
 

 

 

Recycled Goods 

Middle age and increased income decreases 
environmental commitment 

Author: Gustav Sandström 
  

Supervisor: Owe R Hedström  
 

Student 

Umeå School of Business and Economics 

Autumn Semester 2012  

Bachelor thesis, 15 hp 



  

Abstract 
Environmental impact is a growing concern of many and work to decrease the influence on the environment are 

becoming more common and is in some cases even illegal for companies to disregard from. For the average 

person many things can be done to decrease their personal impact on to the environment such as consuming less, 

buying environmentally friendly goods, recycling ones garbage or buying goods that are already recycled. This 

study emphasizes on the subject of recycled goods since a trend of new stores has started to arise. These stores 

uses the basics from yard sales and flea markets but capitalize them using big scale economy.  They collect 
recycled goods from junkyards and through donations from companies and individuals aim to resell them. In this 

study a case of one of these stores called Returbutiken, located in Umeå Sweden, were acknowledged as it took 

the idea one step further by collecting furniture and other goods and restored them in their own carpentry. 

Returbutiken is an initiative made by the municipality of Umeå to recycle the goods the municipality does not 

need, donations from people and companies and also to collect items from the local junkyard. This also creates 

very cheap goods which have a much higher quality than those found at different flea markets. Thus this study 

was performed to investigate what motivation and what behavior the customers of this store had. Why were they 

shopping? Was it because of the price or was it because of their willingness to be more environmentally 

friendly? The behavior was researched through a comparative study through a questionnaire that was handed out 

at Returbutiken and compared with the answers of the same questionnaire which was answered by general 

people at the city of Umeå. The results show that there was a difference of behavior and attitudes between the 
average respondent in the city of Umeå compared to Returbutiken. People at Returbutiken were generally more 

committed and optimistic towards the environment than the average respondent in Umeå. The result shows that 

the age group of 30-45 prioritized the environment less than other age groups. This study also conducts that the 

general respondents in Umeå prioritized the environment less when they had a higher income. 
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1 Introduction 

1.1 Choice of study 

A few years ago, the first time I came to Umeå, I was not only surprised how large the city 

was but how many students there were in Umeå. I always thought that the cities with most 

students were Lund, Stockholm and Uppsala. I also noticed how devoted the people in Umeå 

were with the environment based on demonstrations and the amount of work they did for the 

environment such as the high degree of recycling within the city. This could be due to the 

high degree of pollution which Umeå is suffering from during winter. One project which I 

especially noticed was the initiative from the municipality of Umeå called "Returbutiken" 

which took used items and furniture that people wanted to throw away, restored them and sold 

them for a cheap price. I wondered whether people bought these items due to the low price or 

due to being environmentally aware. Therefore I thought it would be interesting to investigate 

this initiative further and the attitudes towards it. 

1.2 Background  

How much impact on the environment can the nature withstand before the damage is 

irreparable? Humans have only been around the earth for 4 million years and during most of 

that time they had no big influence on the environmental system. This was due to the fact that 

we were a part of the nature and the food cycle. We started to influence the environment when 

we started to aggregate into villages and smaller cities and became agriculturists. (Persson & 

Persson, 2007, p.98-99) The pollution, which is one of the greatest threats towards the 

environment, started during the industrial era but did not become a significant problem until 

the arrival of the combustion engine (Ibid. p.107). 

 

Stakeholders, due to the recent increase of awareness of the problems, are beginning to state 

new demands for the companies to deal with the social issues which the company is 

responsible for. The initiative from the companies to take social responsibilities are called 

Corporate Social Responsibility (CSR).This can be contradictable since the basic of 

economics states that the demands from the shareholders is to produce value, in most cases 

profit, which often does not align with preserving the environment and society. The 

awareness of the pollution and its effect on the environment greatly increased overall during 

the 1950s, leading to increasing the demands on companies from stakeholders. (Grafström, et 

al., 2008, p.29-30) 

 

The impact of the environment is often measured through the "Environmental footprint" 

which measures how much impact an average person has. One fifth of the world, mainly 

living in the industrial countries, uses almost 80 % of the resources of the world. This means 

that the remaining four out of five countries only consumes about 20 %. (Ibid. p.106) This 

overuse of resources have through the recent history created different crisis on the 

environment, for example when we used Freon in refrigerators which led to big holes in the 

ozone layer. The ozone layer is of importance since it protects us from radiation from the sun 

and space. (Ibid. p.110) Another issue which has been raised is the spillage of mercury, a 

heavy metal which is highly toxic, and of oil through different disasters. (Ibid. p.120) 
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Since there are so few people consuming so much it has created a debate on how mankind are 

using our combined resources and to what purpose we are using them for. This has also led to 

a movement from people working to protect the environment through trying to diminish the 

influence not only by reducing but also by recycling resources. This initiative has led to 

different political laws and regulations, for example the PPP, Polluter Pays Principle, which 

means that those who pollute have the responsibility to take care of their influence on the 

environment, which most countries laws are based upon. (Grafström, et al., 2008, p.129-130) 

 

The movement by the people, mentioned above, has greatly increased during the last few 

years which also have created demands for organizations to work with environmental issues 

leading to creation of a lot of non profit organizations (NPO). A NPO is organizations which 

considers a social mission towards a cause and has no intention of making value through 

profit but to create social values. The profit the NPO do generate is invested into the 

organization or towards the cause they work for.  (Kuratko et al., 2011, p.117-118) These 

organizations are mainly founded through grants, donations, fees, and the people that work in 

these types of organizations usually consists of volunteers. The goals and visions of NPO’s 

can cause economical problems since they are not concentrating on the profits but the purpose 

of the organization. These kinds of organization are usually privately owned foundations or 

companies but there are some organizations which the government is supervising and/or 

somewhat founding. (Ibid. p.120) 

 

Moral and ethics are not always acting as an competitive advantage for an organization which 

can be seen, for example, if companies does conduct sustainable development but their 

competition does not and could therefore get higher production costs. This leads to the other 

companies to receive a comparative advantage. An example for this is during the 18th century 

when slaves were used as cheap labor supply in North America. This led to farms not being 

able to produce goods as cheap as those using slaves. (Bonnedahl, et al., 2007, p.12)  

  

Friedman said: 
“In a free-enterprise, private-property system a corporate executive is an employee of the owners of the 

business. He has direct responsibility to his employers. That responsibility is to conduct the business in 

accordance with their desire, with generally will be to make as much money as possible while conforming 
to the basic rules of the society, both those embodied in law and those embodied in ethical custom.”  
(Friedman, 1970; Bonnedahl, et al., 2007, p.48) 

 

Based on the environmental issue, where awareness has highly increased the last few years, is 

it possible for society norms and ethics to proceed with the competitive market today? 

 These issues can be seen with the arguments sustainable development convey. 

 Do not extract resources from the ground faster than they can reproduce itself (such as 

oil and natural gases) 

 Do not use artificial substances which the nature has difficulties to digest (such as 

Freon from refrigerators) 

 Spare the natural wild life and variety 

 Do not waste natural resources (overconsumption)  

(Persson & Persson, 2007, p.11) 

 

During the history of economics the view upon the market has been towards production. 

Production orientated market is where an organization produce a good and thereafter tries to 

find a market to sell that good. As long as we develop into more efficient producers the 
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demand would rise with the increase of supply. In the most recent years the view upon the 

market has tilted towards a more market orientated view. This means that the organization 

looks towards the market what to produce, what the consumer want and how the organization 

can fulfill that need. This has led to companies being forced to acknowledge CSR as an 

important role due to many of the customer’s demands for sustainable environment. (Fahy & 

Jobber, 2006, p.6) 

 

These demands create the importance of knowledge towards the attitudes and values of the 

customers for the organization which could for example be explained through Maslow's 

hierarchy of needs, personalities or lifestyles. (Ibid. p.67-68) 

 

A traditional way for private individuals to get rid of old items they do not longer need or 

desire is to create yard sales. These are often conducted on the person’s front yard but can 

also be held in flea markets. A flea market is a building or area where different people come 

together setting up tables and sell their goods. People that attend flea markets or yard sales are 

often looking for fun items or bargains to buy. From this type of business a new type of 

market has started due to the increase of people that are becoming more environmentally 

aware. This type of market differs from yard sales since they constantly replenish their goods 

whereas they do so by collecting items from junkyards or from donations. Some of these 

markets have developed this idea even further by restoring and reconstructing items where 

one example of this is Returbutiken in Umeå. 

 

During 2008 the world was struck by a financial crisis where many people lost their jobs and 

unemployment rose quickly in Sweden. In order to address these issues the municipality of 

Umeå developed and increased their already existing initiative to lower unemployment called 

Viva resurs. Viva resurs is an initiative from the municipality of Umeå which aims towards 

improving the environment as well as creating jobs and internships. They have specialized in 

helping those without jobs between the age of 25 and 64 through co-operations with different 

companies and through their own operations. Viva resurs have two goals which they work 

towards; 

 To provide a sustainable development for the municipality through investing in 

recycling 

 To provide opportunities for long-time sign off, handicapped, youth which for some 

reason does not have a job by providing them with internships' 

(Lundgren, 2012) 

 

Viva resurs's initiative towards sustainable development in Umeå is mainly focused on the 

initiative called Returbutiken. Returbutiken sells recycled goods which come from an excess 

supply from the municipality, the lost and found from the police and/or contributions from 

companies and private individuals. The goods they receive are improved and repaired through 

their own carpentry, upholstery and repair shop which later on are sold through their store. 

Returbutikens area is 1900 square meters making them the largest store in northern Sweden 

dealing with recycling goods. (Rahm, 2012) 

 

Returbutiken is thus a different source of recycled goods than yard sales and flea markets. The 

difference between yard sales and flea markets compared to Returbutiken is that Returbutiken 

improve and modify their products giving them a higher quality. They also produce new types 

of goods through recycled goods, for example an outdoor furniture set made of an old 
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bathtub. Since their products have roughly the same quality as newly bought items but are 

cheaper, eco-products are usually more expensive than comparative goods, this creates a new 

type of question: whether the price or the environment are more of a relevant factor when 

buying recycled furniture. (Rahm, 2012) 

 

Due to the new form of recycling and restoring interior design items it creates a gap of 

knowledge how the customers experience this new market and cheaper environmentally 

friendly goods. Also the question of what differs, such as attitudes and cultures, between 

customers of these products and those who choose not to buy recycled goods. 

1.3 Formulation of problem 

These arguments above have led to following formulation of the problem: 

 

- What are the consumer attitudes and values towards recycled products and which attributes 

are of importance when buying recycled goods? 

1.4 Purpose  

Based upon my formulation of the problem my purpose of this study is to describe whether 

price or environmental impact is of importance when buying recycled furniture and interior 

design items.  

 

The goal of my investigation is also to discuss whether there are any differences in people’s 

attitudes and values regarding different subgroups, for example gender, income and age, and 

how those subgroups influence culture and behavior based on environmentally friendly goods. 

1.5 Definition 

Yard sales – Conducted by individuals, selling used items 

 

Flea market – Is a type of bazaar which rents spaces for individuals to sell used goods 

 

Recycled good – Used goods which are either sold as they are or improved through 

renovations 

 

Culture – This research uses the word culture the same way that Samuel von Pufendorf 

together with Hobbes defined it as, acting of the groups rather than just the individuals 

(Nationalencyclopedin, 2012). 

 

Green – (or going green) which is the social movement regarding concerns for the 

environment 
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1.6 Limitations 

This study exclude eco-products since eco-product often consists of more expensive ways of 

production, which contributes to social values, and is also used to produce new goods rather 

than recycling old goods it is not included in this study. 

 

This study also delimits yard sales, flea markets and second hand stores since most often they 

do not conduct restoration on the product. Thus this study focuses towards environmentally 

friendly goods which are recycled and restored. 

 

This study also limits the initiative of Returbutiken, which means that the Returbutiken’s 

initiative towards lowering unemployment is not included but is taken under consideration 

since it could affect the buyer.  

 

The study also excludes Strömpilen shopping centre, which is located close to Returbutiken, 

from the study since it is not a part of Returbutiken 
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2 Methodology 

 

2.1 Research strategy 
 

Keeping what Annika Eliasson said in mind, I looked upon my research question;  

 

- What are the consumer attitudes and values towards recycled products and which attributes 

are of importance when buying recycled goods? 

 

Through my research question I wanted to examine the attitudes and values of the consumers 

and also what factors that could be of importance. With these questions my goal was to 

describe this entity and examine the occurrence of it. I also created the questions from the 

survey based on the theories presented in chapter 3.Theories. This led to me choosing a 

deductive approach of how these occurrences could be described. This also led me to use a 

quantitative method, a positivistic and objectivistic orientation, to be able to answer my 

research question of “what” and to conduct measurements which a qualitative method 

generally does not. A qualitative research question would rather be stated as “why” or “how”. 

(Bryman & Bell, 2011, p.26)  

 

A qualitative research method often consists of interviews and a quantitative method most 

often consist of a questionnaire. The main difference is the method of conducting the 

questions which generally consists of the same questions. The importance of the questions in 

a quantitative method is for the variables of the questions to be able to be calculated and 

evaluated through mathematics and statistics. (Eliasson, 2010, p.28) Another difference 

between these two methods is that interviews are more time consuming than a questionnaire 

to conduct. A qualitative method relies upon the interviewer being able to successfully 

reaching the respondent but the advantage is that follow-up questions can be asked or 

questions can be explained increasing the reliability of the survey (Ibid. p.29) 

 

One method is the deductive method which means that the researcher bases the questions 

from theories and previously collected data to conduct a hypothesis which is tested through 

the research. The opposite of deductive is inductive with means that the survey or research 

results generate a theory. (Bryman & Bell, 2011, p.11-13) The deductive approach is most 

commonly grouped with the quantitative method, the epistemological orientation of 

positivism and the ontological orientation of objectivism. The inductive theory orientation is 

most commonly grouped with qualitative methods of research which has the epistemological 

view of interpretivism and the ontological orientation of constructionism. The deductive 

method suits this study better since the research question asks “what” which is best explained 

through questions based on theories and previous conducted studies. 

