samplings are 

randomly selected and most common in quantitative research. Additionally, there is a variety 

of probability samples, which are simple random sample, systematic sample, stratified 

sample, and multistage cluster sampling (Bell et al., 2019, p. 185). The main issue when 

using probability sampling is to decide the sample size, that is, how many respondents should 

be included in the study (Bell et al., 2019, p. 185). 

 

Qualitative research mostly uses non-probability sampling (Saunders et al., 2023, p. 186).  

Non-probability samples are not random. Instead, they can for example be convenience-, 

snowball- or screening samplings (Bell et al. 2019, p.185; Collis & Hussey, 2021, p. 118-

119). Convenience sampling is when the researcher uses samples that are easily accessible 

to them, for example, a teacher choosing students at the same university they are teaching at 

as samples (Bell et al, 2019, p. 197: Saunders, 2023, p. 325). This type of sampling has a 
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high risk of being bias, and thus not a good representation of the wider population (Saunders 

et al., 2023, p. 325). Snowball sampling involves asking current respondents if they can 

suggest another possible respondent that could have relevant experience of the phenomenon 

being studied (Collis and Hussey, 2021, p. 118). Screening is when the researcher reaches 

out to a big number of people, for example on social media, and selecting people that are 

relevant to the research question of the study (Collis & Hussey, 2021, p.119).  

 

Theoretical sampling is another sampling technique, which is common in grounded theory 

where collected data decide where to next find more data. The data from one interview is 

coded and analysed before conducting the next interview, and the analysed data from the 

previous interview acts as a guide who to interview next (Bell et al., 2019, p. 18). With that 

said, the first sample in a grounded theory study cannot be based on previous interviews 

since there are none, instead purposive sampling can help to locate the first interviewee (Bell 

et al., 2019, p. 394). Theoretical sampling is also a type of purposive sampling, which means 

that the samples need to be selected to meet criteria related to the research question and 

objectives (Saunders et al., 2023, p. 322). Purposive sampling usually includes a few 

samples, and is not statistically representative of a population, instead rich-data and 

understanding is in focus (Saunders et al., 2023, p. 322).  

 

This study used a combination of purposive sampling, where the samples had to live in 

Sweden and be born during 1990 and 2010, and snowball sampling. Screening is not a good 

sampling approach in this study, as for example, if I would post on social media about my 

thesis regarding political boycott posts on social media, it would reach people in Sweden, 

but also people outside of Sweden. Furthermore, the ones that would be interested in the 

study and reach out to me would most likely have strong emotions, opinions, and boycott 

attitudes, which would make my observation of boycott attitude bias as it would exclude 

people who might not have strong opinions and attitudes regarding them.  

 

In qualitative research, there is also no set sample size before the data collection is 

conducted. Instead, data us collected until it is saturated, called theoretical saturation, which 

means collecting samples until they no longer seem to generate new or relevant information 

(Bell et al., 2019, p. 394) However, due to the time constraints for this thesis, I deviated from 

the qualitative sample size approach and used a set sample size of 12 interviews.  

 

3.3.5 Interview Design 
The study was first explained to the respondents before they were asked context related 

questions. The main questions of the interview are underline in the interview guide, as seen 

in appendix 4. The first main question, which followed “Can you describe what type of 

political boycott posts you remember seeing on social media?” relates to Friedman’s (1991) 

conceptual framework of consumers boycotts, which states that too many political boycotts 

at the same time can make it difficult for consumers to remember, and moreover to Beck 

(2019, p. 544) which explains that social media have increased the amount of consumer 

boycotts. The second main question, “Are there a brand or brands you would never 

boycott?”  relates to Palacio-Florencio et al.’s study (2021) which means that brand loyalty 

and brand preference is a barrier to participate in consumer boycotts. Furthermore, the thirds 

main question, “Can you explain if you have thought about these boycotts when purchasing 

products?” relates to Palacio-Florencio’s (2021) estimated model of boycott behaviour and 

Ajzen and Fishbein’s theories of reasoned action and planned behaviour (Ajzen, 1991; Ajzen 

& Fishbein, 1980). Lastly, the fourth main question “Have you been made aware of boycotts 
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through other sources than social media?” The last main question resulted in being irrelevant 

in the analysis, as the scope of the study is only political boycotts on social media, and not 

on political boycotts from other sources. 

 

The follow up questions were meant to get a deeper understanding about the respondents’ 

experiences and thoughts of the main questions, in order to explore their boycott memory, 

boycott attitude, boycott intention and boycott behaviour.  

 

3.3.6 Ethical Considerations 
Furthermore, ethical and access considerations are included in the research design and 

applies to both primary data and secondary data (Saunders et al, 2019, p. 174 & p. 232). This 

thesis studies Swedish consumers based on primary data, which involves human 

respondents, consequently research ethics is extra crucial (Saunders et al., 2019, p. 256). 

 

There are four main ethical principles regarding research, which are avoidance of harm, 

informed consent, privacy and preventing deception (Bell et al., 2019, p.114). Harm to 

respondents should be avoided or minimized as much as possible and can be in form of 

physical harm, emotional harm, or threat to current or future employment (Bell et al., 2019, 

p. 114; Saunders et al., 2019, p. 257). Additionally, the identities and records of the 

respondents should remain confidentially to protect them, unless permission have been given 

by the respondents (Bell et al., 2019, p. 115; Collis & Hussey, p. 29). 

 

Informed consent is one of the most important ethical principles and refers to giving the 

respondents enough information about the study so that they can decide if they give consent 

to participate or not and what is required of them if they agree (Bell et al., 2019, p. 118, 

Collis & Hussey, 2021, p. 29). It also involves the right of the respondents that they can 

chose to end the participation of any stage of the interview and study (Saunders et al., 2019, 

p. 258). Privacy refers to the right privacy of the respondents and protecting that right (Bell 

et al., 2019, p. 123). Preventing deception relates to presenting the research for what it is 

(Bell et al., 2019, p. 123).  

 

This study has collected both primary and secondary data, primary data in forms of 

interviews and secondary data, such as examples of political boycott posts on social media 

in appendix 1 to 3. The respondents in the interviews in this study were given a consent 

form, see appendix 6, at the start of the interviews that they signed where they were informed 

about the purpose of the study, that they were going to be anonymous, that it was voluntary 

to participate and that they could decide to withdraw their participation at any stage of and 

after the interview without giving a reason. The respondents were also informed where the 

finalized thesis would be published, where they could read it and how they could get in touch 

with me as a researcher after the interview.  

 

Furthermore, the respondents were informed about the collection, processing, and storage of 

the data they were contributing with and when it would be deleted. Additionally, they were 

informed that only authorized students and staff at Umeå University would have access to 

the data. Lastly, they were informed that Umeå University is responsible for the processing 

of the data and where to get in contact with the data protection officer. The consent form 

was given in Swedish to the respondents that preferred to have the interview in Swedish, see 

appendix 7. This consent form assures that the four main research ethics, avoidance of harm, 
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informed consent, privacy and preventing deception (Bell et al., 2019, p.114) are reached in 

this thesis. 

 

Furthermore, as explained by Palacios-Florencio et al. (2018, p. 114), Consumer ethics is a 

concept that could be included when explaining consumers attitudes, intention and behaviour 

towards political boycott posts on social media. Defined as “Consumer ethics refers to moral 

principles that govern consumer’s behaviour” (Hassan et al., 2021, p. 111). However, I deem 

that this area might be too controversial for qualitative interviews that focuses on political 

boycotts and that it could be better studied trough example surveys, where respondents are 

more anonymous. The respondents are anonymous in the published report, but me as a 

researcher know who they are, as I have sat with them face to face either in person or trough 

Microsoft Teams. The respondents might feel pressured to answer in certain ways, might 

feel uncomfortable and might feel like their morals and ethics are questioned. 

 

Lastly, when writing a thesis studying political boycott posts on social media, even though 

I should not let my own values and ethics as a researcher affect the study to a great extent; I 

feel that it is important to acknowledge the humanitarian disaster that reaches well beyond 

the impact on brands.  

 

3.3.7 Access to Social Media Posts 
Posts in form of videos, images, and texts on social media from 3 users were collected as 

screenshots to give examples of political boycott posts the introduction and during the 

interviews if respondents had not seen any. A document provided to us students writing a 

thesis at Umeå School of Business, Economics and Statistics during the spring of 2024, states 

that no consent is required for data/material collected through social media (Umeå School 

of Business, Economics and Statistics, n.d, p. 1). 

 

However, researchers Lindgren & Krutrök (2024, p. 71) who focuses on research on social 

media means that consent may be required, if the person who posted the data/material is not 

an organization or celebrity, and if direct quotes will be used. Furthermore, Lindgren & 

Krutrök (2024, p. 72-74). argues that posts from individual users should be de-identified so 

that it is not possible to find it through use of search engines like Google, this can be done 

through re-writing the posts or lowering the quality of them while keeping the important 

aspects and context of the post. However, direct quotes from accounts of private individuals 

can in some instances be published, but never without the consent from the user (Lindgren 

& Krutrök, 2024, p.75-76). The researchers developed a decision flow chat for publication 

of social media posts (2024, p. 76). 
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Appendix 8. Decision Flow Chart for Publication of Digital Media Posts. 

Source: Lindgren & Krutrök, 2024, p. 76. Reprinted with permission. 

 

In this thesis, screenshots of social media posts by non-organizations and non-celebrities 

have been used, a message asking for consent was written and sent to users on social media 
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as a result of following the Decision Flow Chart for Publication of Digital Media Posts. The 

message asking for concept of using the social media post was not as extensive as the consent 

form to the interview respondents, as they are not respondents in the same manner. 

Additionally, it was based on an example of asking for consent by Krutrök (2024, p. 72), see 

appendix 3 for the message sent to the users on social media. The message that was sent to 

users on TikTok and Instagram included a smiley towards the end of the message, to adapt 

the environment on social media.  

