
 

Green Products: A Study on Young & Native 

Swedish Consumers’ Purchase Intentions of 

Green Products 

 

Author:  Md. Minur Rahman 

Supervisor:  Peter Hulten 

 

 

Student 

Umeå School of Business & Economics 

Spring 2013 

Master‘s Thesis, 1st year, 15 hp 



ii 
 

 

Abstract 

 

The aim of this study to explore the green products purchases intentions of the young & native 

Swedish consumers. Many studies have done on the green products and consumers of green 

products. Researcher also focused on the consumers‘ and their purchase intention based on the 

age. Some studies conducted only on the young consumers of a particular country. However, this 

study focused on the young consumers of Sweden. 

Attitude, knowledge and friends and family influences are considered as the three basic factors 

of this study. I tried to investigate the influence of these three factors on the green purchase 

intentions of young Swedish. The Theory of Planned Behavior is used to predict human 

behavior. The theory is on the basis of three factors, those factors are attitude to the behavior, 

subjective norms and perceived behavior control. As mentioned before that I have considered 

three factors for this study and theses three factors are related with the other three factors of the 

Theory of Planned Behavior. 

This research used quantitative method, and quantitative method requires large numbers of 

sample. To fulfill the quantitative method‘s requirement on sample numbers, I have considered 

190 young Swedish from different places of Umeå and Stockholm. 

Analysis of the consumers‘ response showed me positive response of young consumers on green 

products. The TPB helped me to explain my three factors as these factors are related with the 

factors of TPB. All the factors I have considered are positively explained and supported by 

Theory of Planned Behaviors. 

Findings of this study describes that Swedish are environment conscious consumers. They have 

positive knowledge, attitude on green product and intention to buy green products. As this study 

was based on young Swedish and they have showed their positivity on the green products and 

indented to purchase green products in future. 

 

Keywords: Green Products, TPB (Theory of Planed Behaviour), F & F (Friends and Family), 

Attitude, Knowledge, Intention, Young    
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1. Introduction 

This introducing chapter introduces the background of the problem and discussion about the 

problems. Thus the aim of this introducing chapter is to help the reader to understand the topic 

of the thesis, the research gap and need for the study. 

1.1 Background of Study: 

It is not that long ago since,  human beings have started to show their interest on the environment 

and protection of environment (Rios et al., 2006 ,p.26).The term ‗environmentalism‘ or concern 

for environment has been spread over the world because of some specific reasons that are linked 

with environment such as green house, acid rain, ozone layer depletion because of CFC and so 

on (Jain & Kaur, 2004, p.187).Late of the 60s and early of 70s are the two decades for beginning 

human interest on environment and environment improvement (Rios et al., 2006, p.26). 

Protecting the environment and the world is not an issue that appeared all on a sudden. It took 

several decades to have a strong position in the human mind. Environment protection issue was 

firstly raised in the developed countries. Issues concerning health and environment protection 

were raised in the US in 1960s. Health and environment conscious Americans started growing 

awareness about the environment during the 60s (Klonsky & Tourte, 1998 cited in Fotopoulos & 

Krystallis, 2002, p.730). Awareness for environment accumulated 75% of total population from 

different developed and developing countries of the world who cared for the environmental 

issues (Rios et al., 2006, p.26). 

The Secretary General of UN stated his worrying about environment related problems. He also 

mentioned that, the environmental change is one of the major problems for the world at this 

moment. Environment related crisis increasing with the same notion of other crisis‘s like health 

and safety, security, economic, and food production. However, it is still possible for residents of 

the world to save themselves from the most fatal environmental change. Conversion of 

hydrocarbon depended energy consumption into environment friendly energy consumption is 

one way for world‘s population to get rid environmental problem (UNEP, 2013). 

Climate changing issue might help consumers to think about the environment and might lead 

them to change their consuming pattern. For example, one survey made by Roper in the U.S. 

found that American consumers intend to save electricity in their home. Besides, they want to 

buy recyclable newspapers, cans, bottles and intend to buy other products which are made and 

packed by recyclable materials (Ginsberg & Bloom, 2004, p.80). 

Now a day, small countries‘ companies are showing their consciousness and responsibility for 

environment. For example, Rahimafrooz is the largest battery manufacturer company in 

Bangladesh. This company produces lead-acid battery, with 200 varieties of batteries and export 

over 44 countries of the world. This company shows it‘s commitment towards environment by 

establishment of advanced technologies for battery manufacture and safer disposal of old 

batteries. To ensure safer battery disposal, Rahimafrooz buys old batteries from the users 

(Rahimafrooz, 2013). 

Forced to be ecological at initial stage came from the NGO‘s and native environment conscious 

people who were involved in environmental safety and security of the developed countries. 
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Initial environment concerns came from different groups‘ and organizations‘ pressure, later 

spreads in consumers and they become aware of the environmental problem to avoid the side 

effects of conventional product and require for the environment friendly product (Jain & Kaur, 

2004, p.187).Consumers consciousness on the environment and their demand for the 

environment friendly products, bound marketers to make environment friendly products (Ghosh, 

2010, p.83). 

Nowaday‘s many business firms are involved with environmental conservation and have 

included green technology in their production process. They have also modified their marketing 

strategy and included environment friendly steps in their marketing channel (Alsmadi, 2007, 

p.340). Environmental issues in consumers‘ mind have influence on consumers‘ attitudes and 

attitudes have effects on consumers‘ purchase intention of products (Singh et al., 2011, p.100). 

Consumer‘s concern for environment created new segment for marketer and this segment 

became known as ecological or green consumer segment (Paco & Raposo, 2009, p.365).  

Through this segment marketers can differentiate their product or services from other firms or 

company and get the green consumer loyalty being a green producer. Marketers also need to 

fulfill legal obligation to be certified as green products manufacturers. For example, Thogersen 

(2006, p.150) described that in Denmark, any company cannot sell their products as 

green/organic unless the products are certified by respective authority to issue green 

certificates/labels. 

Companies have started to choose different media (paper, electronics) to send the information 

about their product or service to consumers who are interested to use environment friendly 

products. Advertisements‘ message encourages and explains how the green or environment 

friendly product can be beneficial for the consumer as well as for the environment. Those 

messages are expected to motivate consumers to buy more green products (Rahbar & Wahid, 

2011, p.76). Davis (1994, p.26) mentioned that consumers have positive response on those 

companies product advertisement, who have previous reputation as environment concern 

business organizations. Hence, companies are now clearly more concerned about the consumers‘ 

green product perception and want to take advantage of consumers‘ green loyalty for their 

products or services. 

It took the common consumers quite a many years to be aware of issues related to environment 

and become concerned about what they are consuming and the impact on the environment. 