 

Another way of explaining the difference according to Björn Lantz is that a research either 

can be describing (quantitative) or explaining (qualitative) and since I stated in this study’s  

purpose that I wish to describe the occurrence this was a better fit for my study. A quantitative 

method of research is explaining meaning that you research questions such as; how much, 

how often and how many, and through those questions try to describe environments and 
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occurrences. An example of describing researches is market research, where you evaluate 

potential customers, customer research, when customers are evaluated, opinion polls, where 

opinions and attitudes of people are evaluated. A qualitative method is explaining a research 

question for example examining if event A is dependent on even B, independent, co-

dependent, and then explain how. (Lantz, 2011, p.15-16) 

 

The epistemological views are whether one can view a social environment through the same 

methods used in natural science. The view of positivism states that a social entity can and 

should be explained and researched with methods of natural science. To this study, which 

focuses on attributes such as attitudes and culture, a positivistic view is a better fit. Also due 

to the fact that when conducting a survey you give the respondents the options which they can 

choose from thus I made assumptions based on my theories the natural science method of 

positivism was a better fit. The other way of viewing social entities is the view of 

interpretivism which argues that people and social environments are different to the natural 

science and ought therefore to use its own logic and methods.  (Bryman & Bell, 2011, p.15-

16) 

 

The ontological orientation is whether a social environment is influenced by the members of 

the environment which is called constructionism, or if the environment is independent from 

its members, objectivism. According to objectivism the social entity is viewed as an 

independent and tangible object and therefore can be evaluated through methods of natural 

science. The view of constructionism states that social entities only exists due to the social 

actors meaning that the social actors states the entity and thus it changes with the social 

actors. (Ibid. p.21-22) Since the research question is stated as “what” and not for example 

“how” made objectivism a better fit for this study. This since “how” would take the actors of 

the social construct into consideration but “what” focuses to describe the entity and does not 

take the aspects of social actors into consideration.   

2.4 Pre-understanding  

The pre-understanding I, as a writer of this thesis, had on the subject of recycled interior 

design were limited to my own interest in antique items from yard sales and flea markets. I 

heard of the initiative of Returbutiken when I was conducting my B-thesis, which was also 

about CSR. The subject of the B-thesis was the initiative of the shopping center Strömpilen to 

replace all plastic bags with environmentally friendly paper bags. We conducted a qualitative 

study interviewing the employees of Strömpilen to examine whether this initiative increased 

their job satisfaction and why. Thus I had some previous knowledge in the subject of CSR 

and wanted to investigate the subject further but this time to examine what consequences it 

had on the customer. Also I wanted to further understand why people bought environmentally 

friendly goods and how it can be profitable to a company.  

 

Since Strömpilen is a privately owned company and Returbutiken is owned by the 

municipality of Umeå I do not think that my previously conducted B-thesis influenced the 

result of this study. Also the difference of the studies also suggest that the previous study 

were not of influence since the study conducted at Strömpilen was focused towards the 

employees, and was conducted through interviews, and Returbutiken on the customer, 

through a questionnaire. Due to the differences in the target groups and initiatives I was also 
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forced to use different theories and methods were for example,  my knowledge on the subject 

of “customers buying habits and culture based on environmentally friendly goods” were low. 

2.2 Selection of theories 

To be able to acquire knowledge and theories about the subject of recycled goods I first talked 

to a consultant who is specialized in helping companies to become more environmentally 

friendly. He recommended me some books to read in order to further understand the subject 

of CSR. Through these books I gained a basic knowledge of why CSR is important and based 

on that I decided to combine theories about how consumers behave and theories about CSR, 

aimed towards environmental questions. This enabled me to extract important keywords 

which I then used to search for articles in EBSCO Business Source Premier, which is a 

database I could access through Umeå University Library. When searches were conducted 

articles which were not peer reviewed were filtered away.  Examples of some of the keywords 

which I was using were ”Environment”, “CSR”, “Consumer”, “Recycled goods”, “Behavior” 

and different combinations between these words and more specific words on the subject I was 

looking into. The combination of words was of importance due to the fact that when I 

searched only the word “Environment” in Business Source Premier I received 137.340 but 

when combined with “Consumer” I received 13.484 hits.  

 

Since I could not find many articles which could explain or applied to the new arisen case I 

took the decision of using broader theories of environmental theories and consumer theories. 

This was of importance to be able to explain if there were any cultural differences between 

the average people and the consumers of Umeå. It was also due to the fact that if there were 

any cultural or behavior differences in Umeå these theories would not be applicable to the 

result thus broader theories which can be discussed and applied to this unique case were more 

appropriate for this study. Many of the studies performed were focused on why people buy 

more expensive goods, especially eco-products which this study excludes, whereas it was not 

applicable to this case. Due to the fact that Returbutiken have a very small production cost 

and are financed by the government it could not be explained through these researches.  

 

Due to this when I started to literature review the consumer and their behavior I used some 

old course books to gather basic information and through that further investigate articles on 

the subject. Though some old course literature was used, due to the fact that I chose to use 

broader theories, I tried to find as many articles to explain the behavior as possible. 

2.3 Discussion of the theories 

The theory chapter is divided into four parts, marketing mix, consumer behavior, economics 

and going green. The first three are not aimed directly towards recycled goods or towards 

social work at all. They are broad theories which could explain certain events and happenings. 

This was due to the fact that there were not many researchers of motivations, attitudes and 

cultures, aimed towards an environmental point of view. In fact I could not find an article 

saying anything about consumer’s choice and recycled goods. In order to explain and discuss 

my result I was forced to use broad theories because no theories could be found of an 

expected result. An example of this is Maslow’s hierarchy of needs which is an elderly theory 

explaining motivations. To increase the relevance of Maslow’s hierarchy of need I picked a 
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new article which gave critics towards the theory and one which was an example where it was 

used in present time in order to increase the relevance of the theory. I also used articles which 

is peer reviewed in order to increase the validity of the article 

 

An example of many of the articles I read was limited was that many of the researches, which 

I read on the subject of environmental economics, were published by the same publisher. This 

could also create a bias theory partly based on what that publisher chooses to emphasize on. 

Though aware of the fact that the theories were broad and that they do not state information 

about the subject in depth the theories explained consumer behavior which could be applied 

on the subject of environment. When the result was discussed with the general theories more 

narrow theories and attributes, such as the effects of greenmuting, cognitive dissonance and 

culture, were used to create a more complex and thorough discussion for a deeper 

understanding regarding different customers’ behavior, attitudes and values towards recycled 

goods.  
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3 Theories 
The theories which I have presented in this section are relevant to this study because they 

extract which factors can be of influence when purchasing green goods. Since I did not find 

many previous studies conducted on the subject of recycled goods broad theories had to be 

used in order to explain certain behavior. 

 
Figure 1. Environmentally friendly thoughts and actions referred to as Green (figure 1, 2, 4, 7 and 8 are 
created by the author of this study)  

 

3.1 Consumer behavior 

 
“Pro-environmental behavioral changes are generally not easy for people. It requires 

personal behavioral costs, whereas the benefits are for everyone."  (Van raaij, 1995, p.533) 

 
Figure 2. Consumer behavior affecting Green thoughts and actions  

 

Figure 2. Could explain how motivation, attitudes and values, affects customers when 

emphasizing the environment and why they choose to act or not to act when facing 

environmentally friendly choices. This also makes this paper relevant since the behavioral 

cost at Returbutiken is somewhat diminished, but still present. Which of these factors could be 

of importance in order to change behavior? 
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3.1.1 Motivation  

 
Figure 3 .Maslow’s hierarchy of needs 

Maslow’s hierarchy of needs explains how motivation can differ based on standard of living. It also 

shows how motivations can change moving up and down the pyramid. (Poston, 2009, p.348) 

 

When researching recycled goods and what consumer behavior exists theories to explain these 

behaviors are needed. One theory to explain why people are environmentally friendly at all is 

the Maslow’s hierarchy of needs, even though the theory is old and very general it gives a 

clue of why one may motivate goods that are more expensive than similar goods. 

 

The psychologist Abraham Maslow suggested that people grow with their current situations 

and so does their needs. Upon this theory he based that needs and motivations of humans can 

either grow or decrease based on their current situation and the basics of his theory says that 

for a humans needs to expand their basic needs must be fulfilled. (Benson & Dundis, 2003, 

p.316-319) 

Step 1: Physiological needs, which is the basic needs of for example water, sleep and 

food, which we need on a regular basis in order to function at all. 

Step 2: Safety, when physiological needs are fulfilled humans tend to look for 

 every day safeties such as shelter and protection. 

Step 3: Belongingness, is when you want to socialize and spend time with other 

 people. Examples if this are friends, love and family. 

Step 4: Esteem needs, is when you want to become better than others and exceed them 

 through different means such as prestige, status and accomplishment  

Step 5: Self-actualization, when you want to achieve what you are capable of for 

 your own sake such as self-fulfillment, such as social work, and experiences.   

(Ibid. p.316-319) 

  

These steps should be seen more as guidance towards human motivations than as an exact 

method of explaining actions. This means that the theory is limited and does not take cultures 
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and attitudes into account, for example the theory may only be applicable towards people in 

western countries where the possibilities for highest steps of the pyramid are available. It also 

does not consider religious values which may state that material possession are bad and 

therefore does not align with the theory. It does though explain the increase of the work 

towards saving the environment and towards more sustainable development. (Poston, 2009, 

p.347-353  Benson & Dundis, 2003, p.313-319) 

 

3.1.2 Perception 
 

The research question also state what attributes are important in the goods for the customer, in 

order to explain these attributes it is important to understand how the consumer perceive 

goods on a general basis and what differences there is compared to recycled goods.  

 

Perception, or information processing, refers to how a person acts according to their 

perception or view upon the current situation. Perception is the tool for a person to understand 

and make meaning of the world. In marketing perception of the consumer is of importance 

since the perception is what the customer base their behavior upon. A difference of perception 

can occur since three different steps of perception are used; selective attention, selective 

distortion and selective retention. (Kotler & Keller, 2006, p.186-187) 

 

Selective attention 

Since the average person is bombarded with information of brands and goods each day they 

automatically screen through the information which they believe are important for them. 

Information which are more likely not to be screened away are for example goods that the 

consumer needs, information which the consumer anticipates (you are more likely to notice 

the good you are looking for in a store than other products) and larger deviation of size and 

price are more likely to be noticed than smaller ones. This is important due to two reasons, 

first only those who personally emphasis on the environment will remember information 

about how to be environmentally friendly. Second this could also have negative influence on 

the corporation, for example companies which do not conduct sustainable development could 

affect people into becoming less likely to retain information about that company. (Ibid. p.186-

187) 

 

Selective distortion 

Is the way which the consumers interpret the information which is not screened out from the 

selective attention. One also has a tendency to analyze the information based on experience 

such as brands and product loyalties. Since people are more loyal to companies which align 

with their personal attitudes and beliefs it is important for companies to acknowledge their 

customers’ needs and  to try to fulfill them. (Ibid. p.186-187) 

 

Selective retention 

Since the brain only can store a limited amount of information much of the information 

received in selective attention and selective distortion are forgotten since people are more 

likely to remember facts that align with their attitudes and beliefs. This explains why 

repetition and strong brands are important if an organization wish to gain market shares 

through the perception of the customer. (Ibid. p.186-187) 
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Subliminal perception 

One can also argue that consumers does not actively notice or become aware of a campaign 

but it could still affect their choices and behavior. Even though it is clear that campaigns can 

affect behavior it is based on individual qualities which make it hard to systematically change 

behavior of the consumers. (Kotler & Keller, 2006, p.186-187) 

 

3.1.3 Beliefs and attitudes 
 

In order to further explain the consumer behavior one have to investigate what personal 

attributes there is which can influence a person. A person’s behavior could also be explained 

through their beliefs and attributes which is vital since environmentally friendliness is mainly 

based on values and attitudes. Shalom Swartz states that the culture is a force that influences 

the way society deals with its own issues. This confirms the importance to view cultures when 

viewing the environmental issues. (Swartz, 2006; Vauclair & Fischer, 2011, p.647) 

 

Attitude and values are pre set directions how to react to certain situations, persons and 

objects which highly influences our decision making. There is a difference between values 

and attitudes; values are stable and hard to change but attitudes can be changed and 

manipulated. Attitudes acts in three ways, first the cognition which is the beliefs and 

experience about the subject which leads to, step two that affect how your emotion is towards 

the subject, and thirdly the behavior is based upon perception which already have been 

mentioned above. These three components can be set in different orders which lead towards 

an attitude. This also leads to the importance of the three steps and their differences which 

explains why attitudes differ. (Bloisi, et al., 2007, p.150) Christin-Melanie Vauclair and 

Ronald Fischer explain that culture has an influence on a person’s attitudes and values even 

though values are relatively stable throughout an individual’s lifespan (Vauclair & Fischer, 

2011, p.656). 

 

The psychologist Daniel Katz stated the functional theory of attitudes which explains how 

attitudes influence social behavior of people. He stated that attitudes were based upon already 

existing attitudes which are needed for social encounters, for example prejudice. Since people 

can share or differ between attitudes towards the same subject it is of importance to 

acknowledge the reason for the attitude in order for change to occur. Katz also stated that 

there are four different functions of attitudes; the utilitarian function, the values- expressive 

function, the ego-defensive function and the knowledge function. These factors could explain 

different ways how people interact and behave about sustainability towards the environment 

and also why their attitudes differ from each other. (Katz, Daniel; Solomon, 2009, p.282) 

 

Utilitarian function 

The fundamental beliefs based upon whether you associate something positive or negative. 