 

 

3.3.8 Data Analysis Method 
The data analysis method in a study depends on the research paradigm and the if the data is 

of qualitative or quantitative nature (Collis & Hussey, 2021, p. 144; Saunders et al., 2023, p. 

655). Furthermore, there are no predetermined analysis method to qualitative data, such as 

there is to quantitative data where statistical analysis is used (Collis & Hussey, 2021, p, 144). 

Grounded theory, content analysis and thematic analysis are three common data analysis 

methods in qualitative research (Bell et al, 2019, p. 519; Collis & Hussey, 2021, p. 156; 

Saunders et al., 2023, p. 682). The grounded theory approach for analysing data consists of 

developing codes of the data and is strictly inductive, meaning that no codes are based on 

existing theory (Saunders et al., 2023, p. 682). The data is constantly compared with each 

other, in order to develop theory that is grounded in data (Saunders et al., 2023, p. 682). 

 

Content analysis refers to, often, analysing secondary mass media data such as newspapers 

and media, but also interviews and annual reports (Bell et al., 2019, p. 280-281; Collis & 

Hussey, 2021, p. 156). Short codes are developed, called a coding unit, which later is used 

in a coding frame that quantifies the data to notice patterns (Collis & Hussey, 2021, p. 157). 

  

Thematic analysis is a systematic and flexible approach to find patterns in data by developing 

codes, categories and thereafter themes, which can generate complex, rich and detailed 

understanding of the studied phenomena (Braun & Clarke, 2006, p. 78; Lester et al., 2020, 

p. 101; Saunders et al., 2023, p. 664). A code in thematic analysis is a descriptive word or 

short phrase that captures the meaning of the collected data in regard to the research question 

(Lester et al., 2020, p. 100). Moreover, the codes can be categorized before made into more 

complex themes to understand the researched phenomena (Thompson, 2022, p. 1414). 

“Metaphorically, codes can be thought of as individual puzzle pieces which, as a collection, 

contribute to a researcher’s depiction of the data. Individually, codes do not tell the entire 

story” (Lester et al., 2020, p. 101). Researchers argues that thematic analysis should be seen 

as a foundational method for qualitative analysis, which new researchers should learn first, 

as it will make it easier to understand and perform other forms of qualitative analysis in the 

future (Braun & Clarke, 2006, p. 78; Lester et al., 2020, p. 97-98).  

 

I have chosen to conduct a thematic analysis in this as I am a new researcher who have 

collected qualitative data and it can provide me with rich understanding of Swedish 

consumers in relation to political boycotts on social media. A content analysis could have 

been applied if this study had focused on the political boycott posts, rather than the Swedish 

consumers boycott memory, boycott attitude, boycott intention and boycott behaviour after 

being exposed by them. Such a study could have focused on what type of words or images 

are used etc. A grounded theory approach is, as described in the research strategy on p. 18, 

strict and requires a lot of time. However, the coding in this study have some influences of 

grounded theory, as the codes that where developed was not based on existing literature. 
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The phases or steps of a thematic analysis are in reality not as linear as described below, the 

researcher often goes back and forth between them during the thematic analysis (Braun & 

Clarke, 2006, p. 86; Lester et al., 2020, p. 98). Notably, describing the phases or steps is a 

process to structure the thematic analysis and provides transparency to the reader (Lester et 

al., 2020, 98). The numbers of phases, also called steps, of thematic analysis, varies among 

researchers (Braun & Clarke, 2006, p. 87; Braun & Clarke, 2022, p. 6; Lester et al., 202, p. 

98-102; Nowell et al., 2017, p.4; Thompson, 2022, p. 1412-1417). Nevertheless, most agree 

that the following is included:  

  

(1) Becoming familiar with the data (Braun & Clarke, 2006, p. 87 Braun & Clark, 2022, 

p. 6; Lester et al, 2020, p. 98; Nowell et al., 2017, p. 4; Thompson, 2022, p. 1412). In this 

step, the researcher can get familiar with the data by re-reading the data, transcribing if 

necessary and taking notes of initial ideas about the data (Braun & Clarke, 2006, p. 87). In 

this study, notes were taken during the interviews that were recorded. The recordings were 

then reviewed, and additional notes were added where needed. Data relevant to the research 

questions were highlighted and tagged in the open-source qualitative research tool Taguette, 

in order to get familiar with the data and as a first step towards developing the codes 

(Taguette, n.d). 

  

(2) Coding the data (Braun & Clarke, 2006, p. 87; Saunders et al., 2023, p. 665; Thompson, 

2022, p. 1413). The qualitative analytic software MAXQDA (MAXQDA, n.d.) were used in 

this study to develop codes from the data. The first round of coding resulted in 70 codes. 

However, I realized afterwards that I was too focused on previous theory and the concepts 

of boycott attitude, boycott intention and boycott behaviour when coding. Therefore, the 

codes were general and almost forced to be or fit certain themes and theories from the 

theoretical chapter. Hence, I started over in a second round of coding, coding all the data 

line-by-line while not thinking of theory or already created codes, which resulted in 381 

specific codes. These 381 codes where then organized in MAXQDA. Similar codes were 

merged, codes that were irrelevant to the research question, or only appeared once were 

moved to a code-category named “other”. Context regarding the respondents were also 

moved to “other”. 

  

(3) Initial theme development (Braun & Clarke, 2006, p.87). In this step, the codes are 

divided into possible themes, which can be done through example tables or mind maps 

(Braun & Clarke, 2006, p. 89-90). “Themes are identified by bringing together components 

or fragments of ideas or experiences, which often are meaningless when viewed alone.” 

(Nowell et al., 2017, p. 8). There were 9 initial themes based on the codes, which were 

“Where have political boycotts been sighted?”, “Reasons for political boycott?”, “Difficult 

to remember brands that are boycotted”, “Boycotted brand”, “Interest for political boycott”, 

“Alternatives”, “Impact of political boycott?”, “Time”, and “View on political boycott 

posts”. Moreover, research questions can change and be refined during the research process 

(Saunders et al., 2023, p. 42) The original research question in this thesis that was “What is 

Swedish consumers attitude, intention and behaviour when exposed to political boycott posts 

on social media?” was extended at this step to include memory, which resulted in the 

research question “What is Swedish consumers boycott memory, boycott attitude, boycott 

intention and boycott behaviour after exposed to political boycott posts on social media?”, 

as memory seemed as an important part in the respondents boycott attitude, boycott intention 

and boycott behaviour after seeing political boycott posts on social media. The “when 



   

 

29 

 

exposed to” also changed to “after exposed to”, as the interviews were held after the 

respondents had seen the political boycott posts, and not at the moment when they saw them. 

  

(4) Theme development and review (Braun & Clarke, 2022, p. 35; Nowell et al., 2017, p. 

9). At this step, the researcher looks at the initial themes and the full data in order to see if 

the initial themes cover the most important aspects and if some themes are unnecessary or 

missing (Braun & Clarke, 2022, p. 35; Nowell et al., 2017, p. 9). The initial themes and their 

codes where further organized to decrease the number of themes; new themes that could 

have the initial themes as sub-themes were created. Five themes were developed, which were 

“Memory of political boycott”, “Attitude towards political boycott”, “Boycott behaviour”, 

“Impact of political boycott”, and “Time”. At this stage, I had already written the result 

chapter before starting the analysis. However, it was rewritten, data irrelevant to the themes 

were removed and the results were presented in accordance with the themes, to make the 

analysis more coherent. 

  

(5) Defining and naming themes (Braun & Clarke, 2006, p. 92). In this step, the researcher 

decides what and why is most interesting about each theme by analysing them individually 

(Braun & Clarke, 2006, p. 92-93; Nowell et al., 2017, p. 10). Furthermore, the final names 

of the themes should be chosen (Braun & Clarke, 2006, p. 92-93). The theme “time” was 

turned into a code of “Memory of political boycott post on social media”. The themes were 

then shortened and re-named to fit the research question, where “Impact of political boycott” 

turned to “Boycott intention”.  

  

(6) Writing up (Braun & Clarke, 2006, p. 93; Nowell et al., 2017, p. 10-11; Thompson, 

2022, p. 1418). In this stage, the researcher explains the themes, story and evidence in writing 

(Braun & Clarke, 2006, p. 93). In this study, the writing part is under the thematic analysis 

chapter, where themes are discussed and findings compared to existing literature.  

 

3.4 Literature Search 
When searching for existing scientific articles for this study, the search filter was set to 

“Peer-reviewed”, “Articles”, “Review article”, and the language was set on English and 

sometimes on Swedish, on the Umeå University library database. The choice to sometimes 

search in Sweden is due to the focus on Swedish consumers. Searches were also done on 

Google scholar and then double-checked on the Umeå University library database where it 

is possible to filter for peer-reviewed articles, which is not a function on google scholar. 

 

Examples of words that were used during the literature search were “Boycott”, “Consumer 

Boycott”, “Political Consumerism”, “Word of Mouth”, “Social media”, “Political”, 

“Research Methodology”, “Social studies”, “Qualitative”, “Source evaluation” “Source 

criticism”, “Negative word of mouth”, “Electronic Word of mouth”, “Boycott attitude”, 

“Boycott behaviour”, “Boycott intention”, “Boycott participation”, both alone and others 

combined, for example “Political”, “Boycott” and “Social media” together.  

 

Once relevant articles were found, additional articles in the area were found by reading the 

reference lists of the already found articles. Friedman’s conceptual framework, for example, 

reoccurred in most scientific articles regarding consumer boycotts, which made it feel critical 

to include in this thesis. It had to be ordered through the Umeå University Library and the 

article was provided by the University of Strathclyde, UK for the purpose of non-commercial 

research.  
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3.4.1 Copyright Concerns 
Permission is needed in order for copyrighted figures and images to be included in a study. 