European consumers started to show the signs of environmental consciousness and spread the 

acceptance and popularity for the environmental issues from the mid of 1980s (Greenan et al., 

1997 cited in Fotopoulos & Krystallis, 2002, p.730). Green products and green consumerism 

issues were raised during the decades of the 70s and 80s as a consequence of huge media 

coverage about environment protection issues and increased consumers environmental 

consciousness (Strong, 1996, p.10; Roberts, 1996, p.217).Consumer concern about environment 

has increased significantly during the last two decades. At the beginning of their concerns on 

environment and environment related problems, they were looking for finding out the solutions 

for environment problems, later consumers were aware of their responsibility for product 

purchase (Fraj & Martinez, 2007, p.26). But the actual environment-friendly consumers have 

grown in the 1990s, which were careful about environment and society. They also required to 

know about the product produced in environment friendly way or not (Strong, 1996, p.7). 
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Approximately 90% of American people show consciousness regarding product purchase 

(Cramer, 1991 cited in Schuhwerk & Hagius-Lefkoff 1995, p.45).Consumers consciousness 

made companies bound to make changes in their products and launch environmentally harmless 

products for environment (Schuhwerk & Hagius-Lefkoff 1995, p.45). Relationship amongst the 

environment, consumer behavior and marketing have been focused and prioritized in academic 

literature for the last two decades. Two reasons have been identified behind this attention. 

Firstly, people became aware about the environmental issues and companies increased their 

green or environment friendly marketing activities focusing the environment concerned 

consumers (Paco & Raposo, 2009, p.365). Secondly, increasing awareness for the environment 

and demand of consumers for the environment friendly products have reluctant companies to 

switch for green products‘ production and marketing (Jain & Kaur, 2004, p.188). 

Buying intention of consumer is influenced by different factors and knowledge is one of those 

factors. Awareness and information are considered as other significant factors (Teng et al., 2011, 

p.113). Knowledge is the central factor that leads the other factors such as attitudes and behavior 

(Mainieri et al., 1997, p.198). Consumer‘s decision to purchase green products depends on 

his/her preference for green products. Consumer‘s knowledge and previous experience on green 

products stimulates him/her to buy green products in future. (Young, et al., 2010, p 28).Chan 

described culture and psychology as two main factors to have influence on consumer actions or 

buying process (Chan, 2001, p.404). 

These days, children can receive more information and knowledge about environment through 

education. Those who are grown up with the education on environment obviously would show 

more interest on environment friendly products. According to Straughan & Roberts (1999, p. 

561), education and environmental issues have positive relationship. 

Environmental education and training would be more beneficial if it could be related to the 

personal norms till adulthood. Someone‘s personal norms are related to social norms. Social 

influencers like celebrities, inspirational leaders or favorite TV shows can influence people to 

use environment friendly products and stop consuming environment unfriendly products (Minton 

& Rose, 1997, p.45). Some previous study about Swedish consumers also represent that, 

Swedish consumers responsiveness for the environment is high (Orsato, 2006, p.134). Another 

study about young consumers shows that, Young consumers have optimistic attitude for 

green/organic food, and will buy organic food in future (Magnusson et al., 2001, p.224). Finally 

on the basis of background like environmental issues and young Swedish consumers the author 

describes research problem. 

1.2 Research problem: 

According to UNESCO the people who are from the age of 15-24 years are called young people. 

While the African youth charter mentioned in every person between the ages of 15-35 is called 

young (UNESCO, 2013). On the other hand Erikson described that a person can be considered as 

young and adult if s/he is in the age range from 20-40 (Eriksson, 2012). However the definition 

of the young consumers varies from culture to culture and people‘s own perception. Different 

sources have described people as young in different age scale. In that respect to overcome the 

ambiguous age range I am agreeing with Erikson & African youth charter and considered young 

from age 18-36. As I mentioned before young age varies culture to culture. And my personal 
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experience in Sweden is that Swedish citizens who are in the range of 35-40 consider themselves 

as young.    

Many studies have done on the green products‘ present usage and the prospect of the green 

products. The studies previously conducted focused on the general people not specific group as 

young consumer (Hughner et al., 2007, p.94; Magnusson et al., 2001, p.224; Alfredsson, 2004, 

p.513). 

Maya et al. described that Europe is the second largest market in the world to earn revenues for 

the organically produced foods or organic products (Maya et al., 2011, p.1767). Organic 

products‘ sales increased ten percent in 2008 than the year 2007. Germany, Italy, France and 

United Kingdom are considered as the highest consumers market for the organic products in 

Europe. Organic products‘ sale in Denmark, Spain, Finland, Sweden and Greece is 

comparatively lower than Germany, Italy, France and UK (BioFach, 2010, cited in Maya et al., 

2011, p.1767). 

To show the importance and contribution of young consumers for the green products, researcher 

of this study has focused on the marketing strategy of the international cosmetic company Body 

Shop and its activities in Thailand. Main target group of the Body Shop in Thailand was a new 

generation, company focused on the young who are Student and office workers. Young 

consumers believe that using environment friendly products reflects young consumers‘ 

environment consciousness and shows evidence of social awareness of the young generations‘ 

progressive thought. (Johri & Sahasakmontri, 1998, p. 269). Because Straughan & Roberts 

(1999, p. 559) mentioned that the young people are more sensitive towards environmental safety 

and environment related issues. The body shop designed and introduced environment associated 

programs with the school‘s study programs to raise awareness about environment amongst the 

young students of Thailand. Because  the value of toiletries market, segment 500-600 million 

baths in year of 1994, that was increasing 10% of the annual rate. Company took policies like 

4Rs, which means Recycle, Reuse, Refill, and Reduce for environment conscious consumers 

(Johri & Sahasakmontri, 1998, p.269, 272).  

State environmental protection bureau and state education commission of China, had taken 

initiatives for environment advertising and necessary actions for the environment education in 

the latest of 1996. For this reason both departments decided to establish green school for 

spreading the environmental education among the young students of China. This program 

included different standard students - kindergarten, primary secondary, and tertiary are the 

standards, which are chosen for students‘ environmental education. Besides this Green school 

award introduced and awarded those schools who have highest environmental education and 

activities (Wu, 2002, p.21). Now commercials of different products category are available in 

China where companies are focusing on the green version of their products beside conventional 

version of products (Chan, 2004, p.427). 

India has been involved in environmentalism a few years back, due to increasing 

environmentalist pressure in India (Jain & Kaur, 2004, p.187-188). Green consciousness, which 

is also known as movement, was lately introduced in other developing countries including India. 

India is the second largest populated country in the world after China and bearing as much as 16 

percent of the world‘s total population. India can meaningfully contribute more than any other   

developed or developing countries to the improvement of the environment and protect the 
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environment, if the expected percentage of total Indian population switches for the green 

products (Jain & Kaur, 2006 p.109). So, establishment of green school in China and 

environmentalism introduced in India have been proven that the environment concern and 

purchase of green products are not stable in Europe and America. Green consumerism is 

spreading all over the world though the growth is slow. India and China are the two major 

markets of business firms because of their large population, which means large consumer 

market. While consumers of these two markets switch to green consumerism, it creates pressure 

on the firms to produce environmentally sound products.  

 Lee (2010, p.23) described that the green purchase intention of the consumers of Hong Kong are 

motivated by two different factors. These are  

 Individual factors - The composition of awareness for environment, environmental 

involvement and knowledge on environmental issue. 