An example of this is the test conducted by Pavlov, where he tested positive association by 

bells on dogs and Skinner, who tested learning of rats by electric stimuli. (Ibid. p.282) This 

could for example be seen from people who personally experience their influence on the 

environment and thus want to work to a more sustainable living. 
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Value-expressive function 

This function explaining people’s attitudes state that it is not the benefit from the product that 

is of importance but the self-concept of it. This basically means that it is more important what 

the product say about you than your need of the product. This factor is highly connected with 

life cycle (see chapter 3.1.4). This function is of importance when looking towards sustainable 

development and view upon it since the effect of destroying the environment is so slow so it 

does not affect the people of today but the people of tomorrow. This also explains why some 

people feel the urge to display their environmental dedication outwards even though they in 

reality do not pay any deeper concern for the environment. (Solomon, 2009, p.282-283) 

 

Ego-defensive function 

Attitudes which are based upon defense mechanism, which can contradict the self image of 

one self and are often related with pride and prestige. It can also be a motivation to deal with 

guilt or protect self-esteem. (Ibid. p.283) 

 

Knowledge function 

Are attitudes which provide knowledge through systems, order and meanings. This refers to 

our need of stability in our daily life which allows us to predict occurrences and happenings in 

our lives which give a sense of control. (Ibid. p.283)   

 

When behavior is not consistent with the attitudes of the person a discomfort occurs, this is 

called cognitive dissonance by Leon Festinger. The solution to decrease this discomfort is 

changing the attitude, changing the behavior or rationalizing the inconsistency. (Festinger, 

Leon; Bloisi, et al., 2007, p.150)  

 

According to Polonsky, Vocino , Grau , Garma and Ferdous the knowledge and awareness 

towards the environment is based upon the persons attitudes and affect both in general but 

also regarding the behavior of a consumer. Consumers only retain information of 

environmental issues which align with their current attitudes. They therefore argue that to be 

able to get consumer to act towards environmental initiatives the consumer must first be 

informed of the issues to be able to modify their behavior and attitudes towards it. (Polonsky, 

et al., 2012, p. 254) 

 

3.1.4 Personal factors 
 

In order to investigate cultures and attitudes one need to divide the population into smaller 

subgroups. These groups could explain differences in behavior such as priorities, attitudes and 

cultures. This is to be able to in depth evaluate differences of these variables and to say which 

factors are of importance when viewing on the concept of recycled goods.  

 

Life cycle 

People’s tastes, habits and needs change from different stages of their lives. Life cycle can 

basically mean two things; 

Life stage: first what stage of life one is, for example are you single, married or

 got a family. It could also mean whether you are studying, working or are 

retired.  

Age: you can also categorize people from the age group they are in for example 

 children 0-18, youth 18-30 or middle age 30-50. 
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These factors are highly connected since most middle aged people are starting to settle down 

and create families and most retired people are over a certain age. These factors are also 

important when conducting a market segmentation and finding your target consumer. 

(Armstrong & Kotler, 2009 p.170-171) 

 

A large group of people which has emerged the last few years is the so called Generation Y. 

Generation Y (Gen Y) are defined as people born between 1981 and 2001, may also be 

referred to as millennia’s, and are most currently students. (Black, 2010, p.92) They are 

accustomed to using high amount of technology and through those technologies stay online 

and communicate through social medias most time of the day. The discussions about 

sustainable development and environmental awareness has been highly influencing them 

growing up which have made them more aware of their personal influence on the 

environment. This has led many universities into developing courses in sustainable 

development and to integrate them with programs and set educations. (Dordai & Rizzo, 2006, 

p.301) 

 

In other words their life stage is about 18-30 years, studying as occupation and their economic 

situation is limited due to lack of income. So when students move to a new location to go to 

school what factors are important when looking for interior design articles? 

 

Is the price important, since they may not be able to afford anything else? 

Is the quality important, since they may only buy this item once in 10 years thus needs to 

last? 

Is the sustainable development important, since they are aware and want to lower their 

impact on the environment? 

 

Umeå is currently inhabited by 116 200 inhibitors which 36 700 are students which makes the 

Gen Y an important group to acknowledge while conducting a research in Umeå. (Hansson, 

2012) 

 

Gender 

According to the study of Chenyang Xiao and Aaron M. McRight conducted on genders in 

the United States there are no general differences between genders in worrying about the 

global environment. According to the study women were though slightly more concerned 

about environmental questions which are related to health than men.  (Xaio & McCright, 

2012, p.1081) This result is supported by another study that Dr. Madalla A. Alibeli and Dr. 

Neil R. White conducted in the Middle East where the result also concluded that there were 

no differences related to gender regarding concerns for the environment. (Alibeli & White, 

2011, p.166) Though they also state: 

 
“Gender’s effect on environmental concern was found to be greatly shaped by respondents’ country. It 

seems as if concern about the environment is influenced by country and country’s socioeconomic and 

demographic factors.” (Ibid. p.166) 

 

This means that differences can locally occur in cities or countries based on other subgroups, 

such as income and demography. 
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Occupation 

It is also of importance what profession the consumer has in regards for being 

environmentally friendly since the person’s occupation is likely to influence their behavior. 

For example when someone is working with selling running shoes the person is more likely to 

buy certain types of shoes since they know the advantages of wearing those shoes. 

(Armstrong & Kotler, 2009, p.170-171) 

 

Economic situation 

The economic situation is of importance when viewing consumers since it directly affects the 

choices of goods which can be consumed. For example a student who perhaps only can afford 

to buy used goods due to a low income. (Ibid. p.170-171) 

3.2 Economics 

Figure 4. Economics affecting Green thoughts and actions   

 

To further examine how behavior of the consumer when purchasing goods one need to view 

the act of the purchase itself. Ecological goods it is often more expensive then the non-

ecological counterparts which raise the question; If it is more expensive then why does the 

consumer purchase it and how does this influence the purchase when the environmentally 

friendly goods costs the same or are cheaper? 
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Figure 5.The supply and demand graph. 

 Figure 5. Show how producers and consumers react to increase of quantity and price. For example if a 

company increases the price the demand will fall leading to a lower quantity of the goods. 

(Learngoldcoins, 2009) 

 

At certain prices consumers wish to purchase the good which increases as the price falls, this 

is called demand. Suppliers want to produce and sell these goods but when the price drops 

their interest to produce falls with it. Due to these factors you can produce a demand and 

supply curve which states at what price the supply and demand meet at the so called 

equilibrium price. (Begg, et al., 2008, p.38) This not only shows that price is of importance 

when consuming goods but also that when the price drops the demand for an item increase. 

 

It is also significant to acknowledge the importance of income and how changes of income 

influence the habits of buying when evaluating consumption. An item can either be normal or 

inferior. When a product is inferior the demand for the product falls when the consumers get a 

rise of income and when the product is normal the consumption of the good rises together 

with the income. (Ibid. p.41) Since price can be a factor to buy recycled goods at 

Returbutiken it is of importance to separate the factors of buying for price and being 

environmentally friendly. This can be achieved through evaluating the convergence of buying 

habits and evaluate them through the view of income. This explains why people are buying 

goods as a whole but does not explain why people buy more expensive goods thus receiving 

fewer items for more money. 

 

Based upon economic theory the consumer face three factors which influence their choice of 

consumption. First personal preferences as already discussed in chapter 2.2, what is worth 

mentioning from a economic point of view is that a consumer might reason that more is better 

and therefore strive towards achieving more goods. Second, the consumer is limited what they 
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are able to consume through their disposable income. Third, the consumer attempts to 

increase their ability to choose more freely which they achieve through maximizing their 

utility of consuming. This can also be explained through the "more is better" statement. (Ibid. 

p.75) Brécard, Hlami, Sterenn and Salladarré claim that the products and their environmental 

characteristics are of importance for customers, especially when the consumers are viewing 

environmentally friendly goods. (Brécard, et al., 2009, p.118) 

 
Figure 6.The indifference curve. 

 

 Figure 6. Show how a person can choose between two goods by maximizing the utility received. For 

example if the person substitute good B for more of good A and both are valued the same then the person 

will receive more utility. (Investopedia US, 2013) 

 

These factors can be explained through the indifference curve which is an economic tool to 

estimate the end user's preferences towards a bundle of goods. (Begg, et al., 2008, p.77) When 

comparing two goods between each other, with a limited amount of resources, the consumer 

must give up potential good in order to buy the other good. For example if a consumer is 

choosing between two goods, books and movies, and value them equally as perfect substitutes 

to each other. While books costs 1$ and movies 2$ the consumer would receive more benefit 

from buying books than movies. On the other hand if the movies are valued by the customer 

as four times as good as a book then the value from movies would be higher than the value of 

the book. (Brécard, et al., 2009, p. 117) 

 

Through the indifference curve one can evaluate the utility maximization of the consumer. 

The indifference curve which is the furthest away from the origin is the one most preferred by 

the consumer giving most utility. When one good is prioritized over another it is called 

opportunity cost, the cost of not receiving the other good. The indifference curve could 

explain the consumer’s reasons to buy recycled goods, which are cheaper than other interior 

design items, giving them potential to buy more of other goods. The other good is somewhat 

irrelevant to the test but such a test would investigate the influence of price towards the 

customer of Returbutiken regarding the large amount of students, with a limited amount of 

resources, living in Umeå. This also emphasizes the importance of evaluating the salaries and 

disposable income of the customer. (Begg, et al., 2008, p.78) 
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3.3 Marketing mix 

Figure 7. The marketing mix affecting Green thoughts and actions   

 

 

In order to evaluate the consumers one also need to examine the companies they are buying 

from. In this research the recycled goods will be researched through Returbutiken. To 

evaluate how people experience Returbutiken one need to view what information is sent to the 

customers. 

 

The information which are sent to the customer can be examined through the four P’s which 

also explains some behavior of the consumer, for example people may not have heard of 

Returbutiken because of poor promotion and believe it is too expensive,  the location is too 

far off or does not even know what Returbutiken is. It is important to keep this in mind when 

evaluating the difference between different subgroups.  

 

A marketing mix is a tool for organization to use in order to differentiate from their 

competition by creating superior value towards the chosen targeted segmentation of 

consumer. The tools consist of four P's; Price, place, promotion and product.  (Armstrong & 

Kotler, 2009, p.83) 

 

Price 

Is the cost for the consumer to consume the good and is relevant due to the fact that if you 

charge less than your competitors consumers are more likely to buy your good. Tools for 

conducting marketing through price can be discounts, credits, or offers. Menegaki states that 

the social marketing mix of price includes costs of involvement in terms of time, money and 

effort. (Menegaki, 2012, p.34) 

 

Place 

Is where the good can be consumed or bought, for example if it hard to travel to the store 

people are less willingly to travel there. This is also a tool for marketing as goods can be 

placed at many locations in order to sell as much as possible or placed in selected stores in 

order to create a feeling of exclusiveness. One can also ease for people to access your store 
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through internet or creating bus rides to a certain mall. Since Returbutiken is placed at a 

remote location this factor could have a big influence on consumption and attitudes towards 

Returbutiken. (Menegaki, 2012, p.34) 

 

Promotion 

How you communicate your product towards your consumer which can be done through 

different means. For example through advertisement of different sorts such as word to mouth, 

media adds, flyers, Personal selling or public relation (PR) such as sponsorship and product 

placement. The social marketing mix does take into consideration social communication such 

as silent communication, greenmuting, which is explained further in chapter 2.4.1. Since 

Returbutiken has little to no money to spend on promotion it is of importance to examine 

where the consumer have learned about Returbutiken. (Ibid. p.34) 

 

Product 

Means of develop the product through improvements such as quality, design, branding, 

packaging and also by combining this with services. Since the goods at Returbutiken is 

recycled some may experience the goods as lower quality, poor, or have other negative 

thoughts about it, in contrast of only seeing the positive effect for the environment. (Ibid. 

p.34) 

 

Critics of this theory state that it often overlook important factors such as service and many 

suggest that another P should be added for “People”, to emphasize the importance of 

interactions between people. (Armstrong & Kotler, 2009, p.84) 

 

In addition this theory is aimed towards the producer and not the consumer. Robert 

Lauterborn therefore suggested that corresponding to the four P's of producers’ consumers 

have four C's; Product - Customer solution, Price - Customer cost, Place - Convenience, 

Promotion - Communication.  (Kotler & Keller, 2006, p.20) This basically suggests that a 

consumer looks for more than price when estimating the cost for the consumer, it could also 

regard the lack of other goods, the cost of time or cost of using the product. 

(Armstrong & Kotler, 2009, p.84) 

 

A lot of discussions about marketing have recently appeared due to changes in how we 

conduct business. More information is available and globalization has increased the markets 

but decreased the distances to perform them in. This has led to questioning about the 

relevance of the 4-p's and if they are still applicable. Many authors question whether you can 

use promotion as a tool when it is so versatile. (Armstrong & Kotler, 2009, p.84) Van 

waterschoot and Van den bulte propose the use of different tools for promotions and to divide 

them into three different promotional mixes; Personal marketing, where the marketing is 

aimed towards the individual and focus on awareness and offers. Mass marketing, is any type 

of non-personal marketing that focus on maintaining awareness and informing consumers of 

current offers. Publicity mix is creating publicity towards a third party through an 

intermediate which in other words not direct communication neither through personal nor 

mass communication. The marketing mix is also, as previously mentioned, criticized due to 

the fact that it does not acknowledge service for example, how a product can be improved 

through good services. (Van Waterschoot & Van der Bulte, 1992, p.90) 
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These critics are important to acknowledge but since Returbutiken are not conducting a lot of 

communication and because they conduct business as a NPO the 4p's are still relevant to the 

case since for example Returbutiken is conducting promotion through silent communication 

(see chapter 2.4.1) and it increases the importance of researching how to improve the other 

three P's in order for a company to become more competitive.   

3.4 Going green 

Figure 8. Going green affecting Green thoughts and actions together with the marketing mix, consumer 

behavior and economics.   

 

 

 

In this section theories will be presented which can explain green behavior and positive 

effects on companies due to social efforts. This can explain certain behavior and positive 

effects on companies which was not covered by previous theories. 

3.4.1 Green communication 

 
Green communication is about creating values, images and brands that are environmentally 

friendly.  This is of increasingly importance in the business environment which is supported 

by a study conducted by Naturvårdsverket in Sweden which stated that: 91 percent of the 

population of Sweden is environmentally aware where half of the population was aware of 

how they personally influenced the environment negatively. The study also showed that seven 

out of 10 felt that environmentalism was important when they picked social groups. 

(Olausson, 2009, p.32) A study also showed that organizations which followed the United 

Nations (UN) guidelines towards the environment had a higher increase of value and 

profitability over competitors in the same market. This was due to them being screened away 

by consumers because of their lack of environmentally status. (Ibid. p.134) 

 

But does the increase of awareness lead to a change how people act and if it does why are not 

people acting? There could be a lot of different reason such as not having time and not 
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gaining anything personal from it. According to communication bureau Futerra there are nine 

factors that influence people not to act; 

 

1. The change of climate is not directly influencing them but is occurring elsewhere. 

2. The change is not felt as relevant due to them only affecting in a far future.  

3. The change of climate is not directly affecting the individual.  

4. The sacrifices of being environmentally friendly are too high.  

5. Lack of knowledge to the consequences of the issues.   

6. The individual can not identify themselves with the lifestyle of those enforcing 

environmental friendliness.  

7. People want to avoid cognitive dissonance, as earlier mentioned contradictable values 

from actions.  