This thesis includes a few figures and screenshots on examples on political boycotts on social 

media, below will follow an explanation of the copyright and permission to use of each one.  

 

Appendix 1 to 3 consists of screenshots of social media posts that act as examples of political 

boycott posts on social media. A message was sent to these users asking for permission to 

include them in this thesis, see appendix 9. Only examples of political boycott posts that got 

permission was included in the thesis.  

 

Appendix 8, is a decision flow chart for publishing social media posts. This is published in 

a book under the Copyright, Designs and Patents Act, 1988 and usage in research purposes 

is allowed (Krutrök & Lindgren, 2024).  

 

Figure 1, is a translated version of figure 2, that describes Swedish social media usage. The 

study is published under Creative Commons 4.0, which means it is allowed to use and edit 

the material, if the editing is mentioned and the creator is referenced (Creative Commons, 

2023; Internetstiftelsen, 2023c). This was also confirmed in an e-mail exchange with 

Internetstiftelsen. Similarly, figure 3 and 4 is part of data that is published under Creative 

Commons 4.0 (European Social Survey, n.d).  

 

Furthermore, the theory of planned behaviour, pictured in figure 5, is under public domain 

and no permission is needed to create an original model of the drawing, this was confirmed 

with an e-mail exchange with the creator Ajzen. I had access to the figure in a paper-form 

journal trough the Umeå University Library Archive, an original digital version of the model 

was created and included in this thesis.  

 

Lastly, Palacios-Florencio et al.´s estimated model to explain boycott behaviour is shown in 

an original drawing in figure 7. 

 

3.4.2 Source Criticism 
Majority of the literature in this thesis comes from online resources, which makes it extra 

important to evaluate that the sources are legitimate (Bell et al., 2019, p. 100). 

 

When searching scientific articles online through the Umeå University library database and 

google scholar for this study, non-peer-reviewed articles were filtered out. Peer-review is 

considered as an indication of good standard in academia where two or three researchers, 

within the same area and at the same level as the researcher who published the paper, 

evaluates it (Hjørland, 2012, p. 259). 

 

3.5 Summary of Chosen Approach 
This qualitative study holds an interpretivist paradigm and follows an abductive logic as the 

interview guide was based on existing knowledge, and the data generated knew knowledge. 

Furthermore, the research is basic as the purpose is exploratory and aims to explore the 

boycott attitude, boycott intention and boycott behaviour of Swedish consumers` after 

exposed to political boycott attitudes on social media. The data was collected through semi-

structured interviews in person and trough Microsoft-Teams, based on purposive sampling 

and snowball sampling. The data were analysed with a thematic analysis.  
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4. Empirical Data 
This chapter provides context regarding the respondents in the study by the order the 

interviews were held, before presenting the data from the interviews that are relevant to the 

research question: “What is Swedish consumers boycott memory, boycott attitude, boycott 

intention and boycott behaviour after being exposed to political boycott posts on social 

media?”. The interviews that were conducted through video-call were done so trough 

Microsoft Teams. Quotes from interviews that were conducted in Swedish will be presented 

in Swedish, with a translation in English below each.  

 

4.1 Context Regarding the Respondents 
Respondent 1  

The first respondent identifies as male, is born during the 1990’s, and lives in the north of 

Sweden. Furthermore, he is a student, interested in politics, and follows both domestic and 

international political news. The week prior to the interview, he had an average of 4 hours 

of screen time a day on his phone. The interview took place in person and in English.  

 

Respondent 2  

The second respondent identifies as male, is born during the 1990’s and lives in the north of 

Sweden. Moreover, the respondent is a student, who is not interested in politics, and does 

not follow political news. The week prior to the interview, he had an average of 7 h and 40 

min screen time a day. The interview was conducted through video-call and in English.  

Respondent 3  

The third respondent identifies as male, is born during the 1990’s and lives in the middle of 

Sweden. He is a student, who is interested in politics and follow international political news. 

The week prior to the interview he had on average, three hours screen time a day on his 

phone. The interview was conducted through a video-call and in English. 

 

Respondent 4 

The fourth respondent identifies as female, is born between 2000-2010 and lives in the North 

of Sweden. She is currently unemployed when the interview takes place but have upcoming 

employment. Furthermore, she is not interested in politics and does not follow political news. 

The interview was conducted through a video-call and in Swedish. This is the only 

respondent who uses social media and have no memory of seeing political boycott posts on 

social media. 

 

Respondent 5 

The fifth respondent identifies as male, is born during the 1900’s and lives in the north of 

Sweden. He is full-time employed, interested in politics and follows both domestic and 

international political news. He had a daily average of four hours of screen time the week 

prior to the interview. The interview was conducted through video-call and in Swedish.  

 

Respondent 6 

The sixth respondent identifies as female, is born between 2000-2010 and lives in the south 

of Sweden. She is both full-time employed and self-employed. Furthermore, she is interested 

in and follows both domestic and international political news. The week prior the interview, 

she had an average of seven hours of screen time a day, however that includes both personal 

and work-related use. The interview was conducted through video-call and in Swedish. 
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Respondent 7  

The seventy respondent identifies as male, was born during the 1990’s and lives in the north 

of Sweden. Moreover, the respondent is a student who interested in politics but does not 

follow political news. The week prior to the interview, he had a daily average of four and a 

half hours on his phone. The interview took place in person and in English. 

 

Respondent 8  

The eight respondent identifies as male and is born during the 1900’s. He lives in the north 

of Sweden, but studies in the south of Sweden, which results in him spending a lot of time 

in both the north and south of Sweden. Moreover, he is interested in politics and follows 

both domestic and international political new. The week prior to the interview, he had a daily 

average of 3 hours screen-time on his phone. The interview took place through a video-call 

and in Swedish. 

 

Respondent 9  

The ninth respondent identifies as female, is born during the 1900’s and lives in the south of 

Sweden. She is full-time employed, and interested in politics but does not follow political 

news. The week prior to the interview she had an average screen time on her phone of 3,5 

hours a day. The interview was conducted through a video-call and in Swedish. This is the 

only respondent that does not use social media.  

 

Respondent 10  

The tenth respondent identifies as female, is born during the 1900’s and lives in the north of 

Sweden. She is employed full-time, is interested in politics, and follows both domestic and 

international political news. The week prior to the interview, she had an average screen time 

of around four hours a day. The interview was conducted through video-call and in Swedish. 

 

Respondent 11 

The eleventh respondent identifies as female, is born between 2000-2010 and lives in the 

north of Sweden. She is employed full-time, is interested in politics, and follows political 

news, however, more international political news than domestic political news. The 

respondent has YouTube videos playing as background noise as she sleeps, so there was 

difficult to give an average screen-time usage per day. The interview was conducted through 

video-call and in Swedish. 

 

Respondent 12  

The twelfth respondent identifies as male, is born during the 1990’s and lives in the middle 

of Sweden. He is full-time employed, is interested in politics, and follows both domestic and 

international political news. He has not enabled screen-time tracking on his phone but 

estimates that it is higher than he wishes it would be. The interview was conducted through 

video-call and in English.  

 

4.2 Boycott Memory 
4.2.1 Social Media Where the Political Boycott Posts Have Been Seen 
All respondents used social media except Respondent 9. Furthermore, all respondents except 

Respondent 4 remembered that they had seen political boycott posts on social media. 

Respondent 9, who were not using social media had received political boycott posts from a 

friend who sent them to her. Most had seen political boycott posts on social media regarding 
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the conflicts between Russia-Ukraine and Israel-Palestine. Respondent 1 had recently seen 

many political boycott posts regarding Israel-Palestine, and less recently regarding Ukraine-

Russia. Similarly, respondent 11 felt as she had seen many political boycott posts regarding 

Israel-Palestine during a short, recent, period. The respondents had seen political boycott 

posts on various social media. Respondent 1 had seen them on Facebook, Instagram, Reddit 

and X. He also explained that he usually saw political content on social media. Respondent 

2 had seen them on TikTok and said that he only saw political content on social media if 

something big had happened. Respondent 3 had seen them on Facebook, Instagram and 

TikTok. Respondent 6 had seen them on Instagram, TikTok and occasionally on LinkedIn, 

she also explained that she normally did not see political content on social media. 

Respondent 7 had seen the political boycott posts on Instagram, TikTok and X. Furthermore, 

respondent 8 did not specify which social media he had seen them on but explained that he 

normally saw much political content on social media. Respondent 10 had seen them on 

Instagram, X and YouTube, she had also become more active on social media since the 

Israel-Palestine conflict intensified, to share information about the conflict. 

 

Swedish (Original): 

”Mestadels YouTube skulle jag säga, för det är där jag hänger mest liksom. Sen så är det, 

skulle jag väl säga att Instagram är väl den andra. Och Twitter. Men jag hänger, alltså jag 

är inte så jätteaktiv på just på, men, Twitter och Instagram egentligen. Jag har blivit mer 

aktiv nu sen det här mellan israel och Palestina började för att dela, men jag har inte varit 

aktiv så förut, utan då har det mest varit på Youtube och då har jag valt vad jag vill kolla 

på liksom.” 

– Respondent 10, female, born during the 1900´s, interested in politics. 

 

English (Translated): 

“Mostly YouTube I would say, as it is where I hang the most. Then, I would say that 

Instagram probably is the other. And Twitter. But I don’t hang, I mean, I am not very 

active on Twitter and Instagram normally. I have become more active now since this 

between Israel and Palestine started, to share, but I was not active before, I was mostly on 

YouTube where I chose what I wanted to watch.”  

– Respondent 10, female, born during the 1900´s, interested in politics. 

 

 

Respondent 11, had seen the political boycott posts on Instagram TikTok and X. Lastly, 

Respondent 12 had seen them on Instagram and X. 