 Contextual factors - media exposure, influence of parents in home and influence of peer 

outside of home regarding environment issue. 

Identity for a brand as green measures a set of products beneficial attributes of that certain brand. 

Attributes might be biodegradable, not containing harmful chemicals, recyclable etc. These 

products‘ attributes could position a brand in a different way compared to other brands of the 

same product category (Hartmann et al., 2005, p.10).In case of strategies for positioning a brand 

in consumers mind (Aaker, 1996; Tomczak et al., 1997 cited in Hartmann et al., 2005, p.10-11), 

a brand can be positioned in two ways, positioning products functional attributes or by the 

emotional product benefit relate to consumers mind. 

Functional positioning for a brand is to deliver message to consumers about products 

environment friendly characteristics (Hartmann et al., 2005, p.11).Emotional benefits are 

considered as consumers inner felling, especially when they buy green products they feel proud 

for their contribution for the environment (Chang, 2011, p.19) 

Environmental issues are not issues for the developed countries at this moment. These issues 

become globalization issues. Environmental problems make the countries of the world to think 

about the environment and that is why these issues speeded from developed to developing and 

under developing countries. People of China and India are involving themselves in green 

purchasing and their involvement explains that green issues become globalized.  

1.3 Research Gap:  

Based on the findings of the previous portions in this chapter, the researcher comes to the point 

that over the last few decades, people become more concerned about the environment as well as 

green products and green marketing. People are becoming more knowledgeable about nature and 

ecology and the positive impact of the green products on nature. Many consumers think before 

they shop any product if the product is ecological or environment friendly or not.  

According to Chan (2001), human being has many psychological factors such as knowledge, 

attraction, attitudes, sympathy and awareness. These psychological factors have fundamental 

influences on human activities as a responsible person for the wellbeing of the environment. He 

also described that knowledge of ecology influences the responses of people for the protection of 
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environment. This response influences human beings to behave responsibly for the environment 

(Chan, 2001, cited in Junaedi, 2007, p.82-83). 

Marketing is a way for a company to communicate with the consumers. Satisfy customers‘ 

necessity and make profit by doing that is the basic principle of marketing. Green marketing 

could be a new marketing tool for the satisfaction of different stakeholders, especially 

environment conscious customers (Kärnä, et al., 2003, p.849). 

There have been ample research works on the issues involving environment, ecology and the 

impact of production on the environment. For example, one study conducted to identify young 

consumers buying behavior in Hong Kong (Lee, 2010). In Sweden many studies have been done 

on the green products like green energy, consumption, constructions materials (Haraldsson, 

2001, p.668; Rex & Baumann, 2007, p.570; Emilsson, 2008, p.265). However I didn‘t get study 

any focusing on specific age group and perception of the consumers on green products from that 

specific age group. On the other hand Pirani & Secondi (2011, p.69) found Swedish people as 

consumer showed maximum accountability for environment.  

Previously I mentioned many studies have done in Sweden regarding the environmental issues 

and green products. However I have not found any study on the specific age group and they have 

any intention to purchase green products or not. This unrevealed issue inspired me to conduct 

study on this issue to expose it. 

Green marketing has been suggested as a possible way to protect the interest of many 

environmentally concerned consumers, nature itself and the company. In traditional green 

marketing paradigm- the environment, consumers‘ perception and business organizations are 

related to each other like a triangle.    

This study will emphasize on the purchasing behavior for green products by young consumers. 

Hence, the following purpose is developed by the researcher. 

To examine factors affecting young consumers intentions to purchase green products 

The author has decided to examine the Swedish young consumers‘ intention of purchase green 

products. In that respect I have considered intention as dependent variable and other three 

independent variables (Attitude, Friends & family and Knowledge) which are described in the 

analysis part. 

1.4 Limitation: 

The goal of this research is to find out the motivational factors that influence the young 

consumers to purchase green products in Sweden. Students from the university are chosen as 

sample for the study, where it is easy to get young consumers. Besides this I have collected data 

from Stockholm. It would be better to collect data from different location of Sweden but for time 

restriction and geographical distance made barriers for me. Majority of my respondents are 

students and a small percentage of them are from different professions. 
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1.5 Thesis outline: 

This thesis has been divided by six parts; sequences of this thesis have done to better understand 

the entire thesis at preliminary stage. Each part of the sequence has different in meaning and 

contribution for any thesis. And sum of the different parts make a complete research. 

Chapter one: This is the first and introducing part of thesis, focus of the part is to describe the 

briefly describe the background, research problem and research gap for thesis. And base on these 

part researcher formulate research question. Limitations and thesis outline are two parts which 

are briefly described here. 

Chapter two: Theoretical framework explains the theory which has been chosen by the 

researcher for this theory, and tries to relate the theory with the thesis. Besides this information 

relate to the thesis collected from different articles, journals and books. 

Chapter three: Contribution of this part is to inform the methodological process has been used 

by the researcher. Researcher describes his/her research philosophy, method and samples are 

used in this thesis. 

Chapter four: This part explains the preliminary findings through this research. Empirical 

findings basically a descriptive function of the participant. Demographic information of the 

participants are described here. Gender, age, education, profession and income level are briefly 

described here. 

Chapter five: This is the vital part of the thesis where researcher analysis the thesis findings. 

Based on the analysis of the thesis researcher get result of his/her thesis aim. Hypotheses 

acceptation and rejection depend on this part and numbers of hypotheses are accepted and 

rejected  found here.  

Chapter six: This is the final part of the thesis where based on the analysis discussion is 

described here. Discussion describes the analysis and hypotheses and reasons behind the 

hypothesis acceptations and rejection. New model are proposed based on the discussions by the 

researcher. 
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2. Literature Review:  

This part contributes to describe the theory that has been used for this thesis. As the theory of 

this thesis, TPB theory has been chosen by the researcher. However, other dimensions and 

models from different articles, books and journals were also used to provide logical as well as 

meaningful support to the theory.  

2.1 Green marketing: 

The term ―green marketing‖ includes the marketing activities of a company where all marketing 

undertakings are taken under the environmental concern structures (Alsmadi, 2007, p.342). In 

addition, Green marketing is the marketing strategies where marketers aim to discover 

environmental responsive consumers. Displaying and positioning eco-friendly products in front 

of the consumers, is consider as consumer products marketing (Leigh et al., 1988, cited in 

McDaniel & Rylander, 1993, p.4). Besides companies need to include essence of environment 

friendly performance of their products in advertisement (Kärnä et al., 2001, p.69). However, the 

commercials related to environmental issues are considered as one dimensional part of the green 

marketing (Rahbar & Wahid, 2011, p.80). 

According to McDaniel and Rylander (1993, p.6), two approaches have been found for the green 

marketing one is defensive approach and another one is assertive approach. Companies take 

defensive green marketing strategy when the competitors take initiatives for the green marketing. 