8. The change of climate are to vast and the threat to large.  

9. The gain from working towards a better environment does not gain the society as a 

whole.  (Futerra, Olausson, 2009, p.37; Van raaij, 1995) 

 

Companies can engage environmental and social issues through three types of incorporation 

of their actions. They can first, not conduct any environmental work at all more than what is 

enforced by rules and laws. Second they can have certain responsibilities towards the 

environment such as working to deploy solutions before they are enforced by law. Thirdly, 

the so called 3.0 organization which incorporate their goals of environmentally friendliness 

into the structure of the company. A 3.0 organization is often leading in the market towards a 

sustainable development. Returbutiken is a 3.0 company and can, according to Victoria 

Olausson, come to create a competitive advantage where the company can see the work as an 

investment of the future. This is due to the increase of awareness and importance to the 

customers leading to a larger commitment from them. (Olausson, 2009, p.64) 

 

Should the green actions become a part of how the organization market itself and how can the 

green communication be performed? According to John grant there are three different ways of 

marketing through green communication; 1. Capitalize the green products and actions. 2. The 

importance of people knowing the actions of the organization. 3. To work towards sustainable 

development but keep silent of it which is called greenmuting. (Grant, John; Olausson, 2009) 

 

The action of keeping silent is the most commonly used model by Swedish organizations. 

Many companies dispute why they should communicate their actions to the customers thus 

only do it because they feel it is the morally correct thing to do. Then what reason can a 

company have to silence their actions towards the environment?  

1. Modesty, when a company appears humble through their actions it can increase the 

consumer’s positive thoughts about the initiative and believe the genuineness towards 

the project instead of something the company is forced to do. 

2. Connected with modesty is the desire for the company that their customer, who is 

environmentally aware, perform the communication for them. This creates a high 

amount of credibility and a strong image.  

3. The company wants to avoid the discussion of sustainable development since it is such 

a complex question where  "the right answer" how to perform often changes. 

4. A company's work towards the environment may be evaluated and criticized regarding 

that the actions are not good enough and the company may be thought of as too passive 

with the issue. 
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5. Communicating limitations of competitors and successes of your organization can also 

violate marketing laws and the line of how much debate a company can raise can be 

seen as a grey zone. 

6. Your clients are not interested in the initiative the organization is performing and 

customers might be more interested in the subject rather than the organization.  

(Olausson, 2009, p.82-86) 

 

3.4.2 CSR 
 

"[...]CSR can be much more than a cost, a constraint, or a charitable deed - it can be a 

source of opportunity, innovation, and competitive advantage." (Porter & Kramer, 2006, p.80) 

 
CSR can be seen as a vaguely definition of how the organization take responsibility for 

consequences, for example the environment, from conducting business. Some argue that 

because of the vagueness of the term it creates opportunities for less serious businesses to 

claim that they are performing CSR even though nothing is done. Taking responsibility 

according to the original meaning of CSR means that the organization is dealing with issues 

of moral and ethical character or when performing business that could affect a third part 

negatively. (Grafström & Windell, 2011, p.221) 

 

CSR aims either towards environmental responsibilities, such as pollution and taking care of 

toxic wastes, or social responsibilities, such as health programs, donations or avoiding child 

labor. These engagements are still performed with an economic mind to create value towards 

the shareholders, if not the company is a NPO. All these areas are influenced by ethics and 

moral both from values within the organization but also from the society. (Babiak & 

Trendafilova, 2011, p.13) 

 

Some argue that CSR is costly for the organization and bring little benefits while some argue 

that in order to stay competitive in today’s market a company must take care of their 

responsibilities. Porter and Kramer states that there are four main arguments for an 

organization to perform CSR which are; 1.Moral obligation, towards the society and the 

planet. 2.Sustainability, if an organization can become less dependent on limited resources it 

will work as a competitive advantage over their competition. 3.Many companies are forced to 

perform CSR due to for example; license to operate based on conditions of social 

responsibilities, pollution laws, laws against toxic wastes, which must be followed in order to 

be able to operate in that country. 4.Through reputation, when achieving sustainable 

development, the organization receives good publicity. (Porter & Kramer, 2006, p.81)  

 

As already stated Returbutiken is a NPO and are mainly focusing on CSR through providing 

an effective way of recycled goods within the municipality. This also gives opportunities for 

unemployed to get back into the working market through Viva Resurs.  
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4 Practical Method 

 
Annika Eliasson, Ph.D. in sociology and lecturer in research method at the institution of 

Statskundskab at the University of Copenhagen said: 

 

“When to pick a method one should most of all think of what or which ways fits the 

formulation of one’s research question”  (Eliasson, 2010, p.28) 

 

When I examined the different routes how to conduct my survey I viewed upon my research 

question and let it guide me towards what method was best suited to answer the research 

question. I also thought of the purpose of my study, to describe and to discuss, so that I would 

be able to fulfill the purpose of my study based on my limitations and possibilities. 

 

4.1 Research design 
 

The next step in developing my study was to choose the research design. According to 

Bryman and Bell the main types of research designs are experimental design, cross-sectional, 

social survey design, longitudinal design, case study design or comparative design. (Bryman 

& Bell, 2011, p.52) 

 

Experimental design consists of two equal environments where one environment is 

manipulated through some sort of action, the other acts as a control group and then eventual 

differences are examined. These kinds of experiments are very strong at internal validity and 

the findings are most often very reliable. (Ibid. p.45) Experimental studies also have 

difficulties explaining the reason “why” because of the difficulties connecting one factor to 

another. Due to the fact that there is not two of the same environment and I could not 

manipulate the environment this research method was not suited for my study. (Lantz, 2011, 

p.23) 

 

Cross-sectional design is most commonly associated with questionnaires and structured 

interviewing. Cross-sectional designs have the criteria’s to have more than one case, be 

conducted at a single point in time, have quantitative or quantifiable data or have patterns of 

associations. According to my research question my survey emphasized in one case thus 

making a cross-sectional design unfitting for my research.  (Bryman & Bell, 2011, p.53)  

 

Longitudinal designs are researches which are opposite compared to a cross-sectional study 

due to the fact that time aspect of a longitudinal design is of importance. This is because a 

longitudinal design is performed over a time period to evaluate differences in organizations or 

population. Since I neither had time to perform a longitudinal design nor aligning with my 

research question where the goal of this study was not to examine the changes of culture and 

attitudes through time. Thus this design was not suited for this research though it would be a 

good method to conduct in a follow-up research in order to explain, discuss and analyze the 

importance of behavior and attitudes between social groups over time in a deeper context.  

(Lantz, 2011, p.23) 
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Case study is a study based upon a single case and is one of the most commonly used research 

designs in business research. Examples of case studies are single organizations, single 

locations, a person or a single event. A case study would fit with my research question and 

would be a good method in investigating the organization Returbutiken. Case studies are 

though not the best method for investigating culture and motivations which most of my 

research question emphasizes on. A case study would secondly not examine if there were any 

cultural differences in attitudes and values from the customers at Returbutiken compared to 

the rest of the population. 

 

Comparative design is mentioned by Bryman and Bell as one of the most effective ways to 

examine social phenomena since two or more research groups are compared with each other 

and can be performed through both qualitative and quantitative methods. Comparative studies 

are conducted through the same method which is used for two or more contrasting cases 

where the results are evaluated and differences compared.  One of the most common fields to 

use comparative designs is when examining cross-cultural and cross-national researches. 

These kinds of researches examine social phenomena in two or more countries and focuses on 

life styles, values and attitudes. (Bryman & Bell, 2011, p.63) One can also conduct an 

intercultural approach where the same method is used within the same country to examine the 

difference between social groups and within organizations thus makes is useful to conduct in 

smaller scale as well (Ibid. p.64). 

 
“The key to the comparative design is its ability to allow the distinguishing characteristics of two or more 

cases to act as a springboard for theoretical reflections about contrasting findings” (Bryman & Bell, 2011, 

p.67) 

 

Since the research is aimed towards the customers of recycled goods a comparative design is 

a suitable method in order to investigate a difference in attitudes and motivations compared to 

the average citizen of Umeå. In order to receive and evaluate any type of difference the 

customers of recycled goods, as those at Returbutiken, has to be compared to the average 

respondent of Umeå. Comparative design is also suited for conducting research on individuals 

and groups, (Ibid. p.67). Thus a comparative design would answer the research questions 

regarding what are of importance for those groups and what attributes are of importance for 

the products they are buying. It is also, as mentioned, the best way of researching cultures 

which is an important factor of my research question. 

 

I was able to separate the focus groups form each other based on the fact that only 13 of the 

respondents at Umeå answered that they were shopping at Returbutiken. Since the result 

showed some statistical differences the issue of Umeå being the same group as Returbutiken 

is diminished. Also, as already mentioned and defined, the word culture is “acting of the 

groups rather than just the individuals” which means that consumers at returbutiken can and 

are regarded as a own culture in this study (Nationalencyclopedin, 2012). 

4.2 Sample method  

Since a survey of the whole population is difficult to achieve due to lack of time and capital 

one usually extract a sample of the population. These samples can be extracted through 

different techniques, such as through probability- or non random sample. By using different 

techniques one receives more or less accurate result of the population. Some techniques also 
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have different purposes and goals to what it is suppose to research.  (Bryman & Bell, 2011, 

p.179) 

 

4.2.1 Probability samples 
 

Since a comparative design were conducted to my study a probability sample was not possible 

to achieve. This was due to the fact that the same method had to be used on both cases, the 

one at Returbutiken and the one at the city of Umeå.  A probability sample would be able to 

show an accurate result for the population of Umeå but not for the customers Returbutiken. 

This is because there is no database of the customers at Returbutiken and therefore a random 

sample is not possible to perform. If a database were available simple random samples would 

be the most efficient method to use since it gives the highest statistical relevance. Due to the 

fact that the customers of Returbutiken already are a sub-group of the population of Umeå the 

chance of neglecting smaller groups is small. Therefore I decided that a non-probability 

sample was to be performed. 

 

A probability sample is a sample where one, out of the chosen population, such as a country, 

organization or city, choose respondents based on random. Probability samples have a lower 

chance to show sampling errors, where the sample does not align with the population, than a 

non random sample even though it is possible that it can occur. (Ibid. p.179) 

 

The most basic form of probability sample is a simple random sample where everyone within 

the chosen population has an equal chance to be picked out for the survey. When you have a 

population; you decide your sample size to reflect on that population, for example 20 out of 

2000. (Ibid. p.179) Through a simple random sample everyone in the population have a 

chance of 1:100 to be picked for the survey. The positive aspect about a simple random 

sample is the high reliability and credibility due to the high amount of statistical relevance to 

the population as a whole. Though through this method there is also a chance that smaller 

groups within the population are being diminished in the population since there is a chance 

that none of them were picked for the survey. (Eliasson, 2010, p.47) 

 

4.2.2 Non-probability samples 
 

Since it was not possible to perform a probability sample a non probability sample was 

conducted. Quota sample is a non-probability sample technique which often is claimed to 

have almost the same statistical strength as a probability sample. This is due to the fact that 

the quota sample groups are selected in order to reflect the population through its sub-groups.  

(Bryman & Bell, 2011, p.193) This was not suitable for my study for the same reasons as 

probability sampling was not suited, due to the fact that the same method had to be used on 

both the population and one of the subgroups I decided (the customers of Returbutiken). 

 

Thus only two sampling methods remained, snowball sampling and convenience sampling. 

Snowball sampling is the best one to use when the researcher knows someone within a group 

chosen for the study and where they are difficult to study. The researcher then conducts the 

survey on them and asks them to recommend others from the same group so the researcher 

comes in contact with others from the same group. (Eliasson, 2010, p.51) This technique 

would be somewhat suitable in order to research the customers of Returbutiken but there was 
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a probability that most of the customers did not know each other. The population of Umeå 

would probably not generate a statistically good result since the snowball sampling would 

generate a bias result towards the groups asked, unless many groups were to be asked.  This 

creates unnecessary work meaning that a convenience sample was more suited for my study. 

 

Bryman and Bell defines a convenience sampling as “[…]that is simply available to the 

researcher by virtue of its accessibility” (Bryman & Bell, 2011, p.190). Due to the fact that 

the group respondents are already known by the researcher this is one of the techniques which 

are most unlikely to reflect upon the population. The positive effect of this study is the low 

amount of non responses since the researcher is in direct contact with the group investigated. 

(Ibid. p.190) This technique was the one which best fitted my study according to my research 

question and purpose. This due to the fact that I assume the group of customers at 

Returbutiken is such a small proportion to the population of Umeå and the same techniques 

had to be used. Since a convenience sample was chosen the result will not be able to be 

generalized towards the population of Sweden nor Umeå but it shows a hint towards the 

opinions of the population which the study were conducted on. 

 

4.3 Questionnaire 
 

When constructing a questionnaire Bryman and Bell states that it is important to keep the 

research question in mind. Does all your question relate to what purpose your research have 

and does it enable you to be able to answer your research question? It is also important for the 

questions to relate to the theory part of the research due to the fact that no analysis can be 

performed if it cannot be explained through the theories you have extracted in the subject. 

(Ibid. p.255) 

 

When designing a questionnaire it is important to have some questions that are “point” –

questions, meaning that some of the questions emphasis on the respondent instead of just the 

research subject. Questions of “point”-character are for example gender, age, income and 

where they live.  (Trost, 2007, p.67-68) This are of most importance in this research since it is 

a survey to examine the attitudes, cultures and behavior of customers and are also linked with 

personal factors which was discussed in chapter 2.1.4. To be able to extract some kind of 

result from this questionnaire background information is vital. Background information is of 

importance to be able to extract subgroups of respondents based on age based cultures, 

location based cultures and what life cycle the respondents are in.  This led me to create a two 

parted questionnaire, where the first number of questions aimed to place the respondents in 

different subgroups. An example of one of these questions is income which the question can 

be seen below.  

 
Figure 9.Shows the question of income that was a part of the questionnaire that was handed out to the 

respondents in this research. 

9. Nettoinkomst i månaden (efter skatt) 

 

0-10 000 40 000-50 000  

10 000-20 000 50 000- 60 000 

20 000-30 000 60 000+ 

30 000- 40 000 
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The second part of my research was questions which were based on the subject of 

Returbutiken and the environment. These questions were designed to be able to explain what 

the differences of each subgroup are.  They were also, as mentioned, stated widely to avoid 

leading questions and thus creating a bias answer. 