 

4.2.2 Brands & Reasons for Why to Boycott in the Political Boycott Posts 
Eleven brands were mentioned during the interviews in relation to political boycott posts, 

which were, in most occurring order: McDonalds, Marabou, Coca Cola, Starbucks, Tetra 

Pak, Zara, Adidas, GAP, Explorer Vodka/Absolut Vodka, Pepsi and Marlboro.  

 

The specificness in memories of reasons for why to boycott mentioned in the political 

boycott posts on social media varied between the respondents. For example, McDonalds 

were boycotted as they had provided Israeli military force with free hamburgers according 

to Respondent 1, 6 and 11. While Respondent 12 stated that it was due to McDonalds having 

locations in Israel. Furthermore, Respondent 7 gave Gaza as the reason to boycott 

McDonalds and Respondent 10 could not remember the reason for the political boycott. See 
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table 2 to see the numbers of respondents who remembered each brand and the reason 

mentioned by the respondents for why to boycott in the political boycott posts.  

 

4.2.3 Difficult to Remember 
Respondent 2 thought it was difficult to remember which brands who were boycotted as he 

felt like new ones kept appearing in the political boycott posts. Similarly, respondent 5 

thought it was difficult to remember, as she saw the political boycott posts often. 

Furthermore, Respondent 7 thought it was difficult to remember boycotted brands, as he had 

seen a lot of political boycott posts with different brands. Respondent 10 thought it was easy 

to remember big brands to boycott such as McDonalds and Pepsi, but difficult to remember 

smaller boycotted brands. Respondent 11 thought it was difficult to remember boycotted 

brands and said he had forgotten many. Respondent 8 was the only respondent who 

remembered seeing a political boycott post about Explorer Vodka/Absolut Vodka but could 

not remember which of the two. Similarly, Respondent 1said that he had no clear memory 

of why Tetra Pack were boycotted, but thought it had something to do with Russia. 

 

4.3 Boycott Attitude 
4.3.1 Action When Seeing Political Boycott Posts 
When asked how the respondents acted when seeing a political boycott posts on social 

media, they responded as following. Respondent 1, mostly scrolled past the political boycott 

posts, but did sometimes share them with friends or family to start a discussion. Respondent 

2 did not interact with the posts and scrolled past them. Similarly, Respondent 3 answered 

that he rolled his eyes and kept scrolling when seeing political boycott posts. Respondent 4, 

who had not seen any political boycott posts, thought that she may save them in order to 

know which brands to boycott in the future, if she saw them on social media. Respondent 7 

also often scrolled past the political boycott posts but remembered clicking on a link in one 

of the posts once. Respondent 8 did usually not interact with the posts either. Respondent 9, 

who do not use social media think that she wouldn’t have interacted with the posts if she 

saw them. Contrary, Respondent 10 interacts with the posts by sharing them to friends and 

her story, in order to spread the word. Similarly, Respondent 11 may like the posts when she 

sees them, saves them if she thinks that they are good, shares them to friends on Instagram 

and by posting them on her story. Respondent 12 does not interact with the posts, otherwise 

that he sometimes looks at the discussion in them. Most of the times he ignores the posts.  

 

4.3.2 Interest in Political Boycott Posts 
Respondent 2 did not have any interest in the political boycott posts and felt that mostly all 

brands were boycotted. Similarly, respondent 7 felt no interest when seeing the political 

boycott posts on social media. Respondent 1 felt as he lost interest in the political boycott 

posts if he saw them too frequently and described them as becoming too daily. Respondent 

5 had experienced that political boycott on social media had most engagement in the 

beginning of the boycott before quieting down, leading to the assumption that the reason for 

the political boycott had been solved. He elaborated and explained that later on when he got 

reminded of the political boycotts, he did not care as much.  

 

4.3.3 Positive View on Political Boycott Posts 
The respondents were asked how they felt when seeing political boycott posts on social 

media. Respondent 1, agreed with most political boycott posts and felt that they were 
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positive as they stand up for people and punishes companies that have misused their power. 

Similarly, Respondent 8 thought that they political boycotts were good, as they encourage 

people to stop buying brands which funds countries who start wars. Respondent 9 is not on 

social media; however, she thinks she would appreciate to be informed about which brands 

to boycott. She currently feels like she is missing out on information by not being on social 

media and that she might do more sustainable choices if she were. Furthermore, she 

understands that people might find the political boycott posts annoying, but she is positive 

towards them. Moreover, Respondent 10 thought that the posts were positive, as they want 

to create change in a situation which is not OK. Moreover, she argues that governments are 

not doing anything, which means that people have to. Respondent 11 agrees with the political 

boycott posts and feels that she wants to participate when she sees them. Lastly, Respondent 

12 feels that the political boycott posts often were valid, and thought they were positive as 

they are a non-violet option for consumers to get their voice heard. 

 

4.3.4 Negative View on Political Boycott Posts 
Respondent 3, felt as he saw the political boycott posts too frequently and felt irritated when 

seeing them. 

English (Original): 

“But the boycott stuff, like having it in my face all the time, it just makes me irritated because 

like leave me be for a bit too. Like goddamn, it’s too much, it feels excessive.” 

– Respondent 3, male, born during the 1900´s, interested in politics. 

 

Respondent 5 felt unsure what is true or not in the posts, he was for example unsure how 

Marabou contributes to Russia. Respondent 6 felt divided about the posts and the political 

boycotts, as she thought that franchises might be punished without having responsibility for 

the action behind the boycott. 

 

Swedish (Original): 

”Det jag tycker att många har missat är just att det oftast är en viss koncern och inte 

liksom specifik så McDonalds i Göteborg eller någonting. Alltså så här, det är oftast 

moderbolaget som har kontroll över deras resurser på det sättet.” 

– Respondent 6, female, born during the 1900´s, interested in politics. 

 

 

English (Translated): 

“I think that many have missed that it often is a specific concern, and not specifically 

McDonalds in Gothenburg or anything. Like, the parent company often control their 

resources in that way.” 

– Respondent 6, female, born during the 1900´s, interested in politics. 

 

Similarly, Respondent 12 felt as the political boycotts might harm, for example, farmers in 

countries which are boycotted, who are not responsible for the reason behind the political 

boycott.  
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4.4 Boycott Intention 
4.4.1 Varying Impact 
When asked about their thoughts on participation and contribution to the political boycotts, 

the respondents answered as following. Respondent 1 thought that participation in a boycott 

matters to some extent. However, he stated the importance of how long it will matter, as 

consumers cares less with time and loose interest in boycotting, especially if there are 

multiple brands that are target for the political boycott posts. Respondent 2, felt as it would 

not have an effect if he did choose to boycott as brands would have generated money 

elsewhere. Respondent 3 thought that the people that boycott brands believe that they have 

a bigger impact than they have. Respondent 4 believed that the political boycott posts could 

hurt brands to some extent.  

 

Respondent 5 thought that participation in boycotts related to political boycott posts on social 

media could have a big impact in the beginning of the boycott, when the posts are published. 

Furthermore, he described that they then could create a marketing panic. However, he was 

unsure of the impact in the long run. Respondent 6, believed that participation in political 

boycotts can have an effect, but that it then is important that consumers don’t boycott 

franchises, as that won’t change anything on a higher brand-level. Respondent 7 believed 

that the goal should be to force brands to change, if they are doing something wrong, not 

making them shut down. Respondent 8 felt that a brand has to change to not lose revenue, if 

enough people are boycotting. However, he was also unsure about the impact as he thinks 

much is required for brands to change. Respondent 9 meant that she can have an influence 

on brands together with other consumers, and that every small choice is important. However, 

she also feels like many Swedish consumers don’t want to have an impact on brands, and 

that brands are aware of this and feels safe as a result. Respondent 10 stated that consumers 

can get their voice heard by boycotting, but that it didn’t feel like it mattered anyway when 

it came to big brands, who often is mentioned in the political boycott posts as they would 

generate money anyway, and that Sweden is too small to make a difference. 

 

Swedish (Original): 

”De kommer inte påverkas mycket av att 100,000 personer i Sverige slutar köpa cola, då 

skickar de mer till ett ställe i USA istället. De kör på.” 

– Respondent 10, female, born during the 1900´s, interested in politics. 

 

English (Translated): 

“They won’t be affected much if 100.000 people in Sweden stops buying cola, then they 

will send more to the US instead. They go on.” 

– Respondent 10, female, born during the 1900´s, interested in politics. 

 

Furthermore, Respondent 12 felt that people have the right to boycott if they feel like it, but 

that he is unsure of the effectiveness of them. He also felt like there were little data available 

to prove if the political boycotts were effective or not, for example if stores had closed down 

or if brands had lost revenue as a result. 

 

4.4.2 Personal Reasons to Participate in Political Boycott 
When the respondents were asked for reasons that could personally make them boycott a 

brand, they answered as following. Respondent 1, said that a brand being somehow involved 

in killing people, sexism, racism, homophobia or having poor privacy policies could lead 
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him to boycott a brand. Respondent 2 meant that if a brand themselves announces that they 

are doing something bad or have bad products could make him boycott them. Respondent 3, 

said that he could boycott a brand that goes against his political opinions, or something he 

believes strongly in. Respondent 4 gave animal abuse and child labour as reasons why she 

could boycott a brand. Furthermore, Respondent 5, said that inhumane statements, proof of 

animal abuse, animal testing, war or purposefully worsen their products could make him 

boycott a brand.  

 

Respondent 6 thought that he could boycott a brand if they did or were involved in something 

bad enough. An example of bad enough were genocide. Other reasons why he could boycott 

a brand were working conditions, human rights and political reasons. Furthermore, he felt it 

difficult to know if brands are transparent, as it is difficult for consumers to get an insight in 

them. Respondent 7 could boycott a brand due to racism, homophobia, war and illegal things. 