Other reason to take green marketing tactic is to get rid of some negative consequences from the 

government, like fine from the ministry of Environment of the Government. In addition, taking 

minimum green initiatives can support to get facilities from the government like less tax or tax 

holiday from the government as well as to avoid probable refusal of the products from the 

environment conscious consumers. 

Assertive approach is the opposite of defensive green marketing strategy. Assertive approach 

defines companies take initiatives for the green marketing according to the costumer‘s 

expectation and government rules for the environment. A company, following the assertive 

approach, tries to get long-term sustainability in the market as well as to catch the market for 

green segment (McDaniel and Rylander, 1993, p.6-7). 

2.2 Marketing Mix of Green products: 

Churchill and Peter, 1998 (cited in Alsmadi, 2007, p.345-346) described four marketing mix for 

environmental products to be important for the positioning of green products in consumers‘ mind 

for functional or emotional factors. Four elements for the green product marketing mix are  

(1) Green products: Products which are environment friendly and do no harm the user or 

environment or have minimal amount of harm for the environment and users. 

(2) Green pricing: Green pricing means green product may be of a little bit higher price since it 

has environment friendly ingredients. Sometimes green products  may be less expensive because 

of ingredients or production process. 

(3) Green marketing channels: Where the company and members of the different channels are 

committed to follow green strategy for promotion, distribution and handling environment 
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friendly or green products. Channels are also considered on the recycling process of their 

products. 

(4) Green marketing communication: In this process marketers communicate with consumer 

by advertisement in print and electric media with message of how much environment friendly 

their products are. This dissemination of green message helps the company to get consumers 

involved with their products that gives the company a chance to get competitive advantage over 

non-green products.  

2.3 Green products:  

The term ―green product‖ is used to describe products, which are not harmful for the 

environment or products which are Environment friendly. Chemical compositions of the 

products are also environment friendly and suitable to recycle (Alsmadi, 2007, p.342). Green 

products can be divided in different categories - consumable products are a consumable product 

is one category, which includes food item. This category especially emphasizes on the food 

manufacturing process where pesticides or harmful chemicals are not use during the 

manufacturing process of the food (Thogersen, 2006, p.149-150). 

Technological products or home appliance products are under electronic product category that 

includes washing machine, freezers, coffee machine, computer (Young et al., 2010, p.23). For 

example, consumers may demand for CFC free refrigerator to protect the environment from the 

global warming as well as the side effects of global warming.  

One research was conducted on the ecological products where food, medicine, cosmetics and 

furniture were present as four different categories. Among those categories, food item showed 

most awareness and satisfaction from the consumers (Chitra, 2007, p.183-184).  

2.4 Green consumers: 

Consumers, who have environmental concerns, take initiatives to convert their behavior to the 

environment friendly behavior. Emphasis on purchase green products instead of conventional 

products is called green consumers (Vernekar & Wadhwa, 2011, p.65). Numbers of green 

consumers are increasing day by day. Consumers are getting more conscious for the environment 

and the products they use. Some factors make the consumers to be green consumer from 

conventional consumers. These factors include the coverage of media for environment, raising 

the level of information available about the green products than the previous time, attractive 

advertisement for the green products as well as more green substituted products (Peattie 1992, 

Strong 1998, cited in Jain & Kaur, 2004, p.189).  

Consumers could have positive and negative evaluation for the green products. They might have 

positive attitudes for the green products because these products are not harmful for the 

environment. On the other hand they might have negative attitudes for the green products base 

on their assumption that green products do not belong to superior quality, as claimed by the 

manufacturer. Some consumers have negative assumption on green products because of the high 

cost of the products (Chang, 2011, p.19). 

 



 

11 
 

2.5 Green consumers and decision-making process:  

Consumers are concern about environment because of the global warming and its negative 

impact on the environment (Chen, 2010, p.317). Consumers may show concerns in purchasing 

food or other products made by the environment responsive processes for their own profit or for 

the surrounding environment (Wandel & Bugge, 1997, p.20). It is not immaterial to say that 

consumer‘s decision making procedure may be influenced by their environment concerns. 

Consumer‘s choice of buying a product depends on few stages followed by some sequential 

stages for the final decision to purchase the product or not. Five stages have been found to make 

a decision about a product. These are product‘s problem identification, information search, 

assessment of alternatives, products selection and outcomes (Solomon et al., 2010, p.313-314) 

2.5.1 Problem recognition: 

What are the differences between the conventional products and the green products? Why some 

people want to buy ecological or green products? Problem recognition arises when people find 

differences between their existing position of products and wanted position of products 

(Solomon et al., 2010, p.320). So, based on previous example, researcher can explain that people 

who care about environment, plants and animals are found conventional products as problematic 

for the environment and try to search alternative products. In short, people find conventional 

products as problematic when they have positive attitudes for environment friendly products and 

those products are important for them. Besides personal benefit motivate consumers search for 

alternative products like health advantage, light, heat and other expenses reduction (Hartman & 

Ibanez, 2006, p.675). 

Consumers gain knowledge about green products from their friends, co-workers, spouse, peer 

and neighbor. Thus, consumers may get simulated from the purchase of green products by their 

surrounding peoples who are closely related to them. Television commercial may be another 

source to stimulate the need for purchase green products (Kotler and Keller, 2009, p.208). 

Consumers alike green products and want to buy green products because green products are 

harmless and those products do not damage the atmosphere. Also consumers acquire emotional 

assistance and fulfill self-actualization after purchasing green products for them (Chang, 2011, 

p.19; Maslow, 1987, p.22). Consumers will be positive towards products of a firm if that firm is 

environmentally aware regarding its products which fulfill customers satisfaction related to the 

environment (Chen, 2010, p.307). So, previous statements clearly identified that consumers 

could have possibilities to switch from one brand to other brand of same product category.  The 

differences between the green and non-green products motivate them to identify and select their 

current position for a product and desired position in case of same product category (Solomon et 

al., 2010, p.320). 

2.5.2 Information search: 

When problem for a product is known, then decision-making processes of consumers search 

information fulfill their second stage of product purchase decision. When identification of need 

is known then purchaser pursuit information on product (Solomon et al., 2010, p.321). Green 

campaign has been considered as a developing concept in marketing division (Chen, 2010, 

p.308). Consumers can get information about a green product through the publicity from the 
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manufacturer of green products which claims their products are environment pleasant (Chang, 

2011, p.23). One survey in Sweden found that consumers more emphasis on the products and 

service information and search for details information about products and services. But actual 

purchase percentage is lower than information searching percentage. In 2008, 85% consumers of 

total online population from different parts of the world used online shopping and numbers of 

online shoppers are increasing (Solomon et al, 2010, p.74). Advertising not only in TV and print 

media but also through online could provide the information to the green products consumers as 

well as to those consumers who are not green products user. Consumers can be informed by 

several ways like personal sources, which include friends, neighbors, peer and relatives. 

Commercial sources cover publicity, company sales representative, company website, product‘s 

packet and exhibition. Public sources are mass media, establishments which are involved for 

customer rating, searching company‘s website through internet. Final source is the experimental 

sources where companies display their products in front of consumers and consumers can use 

products as demonstration (Kotler and Armstrong, 2010, p178; Kotler and Keller, 2009, p.208). 