 

When you have decided what questions to have in your questionnaire it is important to put 

yourself in the shoes of the respondents to view how you would answer the questions to avoid 

questions to be ambiguous. An example of ambiguous questions are leading questions such as 

“How often do you buy recycled goods” instead of “Do you buy recycled goods?” following 

up the question to ask “If you do, how often do you buy recycled goods?”. (Bryman & Bell, 

2011, p.255) An example for this is when I designed the questions of how often they were 

visiting Returbutiken. First I asked them whether they were shopping at Returbutiken at all 

and if they were I asked how often they were shopping. Which also avoided the rule of 

Bryman and Bell not to assume that everyone have done it thus first asking the question if it 

had been done before asking the question. (Ibid. p.255) 

 
Figure 10. Question if the respondents shop at Returbutiken. 

12. Handlar ni på returbutiken (om nej gå vidare till fråga 14 ) 

 

Ja Nej 

 
Figure 10.Shows the question whether people were shopping at Returbutiken or not that was a part of the 

questionnaire that was handed out to the respondents in this research. 

 

 

 
Figure 11. How often the respondents shop at Returbutiken. 

13. Ifall ja, hur ofta då inom det senaste året 

 

varje dag varje vecka någon/några gånger i månaden någon/några 

gånger per år 

 
Figure 11.show the follow-up question, if the respondent answered “yes” to question 12 that is seen in 

figure 10. This question asks how often people were shopping at Returbutiken and was aimed to avoid 

assumption if they were shopping and how often. 

 

When designing the questions to a questionnaire Bryman and Bell states rules to avoid bias 

answers from the respondents which was kept in mind when this survey was constructed. 

Avoid terms in the questions which are ambiguous, as already stated. It is also important for 

the question to be clear and to have clear answers so that no misunderstandings could occur. 

Avoid long questions and questions which consists of two smaller questions, an example of 

this is in the survey and regards the questions whether the respondents thought that people 

worked for the environment and if they felt it was important for the environment as the 

question was differentiated as two different questions. (Bryman & Bell, 2011, p.255-256) Last 

one ought to avoid questions which includes negativities such as not and no due to the fact 

that they can create confusion for the respondents leading to misunderstanding of the 

questions (Ibid. p.257). 
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Figure 12. Questions regarding the importance and peoples actions towards working for the environment 

23. Jag tycker det är viktigt att varje individ arbetar för en bättre miljö 

 

1 2 3 4 5 6 7 

 

25. Jag tycker att individer arbetar för en bättre miljö 

 

1 2 3 4 5 6 7 

 

 
Figure 12.show the questions asking the respondents to rank how important it is for individuals to work 

for the environment and if they feel that people actually work towards the environment.   

 

4.4 Distribution of the survey 
 

For my study I decided that the amount of 200 surveys would be handed out, 100 at each 

location. Since I do not claim to be able to generalize the population in Umeå and due to 

limited time for this research I decided that about 100 at each location was achievable. Even 

though the result may not be statistically able to generalize the population of Umeå it would 

give a clue of how the reality looks like. I decided that to achieve the highest amount of 

distribution within my survey I would spent 4 days at Returbutiken and 3 days at the city of 

Umeå. 2 days of each placement would be conducted on weekends. The reason for me to 

spend 4 days at Returbutiken compared to 3 at Umeå was due to the small amount of 

customers available at Returbutiken and since at the City of Umeå a higher amount of surveys 

could be handed out through one session. The reason to spread out the days and to be there 

during different times of they day was to get a wider sample by trying to reach groups of 

people who were present during certain times. Thus through spreading out the convenience 

sample the validity was increased.  

 

The questionnaires in Umeå were distributed through asking people at three different 

locations; Rådhustorget, Renmarkstorget and Västra Esplanaden. This was to be able to 

increase the diversity of the respondents compared to only handing out the questionnaire at 

one location in Umeå city. When giving out the questionnaire I actively asked people walking 

by or that was already located in the area if they could answer my questionnaire and gave a 

brief presentation of who I was, the subject and the purpose of my study.  During the selection 

I kept in mind to get a diversity between the subgroups I could see such as age and gender to 

get a more versatile representation of the population of Umeå. The sampling method at 

Returbutiken was conducted through that all customers who entered the store was asked to fill 

out a survey. Due to the fact that the employees at Returbutiken were interested in my survey 

they also helped handing out surveys, the amount of 20. They were informed about the survey 

and about the questions so they would be able to answer if the respondent had any questions. 

This was helpful in order to further collect information regarding customers who were visiting 

the shop when I could not. This could also be achieved through spreading out the intervals 

between attending but was not necessary due to the fact that the employees were helping me.  
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4.5 Non response 
 

At the location of Returbutiken no non responses to the whole survey occurred since everyone 

who attended were either living in Umeå or close by. At Umeå occurrences of non responses 

were excluded from the survey and added up to an amount of 15 respondents. These were 

excluded due to the fact that they answered the survey but were tourists or visiting Umeå thus 

the result of their attitudes and knowledge would not reflect those living in Umeå. For the 

same reason that this survey cannot be generalized outside of Umeå, culture and attitudes 

differs from location to location, these respondents were excluded since the culture and 

attitudes are the purpose of this research.  

 

The non responses which occurred within the survey were to be excluded from the 

calculations in Statistical Package for the Social Science (SPSS) which is a statistical 

program. An issue which was to be treated as a non response was that many respondents to 

the ranking questions either did not rank or ranked three variables. Due to high amount of this 

occurrence to be able to present result for this the ranking were removed and all three choices 

were treated equally. Thus every respondent had to give three reasons why they were 

shopping and why they were not shopping at all or more.  

 

4.6 Processing data 
 

The data which were collected through the 4 days at Returbutiken and 3 days of City of Umeå 

were analyzed through a statistical program called SPSS. First the respondents from 

Returbutiken were processed and were all given the variable 1 in SPSS so differentiation 

could be performed between Umeå and Returbutiken, Umeå’s variable were to be 2. After 

that the other 26 questions were inserted as one question each with its own variables, those in 

the question. All except the two ranking questions where each ranking were put as a single 

question; The most motivated, The second most motivated and the Third most motivated. 

This was to be able to separate each ranking within SPSS. Eventual non responses were 

separated through the group which means that the groups were not equal in size. The main 

tool which was used in SPSS was the compare of means to view whether there were any 

occurrence of differences between Returbutiken and Umeå.  

 

All questions had their variables assigned as a number, example Gender – Female 1, Male 2. 

This was for SPSS to be able to identify a variable and to be able to perform different 

statistical calculations. This also speeded up the work process since only numbers had to be 

entered for each question. Questions which were not answered or answered wrongly (an 

example of a question answer wrongly was when a respondent answered “Both” when asked 

for gender) were given the value of “999” which was entered into SPSS as the non response 

value. This enabled SPSS to evade those variables when calculating a question thus the non 

responsive or wrongly answered questions does not influence the result.  

 

When all variables were inserted into SPSS I started to create tables and calculations in order 

to investigate what results could be of significance for my study. During this process I tried to 

keep in mind that no result is also a result which could either prove or disprove my 

hypothesis. The most significant result is presented in later chapters and other graphs can be 

viewed in my appendix. 
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4.7 Statistical significance 
 

When I tested my result in SPSS I used the T-test technique to investigate whether my result 

could be statistically significant, if it differs or if they were the same. This was conducted 

mainly between the location of Returbutiken and the city of Umeå but was also internally 

conducted between genders. Due to this study not being generalizable to the population no 

further statistical test were needed than the use of two group variables. Still, even though not 

being statistically able to generalize the result could still give a hint towards how to describe 

this case. 

 

When the T value was T > 1.984 a statistically significance of  0.05 could be determined 

which means that the values were different from each other. For example the mean of age of 

population A are higher than population B. When the T value was T > 1.64 a statically 

significance of difference could be determined at 0,1. Thus the hypothesis of the groups being  

the same can be rejected. 

4.8 Statistical error 

There are two different types of statistical errors, type I and type II errors. Type I error is 

when the tested hypothesis is rejected but should actually be accepted and type II is when it 

should be rejected but is accepted. This was taken under consideration when evaluating the 

result presented in SPSS. 

 

4.9 Ethical views 

 
All respondents were told that the questionnaire was for a research project for a bachelor 

thesis at Umeå University and that their identity would be anonymous. I also informed them 

that all answers would stay with the researcher, due to the fact that some of the questions 

regarding income and opinions could be experienced as sensitive.  

 



32 

 

5 Results 

 
In this chapter the results from the empirical study is presented based upon the previously 

stated theories. The results that are presented in this chapter regards factors that proved to be 

relevant for this study thus some results is not included in this section but can be found in the 

appendix further on. 

 
5.1 General results 

 
This study was developed in order to investigate what factors influences customers when 

purchasing recycled goods. To be able to evaluate these factors the respondents were 

differenced through various classifications. These groups where created to investigate 

possible differences between the focus groups and between the two locations of the study. 

The subgroups which showed a significant result to my research question was gender, age and 

income.  

 
Returbutiken 

Gender Frequency Percent 

Valid 
Male 44 43,6 % 

Female 56 55,4 % 

Missing No response 1 1,0 % 

Total 101 100,0 % 

Umeå 

Gender Frequency Percent 

Valid 
Male 35 41,7 % 

Female 47 56,0 % 

Missing No response 2 2,4 % 

Total 84 100,0 % 

Table 1. The respondents’ gender. This table is important for this study since preferences and values 

differs between the age groups out of the total of 185 respondents. 

 

As can be seen from the result from the subgroup the allocation of gender is fairly even, 

though the women’s frequency is slightly higher. This could be due to different reasons such 

as women being more willing to answer the survey than men since the percentage of males 

and females from both locations are basically the same. According to the municipality of 

Umeå, the distribution of gender in Umeå is 50 percent males and 50 percent females which 

could somewhat lower the validity but not significantly since the difference proved to be 

small while the groups between Returbutiken also proved to be Umeå more alike.  

(Häggström, 2012) 
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Returbutiken 

Age Frequency Percent Valid Percent Cumulative Percent 

Valid 

18-30 38 37,6 37,6 37,6 

30-45 20 19,8 19,8 57,4 

45-65 37 36,6 36,6 94,1 

65+ 6 5,9 5,9 100,0 

Total 101 100,0 100,0 
 

Umeå 

Age Frequency Percent Valid Percent Cumulative Percent 

Valid 

0-18 6 7,1 7,1 7,1 

18-30 35 41,7 41,7 48,8 

30-45 26 31,0 31,0 79,8 

45-65 11 13,1 13,1 92,9 

65+ 6 7,1 7,1 100,0 

Total 84 100,0 100,0 
 

Table 2. Subgroups of ages. This table shows how many of each age group that was presented out of the 

respondents 

 

There were no respondent of the age 0-18 who answered the survey at Returbutiken and only 

6 persons that were in the age group answered 65+ at Returbutiken, 0-18 and 65+ at the city 

of Umeå. This could be due to Returbutikens being a remote location and that there could be 

trouble getting there by public transport, which could be explained by 90 % of the 

respondents at Returbutiken have a driver’s license. Also, since the survey asked every 

customer that entered Returbutiken the sample should somewhat represent their customers 

average age group. The sample of ages 65+ and 0-18 in Umeå is also below the demographic 

where 65+ is 15 percent and 0-17 is 20 percent. The age 0-18 is explained by the fact that it 

includes children who could not give complete or accurate response to the survey. The age 

group of 65+ is underrepresented and is acknowledged for in the analysis which could be due 

when and where the survey took place which therefore could have influenced the result.  

 

As can be seen below the amount of respondent who earns more than 30 000 SEK a month 

were limited and present the same problem as the age groups of 65+, 0-18. Therefore I 

decided to add those groups together with their closest part in order to be able to use them for 

statistical calculations. This means that I clustered the groups together creating 0-30, 30-35, 

45+. For the incomes I clustered everyone who earned more than 30 000 SEK a month into 

one group creating the new groups of 0-10 000, 10 000-20 000, 20 000-30 000, 30 000+. 
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Returbutiken 

Income Frequency Percent Valid Percent Cumulative Percent 

Valid 

0-10000 27 26,7 27,8 27,8 

10000-20000 39 38,6 40,2 68,0 

20000-30000 20 19,8 20,6 88,7 

30000-40000 7 6,9 7,2 95,9 

40000-50000 1 1,0 1,0 96,9 

50000-60000 1 1,0 1,0 97,9 

60000+ 2 2,0 2,1 100,0 

Total 97 96,0 100,0 
 

Missing No Response 4 4,0 
  

Total 101 100,0 
  

Umeå 

Income Frequency Percent Valid Percent Cumulative Percent 

Valid 

0-10000 33 39,3 40,2 40,2 

10000-20000 27 32,1 32,9 73,2 

20000-30000 18 21,4 22,0 95,1 

30000-40000 2 2,4 2,4 97,6 

40000-50000 1 1,2 1,2 98,8 

60000+ 1 1,2 1,2 100,0 

Total 82 97,6 100,0 
 

Missing No Response 2 2,4 
  

Total 84 100,0 
  

Table 3. The subgroup of income. This table presents the amount of respondents that was represented 

within each group of income. 

 

 

5.2 Work for the environment 

 
Under this topic I have presented the consumer behavior that my survey showed and was 

relevant to this study’s research question. The questions who turned out to be of most 

importance for my study were:  

 

 Do you think people ought to work for the environment?  

 Do you think corporations ought to work for the environment?  

 Do you actually think that people work towards the environment? 

 Do you actually think that corporations work towards the environment?  

 

These questions were used in order to investigate eventual differences in attitudes for people 

of Umeå and people at Returbutiken. If a difference occurs then the motivation for people to 

buy environmentally friendly can be evaluated through that difference. According to the 

result, which can be seen in table 4 below, a difference of mean could be noticed regarding 

the first two questions; 

“Do you think it is important to work for the environment” (about 18 % difference)  
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“Do you think it is important for companies to work for the environment” (about 19 % 

difference). The difference could be determined with a significant level of 0.05 accuracy. 

There were small differences in “I think that people actually work for the environment” 

(about 6 % difference) but could only be determined through 0.1 significant level. A 

difference in the responses to the question “do corporations actually worked” could not be 

statistically determined.  

 

 

 
 

 

 

 
 

 

 
 
Table 4. The four main results regarding the questions about working towards a sustainable environment. 