Respondent 8, said that he could boycott brands that goes against his principles, as an 

example he gave Tesla due to their lack of collaboration with trade unions. Furthermore, he 

could boycott brands that are bad for the environment. Respondent 9, could boycott a brand 

due to child labour, working conditions, and bad environment impact. Respondent 10 stated 

that animal rights, crime against humanity, war related, and other political concerns could 

make her boycott a brand. Respondent 11, said that animal rights and political concerns 

could make her boycott a brand, as an example she said that she would boycott a brand if 

they generated money for war. Respondent 12, said that child labour, working conditions, 

bad environmental impact and taking sides in war conflict could make him boycott a brand. 

 

4.5 Boycott Behaviour  
4.5.1 Drivers for Participating in Political Boycotts 
The respondents were asked if there is a brand that they think they never would boycott and 

why. Respondent 3 thought he could boycott any brand, as they change constantly, and 

nothing makes them bulletproof.  

English (Original): 

“They change constantly, and they develop, and they become different. I don’t feel like 

there is any historical aspects of a company that could make them like bulletproof from 

boycott from my side.” 

- Respondent 3, male, born during the 1900´s, interested in politics. 

 

Respondent 4 thought she could boycott any brand, as she doesn’t have any brands she 

prefers over others. Moreover, respondent 5, said he could boycott any brand, with an 

exception for hamburger restaurants. Respondent 8 did not think there were any brands that 

he never would boycott. Respondent 9 said that there were no brands she never would 

boycott as ethics are the most important for her.  

 

Swedish (Original): 

”Jag ser det som en avvägning mellan bekvämlighet och rätt och fel. Och för mig väger 

rätt och fel alltid tyngre.” 

- Respondent 9, female, born during the 1900´s, interested in politics. 

 

English (Translated): 

” I see it as a balance between comfortability and right and wrong. And for me, right and 

wrong always weights heavier”. 
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- Respondent 9, female, born during the 1900´s, interested in politics. 

 

Respondent 10 meant that there was no brand that she never would boycott. Similarly, 

respondent 12, thought he could boycott any brand, has he had no loyalty to any specific 

company. 

 

4.5.1.1 Alternatives for Boycotted Brands 

Most respondents also felt like there were alternatives to brands they remembered being 

target for political boycotts on social media. Respondent 1 thought it was important that the 

alternative brand does not engage in the same behaviour that is the boycott reason for the 

boycotted brand. Furthermore, another criteria for an alternative brand were that it is not 

much more expensive than the boycotted brand, it had to be available and not taste bad. 

Similarly, respondent 2, felt that the alternative couldn’t be twice as expensive as the 

boycotted brand, the quality couldn’t be worse than the boycotted brand and that it couldn’t 

taste bad. Furthermore, he had heard about Palestina Cola as an alternative to Cola-Cola.  

 

Respondent 3 said that it was important that the alternative brand had similar quality as the 

boycotted brand. Furthermore, taste was of most importance, while price was less important. 

Furthermore, he gave Max and Burger King as alternatives to McDonalds, if one wanted to 

boycott McDonalds. Contrary, Respondent 4 answered that price was the most important 

aspect when it came to alternative brands to boycotted brands. Respondent 5 thought 

availability was important when considering alternatives to boycotted brands and was 

willing to pay a higher price for it. He did though feel like some brands almost had monopoly 

in their categories, for example Marabou and Fazer.  

 

Similarly, Respondent 6 thought it could be difficult to find alternatives on a corporate level, 

as a corporation often owns many brands. Furthermore, she thought price, taste and design 

was important when considering alternative brands to boycotted brands. She also considered 

if the boycotted brand was a necessity, Coca Cola could for example be substituted with 

water. Respondent 8 thought quality and price were most important. Respondent 9, said that 

the product from the alternative brand had to be similar to the product of the boycotted brand, 

and that quality and price was important. Respondent 10 thought price and availability were 

of importance when considering alternative brand to boycotted brands. Furthermore, 

respondent 11 thought that the product had to be somewhat similar and fill the same need, 

but that one couldn’t not be too picky when choosing alternatives to the boycotted brands. 

 

Swedish (Original): 

“När man bryr sig om något och har gjort ett val, får man leva med att det kan vara sämre 

än vad man är van vid. […] Man får inte vara för kritisk för att det inte är exakt samma, 

man får ta ansvar som människa.” 

- Respondent 11, female, born during the 2000´s, interested in politics. 

 

English (Translated): 

“When you care about something and have made a choice, you must live with the fact that 

it might be worse than what you are used with. […] You can’t be too judgemental because 

it is not exactly the same, you have to take responsibility as a human.” 

- Respondent 11, female, born during the 2000´s, interested in politics. 
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Respondent 12 thought it was important that the alternative brand was not involved in the 

political conflict that was the cause for the boycott of the boycotted brand. Price and the 

ethics of the company was the determining factors for him.  

 

When asked how important the source for the action which was the reasoned of the political 

boycott was, the respondents answered as following. Respondent 1 felt that sources were 

important if it was, to him, a new brand, or a brand that is not known to behave badly that is 

target for the political boycott posts. On the other hand, if he knows that the brand usually 

behave badly, sources were of less value. Respondent 2 did not care about the political 

boycott posts and said that he won’t change his buying habits, but that he would have cared 

about sources if he had cared about the boycotts. Respondent 4 had not seen any political 

boycott posts but thought that sources would have been important if she would have seen 

them, for her to boycott. She meant that people otherwise just could make things up. 

Similarly, respondent 5 thought it was important with sources, but stated that it is not the 

first one thinks of, rather it is an emotional reaction that happens first.  

 

Respondent 6 thought that sources were very important, and that one should not boycott just 

for the sake of boycotting. Respondent 7 thought that a political boycott post made from 

social media accounts with many followers were more serious than ones with less followers. 

He had also noticed that the sources sometimes were mentioned in the comments or 

descriptions of the post, however, he did not look further into them and kept scrolling. 

Respondent 8 and 9 thought sources were important. Respondent 10 also thought sources 

were important and meant that she needs to know why she should boycott before she does 

so.  

 

4.5.1.2 Difficult to Make Contact 

Respondent 6 believed that it is difficult for consumers to reach out to the brands, which is 

why consumers might participate in political boycotts and targets franchises. Similarly, 

respondent 12 feels as it is difficult for consumers to engage on a political level, and that 

participating in political boycotts can be a way for consumers to do so.  

 

4.5.2 Barriers for Participating in Political Boycotts 
4.5.2.1 Not Clear Which Brand Are Boycotted 

Respondent 5 did not think it was clear which brands were boycotted, as brands could be 

owned by bigger brands that are boycotted. Respondent 6 did think that it was clear which 

brands have been boycotted but thought it may be easier for her than for other consumers, 

as she has a background in marketing.  

 

4.5.2.2 Difficult to Boycott Certain Brands 

The respondents were asked if there were a brand that they never would boycott and why. 

Respondent 1, said that he would have difficult with completely boycotting all Swedish 

brands, as he is living in Sweden. Furthermore, he would have difficulties boycotting brands 

related to his country of origin. Respondent 2 thought the question was difficult to answer 

but said that he wouldn’t boycott Coca Cola as he likes the taste. As mentioned, respondent 

5 feel like he would not boycott hamburger restaurants. Respondent 6 thought it would be 

difficult to boycott META, as they own so many platforms. Similarly, Respondent 7, thought 

it would be difficult to boycott Apple, as he relies on the apple-eco system. Respondent 11 

would never boycott Pepsi and thought it would be difficult to boycott vegan brands.  
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4.5.3 Actual Political Boycott Behaviour 
Respondent 1 had when the interview took place, recently tried to avoid brands related to 

Russia or Israel, for example Marabou and Coca Cola, if there were similar alternatives 

available. However, he had not banned himself from buying them completely. Respondent 

2 had not participated in any political boycotts whatsoever. Respondent 3 had increased his 

purchases of certain brands that were target for the boycotts in the political boycott posts 

after seeing them. Respondent 4 had not seen the political boycott posts on social media and 

had not boycotted any brands. Respondent 5, thought about the political boycotts when 

buying products when he first started seeing them, but had thought about it less and less over 

time when the interview took place.  

 

Respondent 6 thought a second time before doing a purchase. She did for example stop 

purchasing from the clothing brand Zara, that made a campaign that was criticized in relation 

to the political conflict between Israel and Palestine. Furthermore, she did not turn her trial-

subscription of Disney+ to a paid subscription, due to a political boycott. Moreover, she also 

ended her 5-year subscription to the help organization UNHCR, as she got irritated by them 

not mentioning the conflict in Palestine. Respondent 7 had not participated in any political 

boycotts of brands. Respondent 8, thought about the political boycotts and had decreased his 

purchase of Marabou compared to before. Respondent 9 had stopped buying certain brands 

due to the political conflict between Israel and Palestine. Respondent 10 had learnt how to 

look up numbers on barcodes to see if they were from Israel so she could boycott them, 

which she learnt from a friend. Respondent 11 also checked barcodes to boycott products 

with Israeli origin. Respondent 12 did not frequently buy from brands that are target for 

political boycott before they were boycotted, he has consequently not needed to change his 

buying behaviour.   
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5. Thematic Analysis  
This chapter first presents the thematic table from the analysis, then follows the “writing 

up” step described in the method chapter, where the themes are discussed, findings are 

compared to existing literature, suggested practical solutions are given and limitations of 

the analysis.  

 

Theme Definition Sub-Themes 

Boycott 

Memory 

What the respondents 

remember about the political 

boycott posts on social media. 

• Social media where the political 

boycott posts have been seen.  

 

• Brands and reasons for why to 

boycott mentioned in the political 

boycott posts.  

 

• Difficult to remember. 

Boycott 

Attitude 

What the respondents’ actions 

and feelings were towards the 

political boycott posts on 

social media when they saw 

them.  

• Action when seeing political 

boycott post.  

 

• Interest for political boycott post. 