Chitra (2007, p.175) described that green products consumers who are concern about the 

environment, don‘t need to get information from the advertisements. Those consumers will buy 

green products by their own willingness. Government of a country has roles to provide 

information about green products for the citizen of the country. Government can use TV media 

for providing the information about green products and the benefits of using green products 

through advertising. Government can take initiatives to motivate people to purchase green 

products and inform people about those initiatives through advertising and camping. This way of 

information spreading would be effective. For example, Government can decide to take charge 

for hybrid or electric car as equal or less than conventional car and inform consumers through 

advertising in media (Chitra, 2007, p.189).  

2.5.3 Evaluation of alternatives:  

At this stage, people have to pay much exertion to make a decision for a product. People have 

different alternatives for their choice and among those they have to choose the right product. 

Categorization is necessary factor to evaluate a product from alternatives. Categorization follows 

different levels, considering that consumer wants to buy a car and how he or she makes levels of 

categorization. The first level of categorization is super ordinate level where every vehicle for 

transportation is considered as car or private car. Then in the basic level it is categorized as 

green/environment friendly car and non-green or conventional car. Finally, the subordinate level 

comes with different brands of car manufacturer (Solomon et al., 2010, p.333-335). Sometimes 

consumers determined different attributes for a product. Any brand, which can be fulfilled all 

attributes or highest amount of attributes compare to other brands. Then consumer can choose 

that brand which fulfilled highest brand attributes. Consumer may evaluate purchase decision on 

impulse, friends‘ recommendation or sales person advice (Kotler and Armstrong, 2010, p179). 

Evaluation of products are also depends on the consumers involvement of a product category. 

For example purchase of milk or sugar is done under consumer‘s low involvement and less 

comparison of brands. But high cost products require consumers high involvement and extra 

brand evaluation (Kotler & Keller, 2009, p.215). 

In case of green and non-green products, consumers have to choose between two categories and 

evaluate only the product categories of these two categories. Since the green products are 

produced through environment friendly materials, these materials necessitate consuming little 
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energy during manufacturing and these are possible to recycle (Alsmadi, 2007, p.342). 

Consumers might have confused by the outlook of the green products due to the positive and 

negative position of the green products in consumer‘s attention (Chang, 2011, p.23). 

2.5.4 Product choice: 

After collection of information from different sources and evaluation of the alternatives, 

consumers have to choose one product. Choice can be encouraged by earlier involvements in 

product usage, quality information in the commercial demonstrations or solid beliefs about 

product‘s brand (Solomon et al., 2010, p.337). 

Consumer can decide to buy green product through ―Heuristic‖ or mental rules-of-thumb. This 

Heuristic helps people to take fast judgment (Solomon et al., 2010, p.342; Kotler & Keller, 2009, 

p.212). The rules of thumbs vary among people in some common senses. Product with high price 

might have high quality. Those consumers who believe higher price represents high quality, they 

may use Heuristic or follow previous brand when purchase a new product. Consumers may 

follow Purchase habit of his or her parents who used a brand for their demanded product or their 

influence to buy green products (Solomon et al., 2010, p.342). 

Consumer‘s product selections hang on their attitudes toward a product. Attitude is a person‘s 

own principles to generally assess other person, product or objects. If one person has attitude 

towards anything like human being, products, work or other objects is called attitudes‘s object 

(Solomon et al, 2010, p.275). Based on the function of attitudes, attitude has been classified in 

four functions, which are briefly described here - (1) Utilitarian function describes that people 

choose a product based on the positive or negative consequences of the products. For example, 

consumers may choose green products because it‘s not only beneficial for him or her health but 

also for the whole planet. (2) Value expressive explains about a person‘s personality. Consumers 

buy a product not only for objectives of benefits but also the purchased product as an expression 

of his or her personality. People can show himself or herself as environmentally concern and 

responsible to the society. (3) This attitude is formed when people feel threat for his or her ego 

and own abilities threaten by outside warning or inner feelings. For example if a company 

compare a green product and its benefit with that of a non-green product, then consumers ego 

might force him to switch to the green product and thereby, contribute to the environment. (4) 

Knowledge function of attitude is formed when consumers need raises to understand the new 

products properly and features of the new products are aliened to consumer. Consumers want to 

know details about the products and its attributes. This need for knowledge on new products is 

present when consumer encounter confusing position or want to buy newly launched products. 

For example, if apple introduce I phone five which has made from environment friendly 

ingredients then consumer‘s need would rise to know about the phone before order (Solomon et 

al, 2010, p.276). 

2.5.5 Outcomes:  

This is the last stage of consumer‘s decision making process, where a consumer makes purchase 

decision of a product for him/herself based on the purpose and to enjoy purchased product 

(Solomon et al., 2010, p.314). Optimistic and pessimistic attitude for the product may arise when 

consumers assess that product (Chang, 2011, 19-20). Positive evaluation of a product has the 

probability to purchase the product of a certain brand again. If any product has positive 
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influence, then consumer can choose ―Inertia‖. Some consumers have a tendency to buy a 

product from same brand and this tendency is termed as ―Inertia‖ (Solomon et al., 2010, p.349). 

Consumer‘s evaluation of a product varied from consumer to consumer but consumers might 

assess their purchase decision based on post purchase pleasure or post purchase activities. Post 

purchase decision describes the difference between consumer‘s expectations and products 

performance. If any product doesn‘t provide expected performance then consumers get 

dissatisfied. If product fulfills expected performance then consumers become pleased and 

products unexpected performance make consumers overjoyed (Kotler & Keller, 2009, p. 213). 

Consumers‘ satisfaction for the green products is usually determined by the performance of the 

green products. Performance of green products will also determine the post purchase actions of 

the consumers. Those consumers who are satisfied with product have high probability to buy the 

product second time and endorse to other people who are close to him /her. In case of 

dissatisfaction, he or she wouldn‘t buy and will endorse others not to buy that product (Kotler & 

Keller, 2009, p. 213).   

 

 

 

 

 

 

 

 

 

 

 

 Figure 2:  Different stages of Consumers decision making for a product adopted from (Solomon 

et al; 2010, p.314)      

2.6 Multi attribute model: 

Green products are considers as the different types of products than the conventional products. 

Attributes of the green product is different from the conventional products. Why people would 

look for the green products and pay more for green products than conventional products, whereas 

conventional products are less expensive than green products? Answer may be green products 

have some differentiating attributes than the conventional products. Attributes or multi-attributes 

of the green product can get positive attitudes from the customers. Attitudes considered as 
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people‘s disposition of reaction, this reaction could be either positive or negative towards other 

publics, substances, goods or organizations (Ajzen, 2005, p.3). 

Multi attribute model has got acceptance in the marketing investigators because consumer‘s 

assessments of a product hang on few characteristics of that product. This model helps to 

recognize consumers overall attitudes for a product through investigation of few characteristics. 