This table shows the responded mean to four questions, based on a scale from 1-7. The result is divided 

into the respondent of Returbutiken and the respondents from the city of Umeå. It also shows the 

statistical significance in the t-value. 

 
To be able to evaluate any differences regarding attitudes and motivation I analyzed the 

differences in the answers between subgroups who had answered these four questions. Since 

the following graphs will only show how different groups have answered these four questions 

the same probability calculation will be conducted. The first 2 questions present a difference 

to 0.05 significant level, the third to 0.1 percent and the fourth had no significant difference. 

The fourth can, though no statistical confirmation, still show a clue on how the groups were 

represented, though critical thinking was kept in mind of this. To confirm the result, the same 

test was conducted but now also if the result would be statistical significant to the subgroups 

male and female. To increase the statistical significance one should increase the sample size 

and perform a random sample instead of convenience sample.  

 

5.2.1 Attitude difference in environmental questions between genders 

 
The first result which was presented was the difference in behavior according to location. 

Now the result of the previous four questions has been divided into the subgroups gender, 

female and male which can be seen in figure 13 below.  

 

 

 

 

 

Group Statistics 

 Where the survey took  place N Mean t- value 

Importance to work for the 

environment  

Returbutiken 96 6,45 4,134 

City of Umeå 81 5,22  

Importance for companies to 

work for the environment 

Returbutiken 95 6,48 4,407 

City of Umeå 82 5,17  

I think people actually work 

for the environment  

Returbutiken 95 4,92 1,723 

City of Umeå 81 4,44  

I think companies actually 

work for the environment 

Returbutiken 94 4,57 1,007 

City of Umeå 81 4,31  
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Figure 13. These graphs show the mean response of importance to, individuals to work for the 

environment (the left graph) and for corporations to work for the environment (the right graph.)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

. 

 

 

 

 
In figure 13 the result is divided through gender where males are to the left and females to the right. The 

blue pillars are respondents of Returbutiken and green are of Umeå. One can see that not much 
difference are present at opinions to work at Returbutiken but in the city of Umeå the females emphasizes 

working for the environment more. 

 

The left bar chart is the mean of how important the respondent thought it was to work towards 

a better environment, scaling from 1-7. The left bars are consisting of the answers of males 

and the right of females. The blue bars consist of respondents from Returbutiken and the 

green from Umeå. The result showed that no statistical significant level of difference between 

genders can be detected from respondents from Returbutiken. As the previous test the results 

did show that there was a statistical significant of 0.05 that between genders in the survey in 

Umeå that their opinion of how important the work towards the environment was different. 

Females emphasize the importance to work towards the environment more than men 

 

The right graph is the results of importance for corporation to work for the environment. As 

the previous chart the result showed that no statistical difference of gender could be detected 

at Returbutiken but females seemed to emphasize the importance for corporations to work 

towards the environment more than males. (The t-value can be seen in figure 23 and 24 in the 

appendix) 
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Figure 14. These graphs show the mean response of if the respondents think that, individuals actually 

work for the environment (the left graph)and if corporations actually work for the environment (the right 

graph.) 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
The results in figure 14 are divided through genders where males are to the left and females to the right. 

The blue pillars are the respondents of Returbutiken and the green are the respondents of Umeå city. One 

can see that a weak difference in opinions between genders at Umeå to the question if people actually 

worked but no difference could be detected if they think corporations actually worked. No difference 

could be statistically detected between genders at Returbutiken. 

 

The left chart is how the respondent experienced the actual work from individuals towards the 

environment. The result showed that no differences were detected at Returbutiken but that a 

weaker than previous difference at Umeå was detected. In Umeå a statistically significant 

difference could only be detected at 0.1 that females was more optimistic about people’s 

environmental friendliness. 

 

The right chart is how the respondent felt that corporations actually work towards the 

environment. No statistical significant difference could be detected from either location. 

Notably according to the graph the respondents seemed to believe that the average 

performance is that corporations performs slightly better than the average person in the actual 

work towards a more sustainable environment. (The t-value can be seen in figure 23 and 24 in 

the appendix) 
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5.2.2 The difference of attitudes in environmental questions between 

ages 

 
Figure 15. These graphs show the mean response of importance for, individuals to work for the environment  

(left graph) and for corporations to work for the environment (right graph), 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
The results in figure 15 are divided through age 0-30 to the left of the x-axis, 30-45 in the middle and 45+ 

to the right. The blue lines corresponds respondents from Returbutiken and the green from Umeå city. 

 

Figure 15 above is of the same question but the answers is divided into different age groups. 

As previously mentioned the groups were changed to 0-30, 30-35 and 45+ in order to be used 

statistically.  As we can see the respondents at Returbutiken, blue lines, is above Umeå, green 

lines, in importance to work both by individuals and for corporations. What can also be seen 

is that during the middle ages of 30-45 a lower sense of importance to work is experienced.  

 

This dip is greater regarding the question whether people and corporations actually work for 

the environment, which can be see in figure 16 below. The difference between Returbutiken 

and Umeå is also more narrow and even crossing in the question regarding the extent 

corporations works towards the environment. Also in the result regarding these questions 

there is a dip in optimism towards actual work for the age group 30-45. 
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Figure 16. These graphs show the mean response of importance to, individuals to work for the 

environment (left graph) and  for corporations to work for the environment (right graph), 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
In figure 16 the blue line corresponds to the average respondent in Umeå and the green to the average 

respondent at Returbutiken. 

 

5.2.3 Difference in attitudes in environmental questions based on 
income 

 
Figure 17. These graphs show the mean response of importance to, individuals to work for the 
environment (left graph), for corporations to work for the environment (right graph). 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
In figure 17 the respondents were divided through income, 0-10 000 SEK to the left of the x-axis,10-

20 000 SEK in the middle to the left, 20-30 000 SEK in the middle to the right and 30 000+ SEK to the 



40 

 

right. The blue lines corresponds respondents from Returbutiken and the green from Umeå. One can see 

that increase in income diminish the priority towards the environment 

 

In figure 17 above the same question is displayed again but this time the subgroup is income. 

The income range is from 0-10 000 SEK a month, 10 000 to 20 000 SEK a month, 20 000-

30 000 SEK a month and 30 000 + SEK. What this graphs show is that respondents at 

Returbutiken generally think that it’s more important for individuals and corporations to work 

towards a better sustainability. The graph also shows that it is more even if they think that 

corporations and individuals actually work towards the environment. What can also be 

derived from these graphs is that in Umeå the higher income you have the lower you prioritize 

the environment. Also the higher the income the less the average respondent at Umeå 

prioritized working for the environment. Unlike Umeå the respondents at Returbutiken 

generally emphasized the environment equal regardless of income, even with a small increase 

of income.  

 

In figure 18 below one can also see that increase in income decrease the optimism of how 

people and corporations actually are working. The result of the average respondent at 

Returbutiken of how individuals and corporations actually work are fairly equal to different 

groups of income and even have a small increase. Noticeable is that during low income 

people of Umeå were more optimistic to how corporation actually work than Returbutiken, 

though not statistically confirmed. 

 
Figure 18. These graphs show the mean response of the respondents experience of, individuals actually 
work for the environment (left graph), for corporations actually work for the environment (right graph). 
 

 

 
 

 
 

 

 
 

 

 
 

 

 
As can be seen in figure 18 all of the respondents  were divided through income, 0-10 000 SEK to the left 

of the x-axis,10-20 000 SEK in the middle to the left, 20-30 000 SEK in the middle to the right and 

30 000+ SEK to the right. The blue lines corresponds respondents from Returbutiken and the green from 

Umeå. One can see that increase in income diminish the priority towards the environment 
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5.3 Motivations to shop and not shop at Returbutiken 

 
In order to investigate the attitudes further the questions “why are you shopping at all or more 

at Returbutiken” and “why are you not shopping at all or more at Returbutiken” was asked in 

the questionnaire. The respondents were asked to rank the three biggest reasons to those two 

questions ranking one as the biggest reason and three as the smallest. Due to a lot of 

respondents only ranking one or two reasons and also many answered the three reasons 

without order I took the decision to add all answers to view which reasons were represented 

the most. This means that I valued all the answers equally to be able to extract a result.  In 

figure 19 below, a pie chart is presented of the most represented answer to why the 

respondents where buying at Returbutiken. The answers were extracted from all respondents 

who answered that they were buying goods at Returbutiken and in this chart no difference 

between the survey in Umeå and Returbutiken were performed. This was mainly due to me 

wanting to investigate the attitudes of the customer of Returbutiken and not the difference of 

the people of Umeå and Returbutiken. Therefore I also included people of Umeå who said 

they were shopping at Returbutiken since this answer does not pay any attention to were the 

respondent answered the questionnaire. 

 
Figure 19. This graph shows the largest reason the respondent were buying at Returbutiken. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
As can be seen in figure 19 all environmental reasons have different shades of green, CSR reasons also 

include red, and financial reasons has shades of blue. 
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In figure 19 the most represented answer regarding why the respondents shop at Returbutiken 

were because of the price (22 %) closely followed by finding potential bargains (19 %). This 

means that more than one in five of the customers are buying at Returbutiken due to the price 

and more than one out of three are there for financial reasons. At third place there is almost a 

tie between the reasons: saving on the earth’s resources (14 %) and need of the goods (16 %). 

Saving on the earth’s resources (14 %), decrease the personal influence on the environment  

(8 %) and decrease emission (2 %) are all questions about sustainability and questions of 

preservation of the environment. This makes the question of the environment bigger of an 

influence than price, 24 % compared to 22 %. If you also include supporting the initiative 

towards the unemployed in a category of CSR, it becomes an even larger factor (31 %) of 

why people buy goods at Returbutiken. One can though argue that price and bargain are in the 

same category of financial factors since bargains arise through a lower price than market 

price, thus financial reasons become by far the largest reason with 41 %. 

 
Figure 20. This graphs shows the biggest reason why the respondents were not buying at all or more at 

Returbutiken 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
This graph explains the biggest reasons respondents were not buying more or at all at Returbutiken 

 

The result of the question “why are you not shopping at all or more at Returbutiken” was less 

reliable since a lot of respondent decided not to answer this question. The amount of non 

responses to this question was almost as high as the valid amount of response. Though non 

responsive answers included people who answered 1 or 2 options thus non responsive is also 

overrepresented. The reason for this could be that the question was unclear, leading to people 
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not understanding what was questioned by them. Another reason could be that the 

respondents interpreted the question as “what Returbutiken could do to improve” and that 

they felt that no improvements could to be made meaning that Returbutiken fulfill the 

customer’s needs and expectations. This could be motivated by the fact that the answer sheet 

did not include an answer that said “No change should be made” or “No negative inputs”. 

 

As also can be seen in the pie chart above, in figure 20, the one largest respond to the question 

“why are you not shopping at all or more at Returbutiken” was “No need of goods”. The 

second highest result was availability which was mostly influenced based upon where they 

lived. This could be due to the fact that the respondents could have issues accessing cars even 

though they have a driver’s license, which 90 percent of the respondents at Returbutiken had. 

The motivation of availability can also be interpreted as more of an issue due to the fact that 

the distance of how far away from Returbutiken the respondent were living is of direct 

proportion to how often they visit Returbutiken, which can be seen in figure 25 in appendix. 

The third largest reason was lack of quality from some products of Returbutiken. 

 

5.4 Where the customers received information about Returbutiken 
 

Since this question was an open question, meaning that the respondents were able to answer 

freely, no statistical information can be presented.  While inserting the data into SPSS I also 

checked this open question discovering that mainly two reasons were presented. The first and 

most common answer was word of mouth, which means that they had heard about 

Returbutiken from friends, family, co-workers or others. The second most common answer 

was that they had read about it in the paper, from ads or articles about Returbutiken. The only 

answer which was not one of these two regarded a few people who had either worked for or 

with Returbutiken, and had learned about the initiative through that. 

5.5 Further results 

Figure 26 in the appendix shows the amount of customers at Returbutiken who had a driver’s 

license, though the question of whether they owned a car was not asked since many can 

access a car even though they do not own one themselves.  

 

In figure 27 in the appendix one can see the respondent’s general opinions of Returbutiken 

and the majority thought that Returbutiken was either “good” or “very good”. This answer is 

though bias since the majority of the respondents actually were customers themselves at 

Returbutiken. 

 

Figure 28 in the appendix shows the respondents price experience at Returbutiken and 

“cheaper” and “about the same as competitors” are almost equal in size. Only a minority 

experienced the prices at Returbutiken as more expensive in comparison to the competitors. 

This answer could be somewhat bias since “equal alternative” can either be interpreted as 

other shops of recycled goods or as competitors who sells new items.  

 

Figure 29 in the appendix shows the amount of customers willing to recommend others to 

visit Returbutiken.
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6 Discussion and analysis 

 

The result of the research will be presented through discussion and analysis based on theories 

presented in the theories section of this study. The discussion will be argued and based upon 

the researched results for this study. The graphs presented in the result chapter compared the 

results with each other, thus an inductive way of discussing the analysis was performed. Also 

as mentioned before the world “culture” is defined as acting of the group rather than the 

individuals and the size of the group is not discussed in this research. Thus cultural 

differences can not only occur within a country but a city and even between groups of people 

as well.  

 

6.1 Work for the environment 

Why do people work for the environment? It could be explained through the indifference 

curve. When people buy an item their decision is not only what to buy but also what not to 

buy. Since one’s disposal income is limited it forces people to choose between goods due to 

the fact that one cannot buy everything with limited funds. This is called opportunity cost, the 

sacrifice which has to be done in order to buy the goods, and could explain certain behaviors 

of the customer. Due to the fact that opportunity costs exist one could argue that people try to 

buy goods which give them the highest amount of utility. (Begg, et al., 2008, p.78) For 

example when buying a new table and are presented with two options, where the furniture 

costs they same and look the same but one is environmentally friendly. If the customer values 

environmentally friendliness it leads to table presenting itself to give more utility to the 

customer. If the customer values environmentally friendliness highly enough they are even 

willing to sacrifice the possibility of buying more goods in order to be more environmentally 

friendly. According to this study the respondents located at Returbutiken emphasized the 

environment more than the average respondent at Umeå. This could be due many factors such 

as different attitudes, culture, life stages, occupations or place of living, but could also mean 

that people at Returbutiken gained more utility from buying environmentally friendly goods 

than the average person in the city of Umeå. The most reasonable way to explain this is that 

consumers at Returbutiken are of a different culture. Since Returbutiken does not actively 

seek customers and people who are environmentally friendly but rely on people seeking 

information about them as an option of being environmentally friendly. People who are aware 

of the issue and want to contribute towards a more sustainable consumption finds 

Returbutiken as an option and therefore one can argue that the consumers of Returbutiken 

form a culture. The attitudes and values of the customers are similar to each other’s since they 

are all there for basically the same purpose. As mentioned earlier this could also be due to 

many other reasons and is a suggestion for further research. 