  

• Positive view on the political 

boycott posts.  

 

• Negative view on the political 

boycott posts.  

Boycott 

Intention 

What respondents hope the 

boycott can achieve, how 

likely it is that they can 

achieve that, and personal 

reasons that could create 

boycott intent among the 

respondents. 

• Varying impact. 

 

• Personal reasons to participate in 

political boycott.  

Boycott 

Behaviour 

Reasons the respondents 

would/would not participate in 

a political boycott and their 

actual boycott behaviour.  

• Drivers to participate in political 

boycott. 

 

• Barriers to participate in political 

boycott.  

 

• Respondents’ actual boycott 

behaviour.  
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Table 3. Thematic Table of the Findings. 

Source: Own. 

5.1 Boycott Memory 
Most respondents remembered that they had seen political boycott posts on social media, 

even the one respondent who did not use social media, and respondents that were not 

interested in politics nor normally saw political content on social media. Hence, respondents 

had been accidentally exposed to political boycott posts on social media (Boulianne, 2022, 

p. 610). This is an important finding as it shows that consumers can be exposed to and 

possibly influenced by political boycott posts, without being interested in politics or actively 

searching for information about political boycotts. The political boycott posts had also been 

seen on various social media, most frequently TikTok, which indicates that consumers who 

uses TikTok could have a bigger chance of being influenced by political boycott posts. The 

one respondent who used social media but had not seen any political boycott posts, could 

not give as detailed answers regarding the research questions as the other respondents. 

However, the finding that one respondent had not seen any political boycott posts, even 

though she was using social media is an important finding on its own. It tells that, most 

Swedish consumers born between 1990 and 2010 have seen political boycott posts on social 

media, but not all. Moreover, the finding that one of the 12 respondents do not use social 

media is somewhat consistent with the social media usage in Sweden among those born 

during 1990’s, where 1% had not used social media during the past 12 months, as seen in 

appendix 1. 

 

Furthermore, most respondents remembered seeing the same brands in political boycott 

posts, for example, McDonalds and Marabou. These are well-known brands internationally 

and in Sweden. This aligns with Friedman’s conceptual framework (1991, p. 159) which 

state that well-known brands should be targeted in the boycott so consumers will remember 

them. Another pattern was that it was difficult to remember boycotted brands, as they felt as 

there were too many, which also aligns with Friedman’s conceptual framework (1991, p. 

159). 

 

5.2. Boycott Attitude 
Most respondents had a positive view on and agreed with the political boycott posts on social 

media. However, a pattern was that most respondents scrolled past the political boycott 

posts, both respondents who viewed the political boycott posts as positive and negative alike. 

Scrolled past in this context refers to the respondents’ own words when they described their 

action, where scrolling on social media is an act to swipe with your hand on the screen to 

see the next post, without interacting with the post. The respondents who had a positive 

attitude towards the political boycott posts simply thought they got too repetitive, and lost 

interest over time. Beck (2018, p. 544) describes that it is difficult for political boycotts on 

social media to get consumers interest, as the ease of creating political boycott posts online 

has increased the amount of them. 

 

Moreover, respondents who interacted with the political boycott posts by sharing it to friends 

and on their own profiles, where also the ones who were more determined with their 

boycotting behaviour and used apps to scan barcodes to see whatever brands came from 

boycotted countries.  
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Two of the three respondents that had a less positive view on the political boycott posts were 

concerned about the potential harm to those who are not part of the reason for the political 

boycott, this is explained as unintended harm by Klein et al. (2004, p. 97). The other 

respondent that had a less positive view on the political boycott posts were not sure about 

their effectiveness, as he had not seen any data that confirmed that. 

 

5.3 Boycott Intention 
There was a pattern that both respondents which had participated in a political boycott, and 

respondents which had not participated in a political boycott, felt as the boycotted brands 

would still generate money; and that their own participation would not change that. This 

phenomenon is explained by John & Andrew (2003, p. 1197) as the small-agent problem, 

where a consumer might feel like their participation in a boycott wouldn’t have a big impact 

on brands, due to the brands being bigger than the consumer. What differs in the findings in 

this study though is that one respondent in this study expressed that Sweden as a whole felt 

too small, which I would suggest calling a national small-agent problem.  

 

This theme also explored what brand actions could create an intention to participate in a 

political boycott among the respondents. The most common act that could cause the 

respondents to participate in a political boycott were the act of participating in harming 

people, for example war, generating money for war, taking sides in a war, involvement in 

killing people, genocide and crime against humanity. Another pattern was that the 

respondents gave examples of actions which were not specific to the definition of a political 

boycott, which follows “The actions undertaken in a political boycott affect a territory as a 

whole, as well as all the organizations that make it up” (Palacio-Florencio, 2021, p. 1313). 

Examples of un-related acts by brands that reoccurred were for example, working conditions, 

child labour, animal abuse/animal rights and environmental impact. Therefore, the definition 

was added in the interviews before the context questions. However, un-related actions were 

still given as an example after this definition were added. This shows that the respondents 

might not have a comprehensive understanding of what a political boycott is, and that the 

term of macro-boycott might be more applicable when discussing this type of boycotts (Aish 

et al., 2013). 

 

The memories of reasons mentioned of why to boycott brands in the political boycott posts 

were consistent with the acts of brands that could make the respondents participate in a 

political boycott, for example, providing the Israeli military force with free food, 

contributing with money to a country in a political conflict/war and having locations or 

factories in a country in a political war/conflict. This could indicate that the respondents had 

the intention to participate in the political boycotts they have seen in the political boycott 

posts on social media.  
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5.4 Boycott Behaviour 
There was a scale pattern of political boycott participation, which consisted of 4 types of 

participation, which were: no participation, partly participating, participating and dedicated 

participating, see Figure 5.  

 
Figure 7. Political boycott participation scale. 

Source: Own. 

  

I would categorize respondents 2, 4, 7 and 12 into no participation. These respondents had 

either no memory of seeing any political boycott posts on social media, had no intention or 

interest to participate, or did not normally buy the boycotted brands before they were 

boycotted. Respondent 2 and 4, were not interested in politics in general nor followed 

political news. Respondent 7 were interested in politics but did not follow political news. 

Hence, one pattern could be that not being interested in politics or not reading political news 

can be one feature of those who do not participate in boycotts. Additionally, respondent 12 

were interested in politics and followed political news. He was also the respondent who was 

put into this categorization since he normally did not the boycotted brands, which means that 

he had not needed to change his purchase behaviour. These respondents were also unsure 

about the effectiveness of participation in political boycotts. Moreover, 3 of these 4 

respondents identified as male, which could indicate that men are more prone to not 

participate in political boycotts. This is consistent with Jill et al’s (2004) study and not 

consistent with Bouziane’s (2022) study.  

 

Respondents 1, 5 and 8 would be categorized into partly participating, as they had 

decreased their purchase of the boycotted brands, without forbidding themselves from 

buying them. All these respondents had memories of seeing political boycott posts on social 

media. Furthermore, they were all interested in politics in general and followed political 

news. This could hence be a pattern those consumers who are interested in politics and 

follows political news could be more prone to participate in political boycotts. Respondents 

1 and 5 thought that the political boycotts were most effective in the beginning of the boycott, 

while respondent 8 thought it required much for brands to change behaviour.  

 

Moreover, respondents 6 and 9 would be categorized into participation, as they had stopped 

buying brands they knew were boycotted. Furthermore, they all remembered that they had 

seen political boycott posts on social media. Respondent 6 was interested in politics and 

followed political news, while respondent 9 was interested in politics but did not follow 

political news.  
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Lastly, I would categorize respondent 10 and 11 into dedicated participation, as they 

scanned products with an app to find out if the product where from a boycotted country or 

not. Both respondents were also interested in politics and followed political news. 

Furthermore, these respondents also shared political boycott posts on social media and their 

own profiles. Respondent 11 had even gotten more active on social media in order to spread 

information regarding the political boycotts. Both respondents identified as women, which 

could indicate that women are more prone to dedicated participate in political boycotts.  

 

One separate finding, which is not part of any pattern as only one respondent, respondent 3, 

had increased his purchases of brands that he had seen in the political boycott posts. As it is 

not part of a pattern, it is not included in the political boycott participation scale, however, 

it is an interesting finding and could be viewed as a type of buycott (Dalakas et al., 2022, p. 

2; Friedman, 1991, p. 165). Additionally, there were a pattern that respondents did feel like 

they could boycott all brands, while taste preferences and dominant brands in their industry 

could be a barrier to boycott. 

 

5.5 Limitation of Analysis 
One limitation of the thematic analysis approach itself can be lack of consistency when 

developing the themes due to its flexibility (Braun & Clarke, 2006, p. 97; Nowell et al, 2017, 

p. 2). Another limitation is that it is mainly descriptive if not used within an existing 

theoretical framework, where the interpretation of the data is limited (Braun & Clarke, 2006, 

p. 97). When doing the analysis, I described my steps in the method chapter to create 

transparency. However, it also provided some consistency. Moreover, I used the analytical 

software program NVIVO in order to keep some consistency and structure when developing 

the codes and themes.  

 

Limitations when conducting the analysis have been the lack of time and being a single 

researcher. This thesis is meant to be written in pairs, but I have done this by myself. The 

thesis processes time got extended, however it had to then be combined with full-time work 

and new courses, deadlines, and exams. Being one than more researcher would have lessen 

the work-load, but also given different perspectives in the analysis which could have resulted 

in a richer analysis. Another limitation is my lack of experience as a researcher, as I never 

written a thesis or done an analysis on this level before. I would for example have included 

consumer ethics if I had more experience and felt more comfortable with interviews 

respondents regarding this. Furthermore, the interviews with respondents 1 and 2 were not 

recorded. This resulted in no quotes from those respondents, furthermore it also lowers the 

dependability from those interviews.  
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6. Conclusions 
This chapter revisits the purpose of this study and discuss to which extent it has been met. 