There are three fundamental features attributes, beliefs and important weights are considered for 

the multi attribute model (Solomon et al; 2010, p.288). Researcher tried to investigate how these 

three responses influence the multi attribute model. 

2.6.1 Attributes: 

Attributes are considered as the characteristics of the consumers focused object(s). Marketers of 

green products could introduce those features for which consumers are looking for and 

differentiate their products than that of the competitors (Solomon et al; 2010, p.288). For 

example, if any company advertises that they are producing calories-free sugar for diabetes and 

health conscious consumers using natural ingredients ―Stevia‖ and no harmful chemical is used. 

2.6.2 Beliefs: 

Beliefs are the cognitive reaction, where consumers think that their object/product has the 

different features than other products (Solomon et al; 2010, p.288). If consumer believes that 

green product which has been chosen is not harmful for the environment, then consumer would 

create positive attitude on that as well as on some other green products. 

2.6.3 Important weights: 

Important weights are considered as highest ranked feature among other features belong to green 

products. An individual consumer may consider one feature most important than other features. 

Another consumers may ranked other feature of an object or product in the top (Solomon et al; 

2010, p.288). For example, consumers may consider green food as healthy for them. Some 

consumers might think green products are beneficial for the environment. Another consumer 

may think green product is recyclable. 

The theory of reasoned action and planned behavior are based on some psychological factors 

effects on the consumers before purchasing anything. However, consumers‘ decision making and 

multi attribute models are based on some factors which are almost resemble with theory of 

reasoned action and planned behavior. The basic things of these models are beliefs based on the 

previous experience and information gained from faithful source. Attributes of the purchasing 

products etc.  

2.7 Theory of reasoned action: 

Ajzen and Fishbein described that people are rational and use available information 

systematically for their decision making towards any object. They have also argued, people don‘t 

take thoughtless decision or decision with an unconscious mind. They believe that people think 

about their action before decide to get involved in a certain action or not. Ajzen and Fishbein 

used the action from the theory of reason to predict and understand human behavior (Ajzen & 

Fishbein, 1980, p.5). 
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Theory of reasoned action describes that person‘s intention is controlled by the activities of two 

determinant factors - one is person‘s nature by inherited and the other one is social influence on 

individual‘s actions. Personal factor is positive or negative evaluation of any behavior which an 

individual intending to perform. Furthermore, personal factor is called as attitude toward the 

behavior where person‘s beliefs towards the object(s) determine his/her behavior. Positive and 

negative beliefs are stimulators to perform a behavior or not (Ajzen & Fishbein, 1980, p.6; 

Ajzen, 2005, p.123). Second factor is the subjective norm which is controlled by normative 

beliefs. Normative beliefs are individual‘s beliefs to perform or not to perform any behavior that 

is motivated by the individual or group of people close to the performer of the behavior (Ajzen & 

Fishbein, 1980, p.6; Ajzen, 2005, p.124). 

 

 

 

 

 

 

 

 

Figure 3: Theory of Reasoned Action adopted from (J. Madden et al, 1992, p.4) 

 

2.8 Theory of planned behavior: 

According to Ajzen (2005, p.117) people use utilitarian method for any action, they collect 

information and investigate those information before making an intention to a particular 

behavior. Ajzen also described that intension and behavior of human being are determined by 

three factors- Person‘s nature, social impact on a person and how a person control his/her 

believes for making intention and behavior. 

Person‘s nature is the factor which is related with person‘s attitude towards any behavior. 

Furthermore, attitude toward the behavior depends on the individual‘s assessment on the 

behavior. Hence, assessment either optimistic or pessimistic depends on the person. Subjective 

norm is the second factor where an individual‘s believes formed by the societal group pressure 

and influence on individual to perform the behavior. Third one is the individuals own capability 

to accomplish behavior in which she/he is interested (Azjen, 2005, p.118). 
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               Figure 4: Theory of Planned Behavior, adopted from (Ajzen, 2005, p.118) 

Theory of planned behavior describes attitudes towards believes, subjective norms and perceived 

behavioral control. In some cases, these three explanations are sufficient to understand people‘s 

attitudes on an action through their attitude towards behavior, subjective norms and perceived 

behavior control. However, complete understanding of one‘s action is possible when these three 

factors are broken into their foundations (Azjen, 2005, p.123). 

Believes are considered as the informed foundation for an individual‘s intention and behavior. 

Attitude towards the behavior, subjective norms and perceived behavioral control are 

combination of three beliefs like behavioral belief, normative belief and control belief. Thus, 

these three believes are found as fundamental on individual‘s intention and behavior (Azjen, 

2005, p.126). 
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Figure 5: Beliefs as preliminary foundation for the intention and behavior (Ajzen, 2005, p.126) 

2.8.1 Behavioral Beliefs and Attitude toward the Behavior: 

Theory of planned behavior described that attitudes toward any behavior is determined by one 

factor, called as behavior believes. Every behavioral belief is associated with outcome of the 

belief and this type of result assessment regulates the optimistic or pessimistic attitudes towards 

the behavior (Azjen, 2005, p.123). People‘s attitudes toward the behavior are also determined 

with some salient believes. Salient believes are the few numbers of believes towards objects 

(Azjen & Fishbein, 1980, p.63-64). If a person has positive belief for a behavior then she/he 

would have positive attitude toward the behavior and perform the behavior. Reverse is negative 

attitudes towards the behavior and not intend to perform the behavior (Ajzen, 2005, p.118). 

For example, if someone believes that green products are environment friendly, then she/he has 

positive evaluation for green products Furthermore,  green products are important for reducing 

global warming, which let him or her to have positive attitude toward the behavior. Here some 

significant believes are working for green products purchaser. These significant beliefs about 

green products might be natural ingredients, bio degradable, environmental friendly, CFC 

(chlorofluorocarbon gas) free and so on. These behavioral believe and outcome evaluation is the 

creators of positive attitude towards positive intention and behavior. Where negative beliefs and 

outcome evaluation are creators of negative attitudes towards the behavior that makes negative 

intentions and behavior (Ajzen, 2005, p.123; Ajzen & Fishbein, 1980, p.63-64).  

2.8.2 Normative Beliefs and Subjective Norms: 

The second factor of the TPB is the subjective norm and subjective norm is determined by the 

normative believes. Normative believes come from the social pressure. Peer, partner, friends, 

mentors, teachers and/or co-workers could be the person(s) who is involved to act as social 

pressure creator(s). Their suggestions, expectations and directions create normative believes on 

an individual and the individual agrees with the suggestions, expectations and directions of the 

social group. Then positive motivation will rise inside the individual and stimulates to subjective 

norm, which leads to positive intention and behavior. Reverse of this is that if social pressure 
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creators want someone not to do a behavior and that person is agreeing with the social group, 

then negative motivation raises and leads negative subjective norms which then influence 

towards negative intention and behavior (Azjen, 2005, p.124-125; Azjen, 1991, p.195; Azjen & 

Fishbein, 1980p.73-74). 