 

What also can be seen in table 4 is that there is a difference between what the average 

respondent think corporations and people should do and what they believe that they actually 

do. This creates a cognitive dissonance of their attitudes towards people and companies and 

could result into negative opinions of most companies and their actions. (Festinger, Leon; 

Bloisi, et al., 2007, p.150)  Thus one can therefore argue that CSR in general is an important 

factor when conducting sales and should therefore be taken under consideration when 

conducting marketing at a company. This is also supported by the statement: "[...]CSR can be 
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much more than a cost, a constraint, or a charitable deed - it can be a source of opportunity, 

innovation, and competitive advantage."  (Porter & Kramer, 2006, p.80) 

6.2 Attitude difference in environmental questions between genders  

The result showed that there are no differences in attitudes towards being environmentally 

friendly between genders at Returbutiken which aligns with previous researches, one study 

made by Chenyang Xiao and Aaron M. McRight, and another study made by Dr. Madalla A. 

Alibeli and Dr. Neil R. White. Though there was a small difference in attitudes towards the 

environment by the respondents in Umeå. This could be explained due to many other 

subgroups such as income, occupation or culture. Also, as stated by the research of Dr. 

Madalla A. Alibeli and Dr. Neil R. White, the differences could still be common since 

attitudes and culture could be local for countries, cities and even between small groups of 

acquaintances. (Xaio & McCright, 2012, p.1081; Alibeli & White, 2011, p.166)  Thus the 

result of the difference between genders at Umeå could either be explained through a cultural 

occurrence which also differs from the culture of the customers at Returbutiken. This result 

also support the previously discussed result of difference in culture between Returbutiken and 

the city of Umeå. It could also be explained through a statistical error of type one, that the null 

hypothesis is rejected though it should be accepted. 

6.3 The difference of attitudes in environmental questions between 

ages 

Age is of importance when researching consumers since not only the maturity and priority 

change with age but one’s stage of life. Life stages are commonly researched through one’s 

occupation such as working, students, and retired but also the marital status, whether the 

respondents are married, single or in a relationship. (Armstrong & Kotler, 2009 p.170-171) 

The result showed that these were not any major factors in thoughts about the environment 

but age proved to be more significant. The occurrence that the younger and the older 

prioritized the environment more than the middle age at both research locations first show that 

the culture does not differ between the culture of Returbutiken and the average respondent of 

the survey in Umeå. This means that the average middle age respondent in this survey does 

have a different attitude towards working for the environment which could be due to different 

reasons.  

 

The most common is for a person to start settling down and create a family which occurs 

during the middle age which could motivate why they start to prioritize the environment less. 

This could be argued since having babies, buying a house and car, costs a lot of money 

leading to a decrease in their disposable income. This could mean that basic needs such as 

safety, psychological needs and belongingness gets higher priority than self-actualization. 

Thus it is not the recycled goods which give utility but the good itself leading to the steps of 

Maslow’s hierarchy of needs are lowered. (Benson & Dundis, 2003, p.316-319) One does not 

care as much for prestige and self-fulfillment but rather put money and effort into the family 

instead. This does not mean that families do not buy at Returbutiken since almost half of the 

customers thinks that the price is cheaper or the same price as the competitors. This just 

means work towards the environment as whole which most often means a more expensive 

way of doing it. 
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Why the younger emphasizes the environment could be explained through generation Y. This 

generation was born between 1981 and 2001, grew up with environmental issues and are 

highly aware of what influences they have on the environment. (Black, 2010, p.92)  Thus the 

awareness creates opportunities for them to become more environmentally friendly. This is 

due to the fact that they are also more experienced how to be environmentally friendly and 

more efficient leading to their opportunity costs decreases. (Dordai & Rizzo, 2006, p.301) 

Their disposable income limits their ability to climb on Maslow’s pyramid of needs but the 

pyramid is not absolute. Their priorities of environment could be argued for being included 

into ones personal environment thus becoming a part of safety and security. This could be 

argued since everyone is affected by the environment and since they are more aware of the 

local environment and the size of the issue thus it becomes more personal towards them. 

 

The argument about prioritizing one’s family could also explain why the priority towards the 

environment increases when viewing the age group 45+. This is due to the fact that they still 

have a disposable income but their family size decreases as the children moves out. Thus the 

attitudes towards the environment they previously had can arise again and could also lead to 

them trying to compensate for their input on the environment. The compensation could be due 

to the fact that they neglected the environment for other priorities and once the opportunity to 

become environmentally friendly arises again. Because many are forced to prioritize the 

family over the environment a cognitive dissonance occurs when one is forced to buy goods 

that are cheaper but is bad for the environment. Once they are able to be environmentally 

friendly again their actions could manifest itself as guilt due to the personal influence on the 

environment thus trying to compensate their previous actions. This also explains why middle 

age people are still buying at Returbutiken as many experienced it as cheaper. It can also be 

argued due to the fact that the answer “lowering personal influence to the environment” was a 

common answer as a reason why the consumer was shopping there. 

 

One should also keep in mind that the age group of middle ages had a smaller age span than 

the other groups, thus the result can differ in the young and the older. 

6.4 Difference in attitudes in environmental questions based on 

income 

Economic situation of the individual is of importance when viewing consumptions of certain 

groups of products. This could be due to the fact that different income levels come with 

different cultures and different life styles. As can see in figures 17-18 income is of importance 

to the average respondent in the survey conducted in Umeå. This shows that cultures differs 

between income groups in Umeå and also that these cultures emphasizes the environment less 

the higher the income. Income difference at Returbutiken does not differ significantly which 

shows that either the motivations of the consumers at Returbutiken emphasis the environment 

regardless of their income or the culture of Returbutiken is stronger than the culture of 

income. This could create cognitive dissonance to the environment they live in if one is forced 

to either be more or less involved in work for the environment. Thus this result strengthen the 

statement that the consumers at Returbutiken could be regarded as a culture where the 

variable of income is not of importance.  
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According to Maslow’s hierarchy of needs the better economical situation a person has the 

more a person can pursue self-actualization such as self fulfillment and experiences. (Benson 

& Dundis, 2003, p.316-319) This theory could be interpreted either as a person pursue to 

fulfill their own goals in life for example, a long dream of being an artist, or it could mean 

that the person wants to fulfill themselves through acts of kindness.  Acts of kindness could 

for example mean working for free helping others or it could mean that they sacrifice quantity 

giving them a higher utility even though they receive less goods. As can be seen in figure 17 

and figure 18 both graphs show that they believe the importance to work and that the work 

which is actually performed is diminished with increased income based on the survey 

performed at Umeå. This could mean that the average respondent in Umeå in this research 

generally value self-fulfillments towards oneself rather than towards others. Thus the quantity 

of personal experiences and potentials are of more importance thus giving them a higher 

utility. It could also be due to richness has come quickly which could lead to lagging behind 

in personal growth. Thus some steps of the esteem needs can remain meaning that one are 

greatly influenced by prestige, status and to show off accomplishment. 

 

On the other hand the respondents from the survey at Returbutiken showed no difference 

based on income but were rather stable at all levels of income. This could mean that the 

respondents of this survey at Returbutiken creates fulfillment through acts towards the 

environment, buying recycled goods. This gave them more utility than buying a larger 

quantity of goods. 

 

This result could also be explained through beliefs and attitudes such as the value-expressive 

function, which explains that people’s attitude towards the product is not necessarily of 

importance but rather the self concept of being environmentally friendly. (Solomon, 2009, 

p.282-283) This could be argued for due to the level of awareness towards environmental 

issues the respondents proved to have. Due to the fact that the culture of Returbutiken 

emphasis on environmental issues it is of importance to show to one’s own peers their work 

and that they are buying environmentally friendly goods. This also explains why the culture 

of the respondents of Umeå does the opposite. The culture of Umeå could be that goods are of 

importance for ones status thus buying new and expensive goods could be more of an 

importance than the goods itself. This behavior could also be explained though the ego-

defensive function which is a defense mechanism and a form of cognitive dissonance. (Ibid. 

p.283) Cognitive dissonance may occur when, for example someone is forced to act on pride 

and prestige through their culture even though they would like to work more or less for the 

environment but need to keep image the life style they are living. (Festinger, Leon; Bloisi, et 

al., 2007, p.150)  

6.5 Motivations to shop and not shop at Returbutiken 

Since the average person is bombarded with information about what to consume and what to 

do screening called selective attention occurs. This screening enables one to ignore what they 

feel are unimportant for them and emphasizes their attention towards products they can relate 

to. (Kotler & Keller, 2006, p.186-187) In this case one could argue that the people who 

consume at Returbutiken emphasize their attention towards recycled goods since the CSR 

purpose to buy are larger than what is related to price, price and bargain.  
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According to this survey the two most important factors of the marketing mix when 

consuming recycled goods is the product and the price. (Menegaki, 2012, p.34) The most 

important factor according to the result in this study was the financial aspect of the purchase.  

Most respondents found that the price was either equal of cheaper than the competitors 

compared to Returbutiken. Also this could be motivated with this study’s result that the most 

common answer why the respondents were shopping at Returbutiken were the price whereas 

the second most common answer was to find bargains. The product of recycled goods is 

according to this study still an important factor since many of the consumers were motivated 

to buy that product for different reasons. If adding all CSR related motivation to buy together, 

support the initiative towards lowering unemployment, sparing the earth’s resources, limiting 

personal influence on the environment it becomes a larger factor than price, though financial 

reasons together still have more of an influence. Promotional tools are kept to a minimum due 

to lack of funds but the loyalty from the customers compensate this with word to mouth which 

was the most common answer to how the respondents had heard about Returbutiken.  

 

The place is also of less importance, but presents itself as a problem based on the decrease of 

the amount of visits at Returbutiken the longer they live from Returbutiken. Some companies’ 

uses price and promotion to compensate the issue of place but Returbutiken do not have the 

funds to neither lower the prices nor to use promotions. The customer’s attitudes and values to 

the price and the product compensate the bad placing and the low amount of promotion. Since 

Returbutiken emphasizes on cheap environmentally friendly products not many competitors 

exist in these types of goods. This can be explained by the indifference curve due to the fact 

that most respondents thought that Returbutikens prices are either cheaper or about the same 

as the competitive products thus the aspect of environmental friendliness gives the product a 

higher utility. This leads to the consumer being more willing to buy products at Returbutiken 

to increase their utility of consuming. One aspect which contradicts this is that some people 

do not want to buy used goods since they don’t know the history of the good and a lower 

quality could be presented.  

 

An argument which also shows that the customers at Returbutiken gains more utility from 

buying recycled goods were that when they were asked why they did not buy at all or more 

the most common answer was “no need for the goods”. Thus one can argue that their 

indifference curve based on interior design goods is maximized from the purchases at 

Returbutiken. This could be due to the fact that they felt that no further goods can create more 

utility for them. (Begg, et al., 2008, p.77) Though it can also be because they feel that the 

product are inferior compared to other products and therefore feel that other products, such as 

newly produced products, creates more utility. This question also presents the issue of 

location which could either be based on those who do not buy at all at Returbutiken or those 

who buy less. One can argue that those who do not buy any goods at all does not experience 

that the deed justify the means and thus the location present itself as an important issue. This 

could also be that the consumers do not find many problems with Returbutiken as a whole but 

for their own convenience it would be easier for them if the shop was located closer. The fact 

that both answers regarding who were not shopping and those who were shopping at 

Returbutiken answered the same question of “Why are you not shopping at all/more at 

Returbutiken” one cannot for certain make a statistically generalization between the two 

groups. The question was mainly aimed towards highlighting that people may be 

environmentally aware and engaged but decided not to buy recycled goods for other reasons, 

such as poor quality. 
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This means that the stronger the attitudes and beliefs towards the environment the customer 

has the more likely they are to overcome issues as knowledge about the store, location and 

quality. This is though eased by the fact that most of the customers owned a driver’s license 

thus making traveling to Returbutiken more easy.   

6.6 Where the customers received information about Returbutiken 

The next level of attention is Selective distortion, how the consumer interprets the received 

information. This can be seen at Returbutiken as loyal customers who often revisits and 

spreads information about Returbutiken to others, word of mouth.  

 

Since the brain can only store a limited amount of information the information that align with 

one’s attitudes and beliefs are more likely to be stored and transferred to others. Once again 

this can be seen as the most common way to receive information about Returbutiken as it 

could occur from loyal customers through word of mouth. (Kotler & Keller, 2006, p.186-187) 

 

This means that Returbutiken is somewhat forced to work with greenmuting and let the 

initiative speak through their customers. (Grant, John; Olausson, 2009) This creates a higher 

degree of validity for Returbutiken and the work presents itself to be more genuine. The 

question of if the respondents were willing to recommend people they know to visit 

Returbutiken resulted in that almost everyone could see themselves recommend Returbutiken 

to someone they knew.  This can be seen in figure 29 which also arguably confirms the 

effectiveness of greenmuting. 

 

The result of this study regarding the amount of people that received information from their 

peers shows that greenmuting for Returbutiken works and therefore creates a more positive 

experience to the customers, giving the customers the satisfaction and utility, to feel that they 

have done something good for the environment. The awareness and knowledge about the 

work of Returbutiken is vital since the awareness is needed for a behavior to change. The 

awareness is first acknowledged by some customers who remembers the information since it 

align with their attitudes, and then continue with spreading that information to their peers, 

thus the information is passed on and a change in behavior is possible. This is possible since 

attitudes are easier to change than values but still highly influences the decision making. One 

can though, as already mentioned, argue that some customers are consuming at Returbutiken 

only due to the experienced cheaper price. This statement is though somewhat disproved due 

to the result showing that customers emphasizes the environment more than the average 

respondent in the city of Umeå. 

 

Another reason for people to communicate that they are shopping at Returbutiken could be 

the image of it.  The willingness to belong to a culture or to show that one belongs to a culture 

one put their effort into could mean that the information of the initiative is spread to others. 