Moreover, the research question is presented again with a following discussion of how it 

has been answered. Limitations of the findings in the study are explained, as well as societal 

implications and recommendations to practitioners. Lastly, the theoretical contribution is 

presented and topics for future research within the area of this thesis are suggested. 

 

6.1 Research Purpose and Research Question 
The research purpose in this thesis, set in the introduction, was to explore the Swedish 

consumers` boycott memory, boycott attitude, boycott intention and boycott behaviour after 

being exposed to political boycott posts on social media. Moreover, this study aims to give 

an insight to brand marketers and brand strategists that work for brands which targets 

Swedish costumers, if Swedish consumers have seen political boycott posts, and if so, their 

perception of the political boycott posts, and their reasoning regarding their participation or 

non-participation in political boycotts. Another aim for the thesis is to give practical 

recommendations to brand marketers and brand strategists that work for brands which targets 

Swedish costumers, that can be used to analyse their strategies and practices. The research 

question that was set to fill this purpose were: 

 

“What is Swedish consumers’ boycott memory, boycott attitude, boycott intention 

and boycott behaviour after exposed to political boycott posts on social media?” 

 

All but one of the respondents remembered that they had seen political boycott posts on 

social media, even one that did not use social media. However, it was difficult to remember 

which brands that were boycotted, as there were so many of them. Moreover, the boycott 

attitude was mostly positive, and respondents felt as they wanted to take part. Negative 

boycott attitude was due to worries of unintended harm, and unsureness of the political 

boycott impact. Moreover, even respondents that had a positive attitude towards the political 

boycott posts were unsure of their impact. Actions that could create boycott among the 

respondents were also explored. Swedish consumers boycott behaviour, among those born 

between 1990 and 2010, seems to fall into 4 categories, which are no participation, partly 

participation, participation and dedicated participation, see figure 5. 

 

Practical recommendations to brand marketers and brand strategists and suggestions on 

future research in the topic are stated below, under their own headings.    

 

6.2 Main Findings and Theoretical Contribution 
One main finding of this study is that most respondents, even one that was not using social 

media, had seen political boycott posts on social media as her friend shared the posts with 

her. This shows how widespread they are, how many consumers they can affect and hence 

that it is important for brands to be aware of and monitor political boycott posts on social 

media. Furthermore, another important finding is that most respondents felt as they could 

boycott any brand, and that they felt as there are alternatives to boycotted brands. This means 

that there was no strong feeling of brand loyalty, and that if a brand is, or would become a 

target for a political boycott, most respondents feel like they could stop buying that brand 

and replace it with another. This is important as it shows that no brand should feel as they 

can´t be negatively affected by boycotts. 
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The main theoretical contribution of this study is the political boycott participation scale, 

consisting of 4 categories from low to high participation, see figure 7. Another theoretical 

contribution is Swedish consumers’ perception on, and behaviour after being exposed to 

political boycott posts on social media. This contributes to fill the research gap described in 

the introduction, by combining different existing theories while exploring Swedish 

consumers’ boycott memory, boycott attitude, boycott intention and boycott behaviour with 

a qualitative research approach. Moreover, Friedman’s conceptual framework (1991) 

highlighted memory as an important factor, and criteria’s that could help consumers to 

remember boycotted brands. However, in more recent studies regarding consumer boycotts, 

memory has not been in focus as much. This thesis shows the importance of memory of 

political boycotts, as social media have made it more difficult for consumers to remember 

which brands that are boycotted. Furthermore, the concept of the small-agent problem has 

been extended into the national small-agent problem in this study, meaning that not only can 

consumers feel like their impact will not matter, but also as their country’s impact will not 

matter.  

 

6.3 Practical Implications 
The practitioners that can benefit from this study are brand marketers and brand strategists 

that work for brands which targets Swedish costumers, especially those at brands that are 

target for a political boycott on social media. They can get an insight in Swedish consumers’, 

who are born between 1990 and 2010, have seen political boycott posts, and if so, their 

perception of the political boycott posts, and their reasoning regarding their participation or 

non-participation in political boycotts, 

 

Brand marketers and brand strategists that work for brands which targets Swedish costumers 

should monitor social media to discover if they are target for a political boycott, and the 

reason for why. This is extra important for well-known brands as they are more likely to be 

remembered by consumers. Moreover, brand marketers and brand strategists that work for 

brands which targets Swedish costumers should analyse their target consumer groups, to get 

an impression of how likely they are to participate in a political boycott and where they place 

on the political boycott participation scale. For example, the findings of this study found that 

most respondents in Sweden born between 1900 and 2010 would boycott any brand, that 

they remember well-known boycotted brands and feels like there are alternatives to 

boycotted brand.  

 

Brand marketers that work for brands which targets Swedish costumers that are not a target 

in a political boycott, but have competitors in the industry who are, could market the brand 

more, to keep it in consumers mind as an alternative to a boycotted brand. Similarly, 

entrepreneurs could enter the industry with their own brands, and offer an alternative to the 

boycotted brands.  

 

6.4 Societal Implications 
One societal implications of this study are that it gives the consumers who posts political 

boycott posts on social media, an insight in how the posts is perceived by Swedish consumers 

born between 1990 and 2000. This could help them to improve their political boycott posts. 

For example, they should include references to the action that is the cause for the boycott, 
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target well-known brands and not too many brands in the same posts. Furthermore, data on 

the effects of the political boycotts can be added to the political boycott posts, if possible.  

 

Furthermore, it gives Swedish consumers an insight in how other Swedish consumers 

perception of the political boycott posts, but most importantly the boycott participation of 

other consumers. This is an important factor regarding boycott participation. In this study, 8 

of 12 respondents were participating at some level in the political boycotts, which could 

reduce the feeling of the small-agent problem (Klein et al., 2004).  

 

6.5 Limitations 
During the thesis process, it became apparent that the research topic might have been too 

broad for a thesis on master-level. Behaviour is indeed complex (Ajzen, 1991, p. 179) and 

so is boycott behaviour. Having a smaller research purpose, for example, focusing solely on 

brand loyalty in relation to political boycott posts on social media, might have resulted in 

more specific findings. Furthermore, limitations of this thesis are the limitations of the 

analysis, being limited time, being one unexperienced researcher and the lack of recordings 

of interview 1 and 2. Additionally, the sample of 12, is not a good reflection of all Swedish 

consumers born between 1990 and 2000. The snowball sampling can have led to similar 

findings among the respondents, as the respondents that the snowball sampling was based 

on could have similar views. However, as described in the method, a screening method for 

example, could have led to findings with higher bias. Moreover, as the purposive sampling 

is specific, the findings of the study only reflect Swedish consumers who are born between 

1990 and 2010.  

 

6.6 Future Research 
As mentioned, by Dalakas et al. (2023, p. 4) there is a need for more qualitative research on 

boycott behaviour. One future research could explore the concept of a national small-agent 

problem that became apparent in this study, both more in depth among Swedish consumers, 

but also in another countries. It would be interesting to explore consumers in bigger 

economies, for example the US. Such research would contribute theoretically to the field of 

boycotts and could have the practical implication of helping brands understand which 

consumers in which countries are more prone to participate in boycotts and political 

boycotts.  

 

Moreover, the political boycott participation scale that was developed in this study could be 

further studied and which factors which contributes to the different categorizations. Boycott 

behaviour and participation is not two clear options between no participation and 

participation.  

 

Another future research could incorporate consumer ethics in a similar study to this one, as 

ethics are closely related to political boycotts and behaviour. This specific research topic 

would benefit of being persuaded by researchers with more experience than myself, as ethics 

are a sensitive topic. This could generate more in-depth knowledge about consumers’ 

attitude, intention, and behaviour in regard to political boycotts. Similarly, reference groups, 

which were excluded from this study could be incorporated into future studies.  

 

Furthermore, another research topic, both within marketing and strategy, could focus on 

brands view on and strategic responses to political boycotts spread on social media. Lastly, 
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a suggestion related to the sampling limitation of this study, is that boycott participation 

among Swedish consumers could be included in a survey by SCB (Statistics Sweden), which 

could generate findings from a, random, wider set of respondents.  

 

6.7 Quality Criteria 
6.7.1 Explanation of Quality Criteria 
Quality criteria can be used to evaluate the quality of research (Bell et al., 2019, p. 46). The 

most common quality criteria are reliability, replicability, and validity. However, the quality 

criteria’s is argued to differ depending on whenever the research is quantitative or 

qualitative. Two of the previously mentioned criteria, reliability, and replicability are more 

applicable to quantitative research then qualitative research (Bell et al., 2019, p. 44; 

Saunders, 2021, p. 216). Validity, which is relevant for this qualitative study, refers to that 

the research is studying what it claims that it is (Bell et al., 2019, p. 365). 

 

Furthermore, instead of reliability and replicability, trustworthiness can be applied to 

qualitative research, which consists of credibility, transferability, dependability, and 

confirmability (Bell et al., 2019, p. 48). Credibility refers to if the research were conducted 

in a way that correctly identifies and describes the phenomenon that was being studied 

(Collis & Hussey, 2021, p.161). Furthermore, credibility refers to how believable the 

findings of the research are (Bell et al., 2019, p.48). Increased credibility can be strived for 

by example, having a long time for the study to collect sufficient data. Another way to strive 

for increased credibility can be that the research is conducted by two or more researcher, so 

they can discuss ideas and reflect between each other (Saunders et al., 2019, p. 17). The 

discussion and reflection can also be done through peer briefing with colleagues (Collis & 

Hussey, 2021, p. 161). 

 

Transferability refers to the possibility of the findings being applied in other situations 

(Collis & Hussey, 2021, p. 161). This can be achieved in qualitative research by carefully 

explaining the research design, context, question, findings, and interpretation of the study. 