For example, if a person who is influenced by parents or friends, got suggestions from parents or 

friends to buy green products, then the belief that works on the person are termed as normative 

believes. Now, that person is agreeing with his/her parents or a friend and she/he getting 

positively motivated to fulfill the subjective norms. This optimistic motivation leads positive 

subjective norms and intention to buy green products. Finally, s/he would buy green products as 

a function of positive subjective norms on green products (Azjen, 2005, p.124-125; Azjen & 

Fishbein, 1980, p.73-74).  

2.8.3 Control Beliefs and Perceived Behavior Control: 

Perceived behavior control is the final factor for predicting the human behavior. Perceived 

behavior control is determined by the control believes and control believes are also regulated by 

some other factors like person‘s previous experience about any action or gained experience from 

the friends, peer, partner or co-workers (Ajzen, 2005, p. 125-126;Ajzen,1991,p.196). For 

example, some people consider that green products are more expensive and somewhat require 

extra budget to purchase. However, the people who have optimistic control belief will go for the 

green products although a green product requires extra cost. Then s/he is called to has the 

positive perceived belief which leads them towards their positive intend and behavior on an 

object. 

2.9 Explanation of hypotheses: 

Consumers are now more conscious for the environment and environment friendly products. 

Environment conscious consumers want to know about the product before purchase, especially if 

the product is made from environment friendly ingredients or not. Environment conscious 

consumers are not limited to the developed countries only, they are also available in the 

developing countries and many consumers of those countries are conscious about environmental 

factors.  

H 1: Friends and family member’s opinion can motivate the young consumer to purchase green 

product. 

Family and friends are important part of the social life of human beings. Azjen described in his 

theory of planned behavior that subjective norms in human behavior are created by the social 

pressure. Those people (parents, relatives, friends, colleagues and teachers) who are close 

belongings to a person might be the creator of social pressure to perform a certain behavior by 

that particular person (Azjen, 2005, p.124). So, Azjen‘s normative beliefs from the theory of 

planned behavior encouraged me to develop this hypothesis. 

H 2: Environmental knowledge has influence on young consumer’s intention to purchase green 

products. 

Nowadays, Consumers are more concern about the green products. Consumers have tendency 

and willing to purchase green products. They have knowledge about beneficial sides of green 
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products that buying green products could save the environment (Lee, 2010, p.24). Lee also 

mentioned that the awareness about the environment is an initial stage to make the determination 

of an individual to atmosphere pleasant product purchase (Lee, 2009, p.24). Swedish citizens 

have exhibited the uppermost accountability for the environment than other European Union 

countries citizens (Pirani & Secondi, 2011, p.69) 

H 3: Attitude influence to young consumers green products purchase intention. 

One person‘s attitude explains how that person reacts towards any objects. That reaction could 

be either positive or negative reaction (Ajzen, 2005, p.3). Maximum citizens from the European 

countries showed their importance to protect the environment and Swedish citizens showed their 

high accountability for environment protection compared to other EU countries (Pirani & 

Secondi, 2011, p.69). Statement of Pirani and Secondi describes Swedish consumers have 

positive attitudes towards green products since they showed high responsibility towards the 

environment (Ajzen, 2005, p.3; Pirani & Secondi, 2011, p.69). This statement is based on 

general Swedish consumers whereas my research focused on the young consumers. 
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3. Methodology 

This chapter explores research process where it describes the philosophical consideration, 

research approach, method, and design for conducting the research. Data collection procedure, 

sampling technique used and ethical considerations are described for reader to understand 

research process. 

3.1 Choice of research topic and preconception: 

The author had chosen different topics for his 1st year 15 credits Master thesis to complete of 

one-year master‘s degree in Marketing. As a student of Marketing, the author had always 

interested to explore the best potential aspect of business and development the new strategy for 

new product & services, which would be helpful for the marketers. The author observed that 

consumers are more concern and prefer to buy and use that kind of products, which are not 

harmful for human health and environment. Consumers interest on green food increasing 

because of side effects of using non-organic food (Hughner et al., 2007, p.94). Some previous 

study about Swedish consumers also represent that, Swedish consumers responsiveness for the 

environment is high (Orsato, 2006, p.134). There are lots of previous study have been conducted 

based on the green products from last few decades. However, small numbers researches about 

the purchasing habit of young consumers towards green product. This important and interesting 

sector of marketing especially young consumers‘ green products purchase habit motivated me to 

work on this research topic. My topic is to young examining young Swedish consumers green 

products purchase intention.  

The author of this thesis came to Sweden from Bangladesh in 2010.In my initial days in Umeå I 

realized that plenty green products are available here, where green products are really rare in 

Bangladesh. Consequently my introductory course at U.S.B.E was Consumer Behavior. The 

course focused on the consumers and the different factors of purchasing decisions.  

Accordingly in the stages of that course, the literature I came across and the several group 

workshops or seminars in the Consumer Behavior course, I discovered several theories which I 

believe have great influence on consumers purchase decision. Some of these theories include 1) 

The theory of planned behavior, 2) Maslow‘s needs hierarchy 3) Fishbein‘s multi attribute model 

and 4) Katz‘s functional theory of attitudes among others (Solomon et al., 2010). 

Most importantly as the author; I must admit that I have carefully observed that Swedish 

consumers are conscious about their environment. In other words; generally any consumer 

behavior researcher may quickly agree that ´Swedes` are environmental friendly. So, in this 

regard as the author of this thesis, I base my own observation on my initial shopping experiences 

at the two grocery stores in Ålidhems. The example I refer to here is that of the conventional 

eggs and ecological eggs.  Basically these are two types of products from same product category. 

So it is at this point that one can see the consumer‘s reaction to the two choices. My personal 

experience for grocery products in ICA and COOP is that ecological foods are more expensive 

than conventional products. Of course, all consumers would not buy green product because of its 

extra price. So, I can generally conclude that it is such issues that triggered in my mind when I 

started to compose my thesis. Further I thought that I can start my research on Swedish 

consumers for their purchase intentions for green products.  
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Along the way for my thesis, I tried to find the appropriate theory for the topic and consequently 

I found a theory which is based on human‘s attitudes, personality and behavior written by Icek 

Ajzen (Ajzen, 2005). The mentioned book above entails a theory known as the ―Theory of 

Planned Behavior.‖ The theory is used to understand of human intentions and behavior through 

three factors; such as the attitudes toward the behavior, subjective norms and perceived 

behavioral control. 

3.2 Research philosophy: 

Research philosophy is the assumption about the researcher way of viewing the social world. My 

research is to gain knowledge and insights about the young consumers‘ intentions for buying 

green products in Sweden. To gain the needed knowledge in any field of study, it is important 

that researcher takes into consideration the philosophical assumption for his/her study. In this 

respect the research philosophy is the element of researcher for viewing his/her the world of 

study. Therefore Philosophical assumptions help the researcher to determine the research 

strategy and method for the study. Finally as a researcher I have to choose philosophical 

assumption based on my viewing the world (Saunders et al., 2009, p.107-109). Therefore, for my 

research I have chosen positivism and Objectivism for my research.  