6.7 Conclusion 

This study aligns with previously conducted studies that CSR is an increasingly important 

factor for corporations to handle, though dependable on the market. What this study shows 
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though is that it is more important to some people than others. Those who prioritize the 

environment feels, according to this study, that environmentally friendliness is almost as 

important as the price when purchasing interior design items.  

 

The study also shows that the positive effect on the people prioritizing environmental 

friendliness is very strong. The word to mouth effect of CSR such as greenmuting creates new 

opportunities for companies with small marketing budgets to create good publicity. Which in 

turn is enabled since this group of people is so committed that they find methods in order to 

be environmentally friendly themselves. Thus supplying products that fulfill these needs a 

lower marketing is required whereas the company saves money. 

6.8 Future studies 

My suggestion for further research regarding this subject is to conduct the same study but in a 

larger scale to confirm on a national level that there are is a difference of attitudes between 

those who are buying environmentally friendly goods and those who are not. If this could be 

confirmed on a national level this would enable even deeper research, through qualitative 

methods, to examine what those preferences are and which ones are of importance when 

buying the goods. 

 

This would enable companies to better satisfy their customers’ needs and therefore become 

more effective in their production. It could also show companies the importance to carry out 

social responsibilities and also show the downside of not conducting it. This could also help 

non-profit organizations and social responsible corporations to be more effective in their 

marketing and the actions which they perform in order to create social value. 
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7 Degree of truth 

 
Here the strength and weaknesses of this research will be presented and discussed. This is to 

clarify for the reader the implications of the results and analysis in this paper. Also the terms 

validity, reliability and replicability will be discussed and presented in order to ease critical 

reviews of this study. 

7.1 Reliability 

“High reliability is vital in order to have a high validity in a research.” (Dahmström, 2005,  

p.334) 

 

Reliability concerns if the research is testing researches what it claims to be researching. It 

regards whether the questions in the research are consistent with the concept of the study.  

(Trost, 2007, p.64) In order to have a valid reliability one needs to follow the stated research 

question and the purpose of the study. In this research the research questions subject was 

recycled goods and what attributes are of importance when consumer is environmentally 

friendly. Karin Dahmström says that “Reliability is the degree of authenticity.” (Dahmström, 

2005, p.334) towards the questions thus the questions in this research were made to cover 

environmentally friendliness as a whole. This was to be able to examine attitudes and values 

rather than stating more in depth questions, which is more of a qualitative method. This was 

to avoid leading questions and to receive a higher reliability in the survey. The reliability was 

increased due to the fact that the questions were simple, to avoid confusion. Since I personally 

handed out all the questionnaires the reliability was also increased due to the fact that the 

respondents were able to ask follow-up questions if there were questions which they did not 

understand. It is also of importance that all respondents are confronted with the same method, 

the situation should be similar, and one should not be forced to answer the study since it gives 

a less accurate result. (Trost, 2007, p.64) 

 

There were though some issues, as already mentioned, with the questions “why are you 

shopping at Returbutiken” and “why are you not shopping at all/more at Returbutiken” due to 

the fact that many respondents did not rank the three reasons and some did not give three 

reasons at all. This could be due to many factors such as the respondents did not have three 

negative things to say about Returbutiken or that they misunderstood the question. In order to 

raise the reliability on these two questions all answers were prioritized as one “vote” and all 

respondents were thus given three votes to what was good and to what could be improved. 

 

What showed to be the most important questions in this study where though the questions of 

how much one emphasized the environment and how they believed people and companies 

worked for the environment. These were stated towards the environment as a whole in order 

to gain more reliability thus they were not stated towards recycled goods. People could have 

thought that the questions where stated towards Returbutiken but to avoid confusion these 

questions were stated on their own page. Also the questions stated how people work towards 

the environment and companies thus they should have not been able to confuse them with 

how Returbutiken works. Summarizing if this questionnaire were to be researched again one 

should receive a similar result to what has been presented in this paper. 
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7.2 Validity 

”Validity traditionally means that the instrument and questions used shall measure what it is 

supposed to measure.” (Trost, 2007, p.65) 

 

Bryman and Bell states that there are four different types of validity to evaluate the strength of  

a research’s validity. First is measurements validity, whether the answers to the questions 

really answer what one is looking for or not. Second internal validity, which is if the tools and 

measurements which is used to examine the data is reliable and if the conclusions that can be 

made out of those data are valid. Third is external validity which is the concern if the concept 

of the research can be used outside of it context, for example to explain other questions or 

used for other research. The fourth is ecological validity and is the concern if the research 

explains people at a daily basis, for example a research may be valid but does not explain any 

daily occurrences but a theoretical scenario. (Bryman & Bell, 2011, p.42-43)  

 

According to the measurement validity this research is fairly weak due to the fact that the 

purpose of this study were to examine the recycled goods but in order to avoid leading 

questions recycled goods were segmented as being environmentally friendly. The question 

basically gives the same answer but no difference can be evaluated between for example 

ecological goods and recycled goods. In order to conduct that evaluation further research is 

needed thus this research does not claim to give a solid answer but to give a hint of a 

probability. The questions were also developed to be more general in order to raise the 

reliability, “High reliability is vital in order to have a high validity in a research” 

(Dahmström, 2005,  p.334).  

 

The tool of evaluation which was used was mainly SPSS which is a statistical program where 

the calculations were conducted within the program. The variables were chosen in the way 

that the respondent had all the options needed to respond but if they felt something was 

missing they were able to write down their own alternative. The grading system of 1-7 were 

also picked due to the fact that if you have a scale of 1-5 or 1-10 most people tend to answer 

in the middle. Thus to avoid this occurrence the uncommon number of 1-7 were chosen to 

give the respondent enough alternatives to choose from but also to increase the internal 

validity of it.  A financial professor also helped evaluate and process the data in SPSS so that 

it would be statistically evaluated. He also confirmed that since the purpose of the study were 

to describe and discuss no further statistical tests were needed. 

 

The external validity of this research is fairly low due to the amount respondents, since they 

were split into two groups, and due to examine cultures which often is based upon one’s 

location. For more information about how generalizable this research is see chapter 7.4. 

 

Since this research evaluates the consumers and non-consumers of Returbutiken, their habits, 

opinions and attitudes, the result of this research could be used outside of this paper. Though 

caution is advised since the results are not stated facts but hints towards how it probably is. 
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7.3 Replicability 

Replicability is closely associated with the term reliability and states whether or not one can 

copy the research and conduct it oneself.  In order for a research to be replicable the situation 

where the study took place cannot be unique or a onetime happening. (Bryman & Bell, 2011, 

p.41) There are many other types of recycle stores in Sweden where they are also most 

commonly run by the municipality. Thus according to the availability to conduct the same 

kind of research there is potential at many locations though the result may vary due to 

differences in culture, income and/or age.  

 

To summarize the replicability one can replicate this survey at many places in Sweden but the 

result may vary based upon that location. 

7.4 Generalizability  

As previously mentioned this paper is not generalizable towards other areas or to the 

population of Umeå but shows how the population most probably look like. For example the 

result of the difference between Umeå and Returbutiken at the question “do you think people 

actually work towards the environment” only shows a statistically significance to 0.1. To the 

question “do you think companies actually work towards the environment” no statistically 

difference could be measured at all. This research showed the differences as can be seen in the 

tables but cannot be statistically confirmed. Also the difference between the different 

subgroups which these question were divided into were not all statistically tested but when 

discussing this matter with the financial professor and my supervisor this result still show how 

it probably is but as already stated could not be statistically confirmed. One can still evaluate 

the result and make conclusions of it though clearly state that it is not absolute fact but 

statistical errors could and probably do occur in this study. If the result in this paper ought to 

be confirmed a larger study should be performed but since this was conducted through a 

comparative design twice the amount of respondents ought to be asked compared to a regular 

case study. Thus due to the fact that a comparative study was conducted the external validity 

is lowered since all the respondents are cut in half and evaluated compared to each other.  

This means that if a higher external validity is preferable then perhaps a different choice of 

design should be made or more questionnaires should be handed out. Since this paper is 

statistically weak statistical errors can occur. Thus the paper could both have type I and type 

II statistical errors, both that the hypothesis were rejected even though in reality a statistical 

difference occurred and when no statistical difference occurred but the hypothesis were not 

rejected. This was also taken under consideration but as previously mentioned the result is not 

claimed facts but hints to what could be. This could also mean that result which was of no 

significance in the presented result could have been of importance but neglected due to type II 

error. 
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9 Appendix 
 

 

Figure 21. The conducted questionnaire. 

 

Tack för att Du tar dig tid att svara på denna enkät. Resultatet kommer användas i min 

kandidatuppsats inom företagsekonomi som undersöker attityder till miljöprojektet 

Returbutiken Umeå 

 

1. Kön 

 

Man Kvinna 

   

2. Civilstånd 

 

Gift/Sambo Singel förhållande   

 

3. Ungefär hur många kilometer har du till returbutiken från där du bor 

 

______km 

 

4. Ålder  

 

0-18 18-30 30-45 45-65 65+ 

 

5.Barn 

 

Ja Nej 

 

6. Körkort 

 

Ja Nej 

 

7. Utbildning 

 

Grundskola Gymnasial utbildning Eftergymnasial utbildning  

 

8. Sysselsättning 

 

Arbetssökande Arbetande Studerande Pensionär 

 

9. Din nettoinkomst i månaden (efter skatt) 

 

0-10 000  40 000-50 000  

10 000-20 000 50 000- 60 000 

20 000-30 000 60 000+ 
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30 000- 40 000 

 

10. Vet du om vad returbutiken är? (om nej gå vidare till fråga 19 ) 

 

Ja Nej 

 

 

 

11. Hur känner du till returbutiken? (Skriv) 

 

.................................................................................................................

.................................................................................................................

................................................................................................................. 
 

12. Vilken är din attityd mot Returbutiken  

 

Väldigt bra Bra Neutral Dålig Mycket dåligt 

 

13. Handlar ni på returbutiken (om nej gå vidare till fråga 19 ) 

 

Ja Nej 

 

14. Ifall ja, hur ofta då inom det senaste året 

 

varje dag varje vecka någon/några gånger i månaden någon/några gånger per år 

 

15. Hur upplever du priserna hos returbutiken jämfört med likvärdigt alternativ 

 

Billigare Dyrare Ungefär samma 

 

16.Vet du vilket syfte returbutiken har? 

 

Ja Nej 

 

17. Av vilken anledning besöker du returbutiken (Ange ett alternativ) 

 

Söka efter specifik vara Spontanhandla        Stödja miljövänligheten         

 

Stödja arbete mot arbetslöshet 

 

18. Ranka vilka dom tre största anledningarna till att du handlar på returbutiken  

 

Pris Kvalitet Tillgänglighet Behov av varorna  

 

Spara på jordens resurser Minska personlig påverkan på jorden Stödja initiativet för att  
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Minska arbetslöshet   Bra varuutbud Fynda  

 

Minska utsläpp Övrigt______________________ 

 

 

Returbutiken är ett initiativ av Umeå kommun för att minska arbetslösheten. Detta 

genom att skapa sysselsättning genom att renovera och sälja saker som kommun eller 

privatpersoner skänker till Returbutiken. På så sätt skapas både en hållbar utveckling 

inom kommunen samt fler arbetstillfällen.  

 

19. Influerar syftet dina köpvanor och i så fall positivt eller negativt? 

 

Positivt Negativt Påverkar ej 

 

 

20. Skulle du kunna tänka dig rekommendera för en familjemedlem/vän att handla på 

returbutiken? 

Ja Nej 

 

21. Ranka vilka tre du anser är dom största anledningarna till att du INTE handlar alls eller 

mer på returbutiken (1 är den största anledningen) 

 

Tillgänglighet Pris Kvalitet Inget behov av varorna  

 

Dåliga öppettider Dåligt varuutbud Annat_____________________ 

 

22. Nu när du känner till syftet hur kommer det påverka dina framtida köpvanor hos 

Returbutiken? 

 

Mer Mindre Oförändrad 

 

23. Jag tycker det är viktigt att varje individ arbetar för en bättre miljö   

(1 Håller inte med alls 7 Håller helt med)  

 

1 2 3 4 5 6 7 

 

24. Jag tycker det är viktigt för varje företag att arbeta för en bättre miljö  

(1 Håller inte med alls 7 Håller helt med)  

 

1 2 3 4 5 6 7 

 

 

25. Jag tycker att individer arbetar för en bättre miljö  

(1 Håller inte med alls 7 Håller helt med)  

 

1 2 3 4 5 6 7 
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26. Jag tycker att företag arbetar för en bättre miljö (1 Håller inte med  alls 7 Håller helt med)  

 

1 2 3 4 5 6 7 

 

 

 

 

 

 

 

 

 

Figure 22. Independent sample test 

Independent Samples Test 

 Levene's Test for Equality of 

Variances 

t-test for 

Equality of 

Means 

F Sig. t 

Importancetowork 

Equal variances assumed 87,169 ,000 4,359 

Equal variances not 

assumed 

  
4,134 

Importancecompanytowork 

Equal variances assumed 95,790 ,000 4,617 

Equal variances not 

assumed 

  
4,407 

Ithinktheywork 

Equal variances assumed ,005 ,942 1,723 

Equal variances not 

assumed 

  
1,722 

Ithinkcorporationwork 

Equal variances assumed 5,367 ,022 1,007 

Equal variances not 

assumed 

  
1,022 

 

This is the conducted T-test of importance to work towards the environment, importance for corporation 

to work towards the environment, which the respondents actually think people work towards the 

environment and if corporation actually works towards the environment 
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Figure 23.T-test on the mea based  gender in Returbutiken 

 

Figure 24. T-test on the mean based on gender at Umeå 

  
These two independent sample tests show the gender as the group variable, not where the survey took 

place. This is to test the variables individual of each others, if there are any differences between the 

genders and not only if there are any differences of Returbutiken and Umeå. As can be seen the same 

results was extracted as when the group variables were where the survey took place. 

’ 
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Figure 25. How often consumers were shopping compared to how far they lived from Returbutiken 

 
 

 
This graph shows how often the customers visits Returbutiken compared to the mean distance they are 

living from Returbutiken. As can be seen the closer one lives the more often do they visit Returbutiken 
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Figure 26. The amount of respondents who had a driver’s license 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



64 

 

 

Figure 27. The attitudes from consumers about Returbutiken 
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Figure 28. The price experienced by the respondents compared to comparative alternative 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 29. This respondents willingness to recommend others to visit Returbutiken 