Readers of the study can then judge the transferability of it (Saunders et al., 2019, p. 217). 

Dependability refers to how systematic and well documented the study is (Collis & Hussey, 

2021, p. 161). Confirmability refers to the research being conducted in good faith, where the 

researcher has not allowed their own personal values to interfere with the study (Bell et al., 

2019, p. 365). 

 

6.7.2 This Study’s Positioning Towards the Quality Criteria 
This study uses validity and trustworthiness as quality criteria, as it is a qualitative study.  

The research question was updated during the thesis process. This was done as it seemed as 

memory seemed like an important aspect of Swedish consumers boycott attitude, boycott 

intention and boycott behaviour. The change of the research question relates to validity, that 

the thesis has been studying what it claims. Furthermore, the interview guide was based on 

different pre-existing concepts regarding consumer boycotts, consumer boycott 

participation, attitude, intention and behaviour, leading to relevant findings regarding 

Swedish consumers boycott memory, boycott attitude, boycott intention and boycott 

behaviour. Regarding credibility, the thesis has a weakness of being written by one single 

researcher, this is especially noticeable in the analysis of the findings. However, consistent 

feedback was given by my supervisor. 
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The research method has thoroughly been explained in the method chapter of this thesis, to 

strive for transferability and dependability. Moreover, interview guides and consent forms 

in Swedish and English are included in the appendix, to be transparent and give a deeper 

understanding of the method. Similarly, the analytical steps were also explained in the 

analytical chapter, to create transparency and transferability and dependability. Lastly, 

regarding confirmability, I have not let my own personal values interfere the thesis process.   
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Appendix 
 

Appendix 1: Example of Political Boycott Post on TikTok 1 

 
Source: Chow, 2023. Reprinted with permission. 
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Appendix 2: Example of Political Boycott Post on TikTok 2 

 
Source: Lifeasamirah, 2023. Reprinted with permission. 
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Appendix 3: Example of Political Boycott Post on Instagram 

 
Source: alisha.atx, 2024. Reprinted with permission. 
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Appendix 4: Interview Guide in English 
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Source: Own 

 

 

 

 

 

 

 

 

 

 



   

 

61 

 

Appendix 5: Interview Guide in Swedish 
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Source: Own. 
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Appendix 6: Consent Form in English  
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Appendix 7: Consent Form in Swedish  
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Appendix 8: Decision Flow Chart for Publication of Digital Media 
Posts 

 
Source: Lindgren & Krutrök, 2024, p. 76. Reprinted with permission. 
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Appendix 9: Message Asking for Consent Regarding Publication of 
Social Media posts  

 

Hi!  

I am a student at Umeå University in Sweden. I am currently writing my thesis on 

advanced level in marketing, where the focus is political boycotts posts on social media 

and consumer behaviour in Sweden. I am reaching out to you regarding your post, posted 

date Y and would like to include it in my thesis in form as a screenshot as an example of 

political boycott posts along with your username in the introduction. It may also be used in 

interviews with respondents as an example of political boycotts posts on social media. If 

you are comfortable with me including your post, but not username I could anonymize it 

and write @username instead. The thesis will be published on the DIVA portal once it is 

finished ( About DiVA - DiVA (diva-portal.org) ). 
 

If you want to get in touch with me in the future, you could answer me here or email me 

at Elsu0071@ad.umu.se. 

If you give me consent to include a screenshot of your post, you can withdraw your 

consent at any time before publication (which will be sometime after may) by contacting 

my supervisor Sophie Jané through e-mail: sophie.jane@umu.se. 

I look forward to hearing back from you! 😊   

Kind regards,  

Elin Sundström 

 

Source: Own 

https://eur01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.info.diva-portal.org%2Fabout-diva%2F&data=05%7C02%7Celsu0071%40student.umu.se%7Cac21f055011d4cc7baae08dc4cad3651%7C5a4ba6f9f5314f329467398f19e69de4%7C0%7C0%7C638469554018046358%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C0%7C%7C%7C&sdata=8YM9ufGMtVogE2nAN3LUFauqsQt6S1iGzfK%2FFCyLQ%2Fc%3D&reserved=0
mailto:Elsu0071@ad.umu.se
mailto:sophie.jane@umu.se
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Figure 1. Social Media Usage in Sweden: Translated to English. 

 
Source: Internetstiftelsen, 2023b, p. 240. Reprinted with permission. (Own translation to 

English).  
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Figure 2. Social Media Usage in Sweden: Original in Swedish. 

 
Source: Internetstiftelsen, 2023b, p. 240. Reprinted with permission. 
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Figure 3. ESS Statistics on Boycott in Different Countries 

 
Source: European Social Survey European Research Infrastructure, 2023. Reprinted with 

permission. 
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Figure 4. ESS Statistics Map on Boycott in Different Countries 

 
Source: European Social Survey European Research Infrastructure, 2023. Reprinted with 

permission. 

 

 



 

75 

Begränsad delning 

Figure 5. Theory of Planned Behavior. 
           

 
 

Source: Ajzen, 1991, p. 182. Reprinted with permission (Original drawing of figure).  
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Figure 6. Estimated Model to Explain Boycott Behaviour 

 
 

Source: Palacios-Florencio et al., 2021, p. 1316. (Original drawing of figure). 
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Figure 7. Political Boycott Participation Scale 

 
Source: Own.  
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List of Tables 
 

Table 1. Summary of Interviews 

Respondent 
Date of 

Interview 

Length of 

Interview 

Method of 

Interview 

Language of 

Interview 

Respondent 1 
April 8th, 

2024 

32 minutes 

and 39 

seconds 

In person English 

Respondent 2 
April 8th, 

2024 

14 minutes 

and 56 

seconds 

Video-call English 

Respondent 3 
April 10th, 

2024 

22 Minutes 

and 50 

seconds 

Video-call English  

Respondent 4 
April 10th, 

2024 

24 minutes 

and 24 

seconds 

Video-call  Swedish 

Respondent 5 
April 10th, 

2024 

25 minutes 

and 42 

seconds 

Video-call Swedish 

Respondent 6 
April 10th, 

2024 

31 minutes 

and 29 

seconds 

Video-call Swedish 

Respondent 7  
April 10th, 

2024 

25 minutes 

and 24 

seconds 

In person English 

Respondent 8 
April 10th, 

2024 

36 minutes 

and 11 

seconds 

Video-call Swedish 

Respondent 9 
April 10th, 

2024 

48 minutes 

and 54 

seconds 

Video-call Swedish 

Respondent 

10 

April 11th, 

2024 

33 minutes 

and 02 

seconds 

Video-call Swedish 

Respondent 

11 

April 11th, 

2024 

30 minutes 

and 01 

seconds 

Video-call Swedish 
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Respondent 

12 

April 11th, 

2024 

23 minutes 

and 23 

seconds 

Video-call English 

Source: Own 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

80 

Begränsad delning 

Table 2. Memory of Brands and Reasons Why to Boycott Them 
Mentioned in the Political Boycott Posts on Social Media. 

Numbers of 

respondents 
Respondent 

Reason why to 

boycott 
Brand 

  

Respondent 1 

Respondent 6 

Respondent 11 

Provided the Israeli 

military force with 

free food. 

  

8 
Respondent 12 Location in Israel. 

McDonalds 

  Respondent 5 Israel.   

  Respondent 7 Gaza.   

  Respondent 3 
Perceived as a bad 

brand. 
  

  Respondent 10 No given reason.   

  Respondent 1 Factories in Russia.   

  Respondent 10  Selling in Russia.   

7 
Respondent 5 

Money to russia, 

unclear how. Marabou 

  Respondent 8 Russia.   

  Respondent 3 
Perceived as a bad 

brand. 
  

  
Respondent 2 

Respondent 7  
No given reason.   

  Respondent 2 Produced in Russia.   

4 Respondent 6 Palestine. Coca Cola 

  
Respondent 1 

Respondent 10 
No given reason.   

  Respondent 6 Palestine.   

4 Respondent 3 
Perceived as a bad 

brand. 
Starbucks 
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Respondent 11 

Respondent 12 
No given reason.   

2 
Respondent 1 

Unclear connection 

to Russia. Tetra Pak 

  Respondent 9 No given reason.   

1 Respondent 6 

A specific 

marketing 

campaign. 

Zara 

1 Respondent 7 Russia/Ukraine. Adidas 

1 Respondent 7 No given reason. GAP 

1 Respondent 8 Selling in Russia. 
Explorer Vodka 

or Absolut Vodka 

1 Respondent 10 No given reason. Pepsi 

1 Respondent 3  
Perceived as a bad 

brand. 
Marlboro 

Source: Own. 
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Table 3. Thematic Table of the Findings 

Theme Definition Sub-Themes 

Boycott 

Memory 

What the respondents 

remember about the political 

boycott posts on social media. 

• Social media where the political 

boycott posts have been seen.  

 

• Brands and reasons for why to 

boycott mentioned in the political 

boycott posts.  

 

• Difficult to remember. 

Boycott 

Attitude 

What the respondents’ actions 

and feelings were towards the 

political boycott posts on 

social media when they saw 

them.  

• Action when seeing political 

boycott post.  

 

• Interest for political boycott post. 

  

• Positive view on the political 

boycott posts.  

 

• Negative view on the political 

boycott posts.  

Boycott 

Intention 

What respondents hope the 

boycott can achieve, how 

likely it is that they can 

achieve that, and personal 

reasons that could create 

boycott intent among the 

respondents. 

• Varying impact. 

 

• Personal reasons to participate in 

political boycott.  

Boycott 

Behaviour 

Reasons the respondents 

would/would not participate in 

a political boycott and their 

actual boycott behaviour.  

• Drivers to participate in political 

boycott. 

 

• Barriers to participate in political 

boycott.  

 

• Respondents’ actual boycott 

behaviour.  

Source: Own. 
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