3.2.1 Epistemology: 

This research is to gain the knowledge about motivational factors and purchase intention of 

young consumers towards green products. To gain knowledge about the Swedish young 

consumers green product purchase intention I have formulated research question. Accordingly 

there are different theories available from different scholars. In that case the Theory of Planned 

Behavior is considered to finding out my research purpose. Basically the TPB and research 

questions for my study helped me to get acceptable knowledge in my study. 

According to Bryman & Bell (2011, p.15-16) epistemological assumption belongs to two 

different categories which are called positivism and interpretivism. Researchers of natural 

science based on their study technique, ideologies and ethics consideration follow positivism 

aspects of epistemological assumption (Bryman & Bell, 2011, p.15). As a positivist the 

researcher identification and observation of phenomena like motivational factors for young 

consumers green purchase could be provided reliable data for my research. However, to get the 

credible data I have followed research strategy for data collection, this strategy helped me to 

choose an appropriate theory like TPB and develop hypotheses based on theory (Saunders et al., 

2009, p.113). Hypotheses have been made based on the theory and those hypotheses are tested, 

this process explaining that author of this thesis doing law like generalization as natural and 

physical scientist do as a positivist (Remenyi et al., 2005, p.32). My positivist position of this 

research required data collection for testing hypotheses to find out the real phenomena regarding 

green products purchase. Quantification of my observation required statistical analysis to get 

reliable data for my study (Saunders et al., 2012, p.135). 

To quantify and statistical analysis of my observation, I have considered 180 young Swedish as 

sample of survey for this research. Credibility of data for my observation of the social world 

depends on my quantification of the observation, for this purpose SPSS is the right tool for 

statistical analysis of the data. Based on theory and deduced hypotheses questions are formed to 

collect the data. Interpretation of these data through the SPSS provided me the clarification of 
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laws (Bryman & Bell, 2011, p.15; Saunders et al., 2012, p.135). Considering theory, formulation 

of hypotheses, usages of 180 samples and quantification of the data gained from the samples let 

me conclude that my research philosophy following positivism.  

3.2.2 Ontology: 

Objectivism describes that social entities have presence in reality but these entities are external 

from the human being who works as social actors. Considering the social entities and social 

actors, the researcher found that social actors and their activities might be changed but social 

entities are still unchanged (Saunders et al., 2012, p.131). Different kinds of individuals are used 

by the researcher to find out actual finding of research (Creswell, 2007, p16-18). On the other 

hand, the constructionist approach explains that the social phenomena we observe are developed 

gradually by the interactions of the social actors (Bryman, 2012, p.33; Bryman & Bell, 2007, 

p.23). Consumers or social actors as constructionist, they observe an organization. Different 

consumers have different views and interpretation on organization, and their instructions and 

comments let the organization identify their problem and improve organization performance 

(Saunders et al., 2012, p132). 

In my research, motivational factors of purchasing green by young consumers are dependent on 

some important factors such as: environmental factors, knowledge, attitudes and promotional 

activities for green products; price and buying habits of consumers. These key motivational 

factors always influence the consumer‘s, especially the young consumers, to purchase green 

products instead of the ordinary consumer goods. To identify main motivational factors those 

could change the purchasing habit of young consumer‘s and fulfill the objectives of social actors. 

Based on the above objective of social actors, I therefore conclude that, the ontological position 

of my research is objectivism. 

3.3 Research approach: 

Depending on the nature of the research, researchers have to choose a suitable approach for their 

projects, from these two broad research approaches: It is either the deductive or the inductive 

approach (Saunders et al., 2007, p.117).  

The Deductive approach is the most common one in the association between theory and research. 

Deductive approach followers use hypothesis/hypotheses based on a theory relating to their field 

of study (Business & Management) and those hypotheses help to get findings (Bryman & Bell, 

2011, p.11, Bryman, 2012, p.24). My study domain is environment concern consumers and green 

product. So, based on this domain I therefore wanted to identify the motivational factors and 

purchase intentions of young consumers for buying green products. Hence, the ―Theory of 

Planned Behavior‖ is a well-known model for identifying human intention and behavior towards 

behavior. To generalize the human behavior, researchers need sufficient numbers of samples for 

quantification and statistical explanation (Saunders et al., 2007, p.117-118). Use of TPB theory 

for a particular domain of research and developing few hypotheses where theory is basic point, 

implies that I am a follower of deductive approach.  
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                    Figure 6: Deductive research approach (Bryman & Bell, 2007, p. 11) 

On the other hand, Inductive research approach follows the establishment of theory. It is believed 

that Inductive approach researchers conduct interview of small numbers participants, then 

analyze the data collected through interview and finally develop a theory based on analysis 

(Saunders et al., 2009, p.125-126; Saunders et al., 2003, p.87). 

Further the Inductive approach requires a small number of samples, whereas the deductive 

requires large number of samples. Inductive approach requires the qualitative data collection for 

the research (Saunders et al., 2007, p118-120; Saunders et al., 2003, p.88-89). As researcher has 

taken more than 180 samples for my research, this sample size indicating that; researcher has 

followed deductive approach for this thesis. 

3.4 Research Method: 

Appropriate collection of data is an essential part for conducting a successful research. However, 

there are some methods are present in research method for collection of data. These are 

quantitative, qualitative and mixed methods. The quantitative and qualitative methodologies; are 

the two well-known and widely used by researchers, in the field of business and management 

study. Principal differentiators of the qualitative and quantitative are data collection and analysis 

technique. Numeric and non-numeric data are the two different qualities of the quantitative and 

qualitative method. Where quantitative method use survey to collect data. Based on 

questionnaire made for sample and analyses those data as numeric way through different 

statistical technique or software.  On the other hand qualitative method use interview base on 

some questions. In this method the researcher takes interview of his/her selected people. Then 

                        Developing Theory 

                        Creating Hypothesis  

               Data collection (Survey or Interview) 

                            Findings (Empirical) 

          Hypothesis confirmation or rejection      

         

                            Revision of theory 



 

25 
 

researcher interprets data gained through interview of the people by his/her own words (Saunders 

et al., 2007, p.145; Saunders et al., 2009, p.151). 

The Mixed method is a procedure of any research where the researcher uses quantitative and 

qualitative both methods. Researchers usually follow qualitative and quantitative data collection 

procedure. Also it is possible for researchers to use qualitative and quantitative as both analysis 

techniques for their research (Saunders et al., 2007, p.145; Saunders et al., 2009, p.152). 

In this study I have used a theory (TPB) and deductive is most common approach to make a 

relationship between theory and research (Bryman & Bell, 2011, p.11). Deductive approach uses 

data collection, where inductive uses interview (Saunders et al; 2009, p.125-126). I have 

collected data from University and other Places of Umeå and Stockholm by the ―drop off‖ 

survey of questionnaires. In the summer of 2012 I was in Stockholm for few days where I and 

my friends collected data. Convenience sampling procedure of the Non-probability technique has 

been chosen for data collection. Usage of theory, survey of questionnaires for data collection 

strongly support of quantitative method for this study. 

3.5 Research design: 

Research design works for any research just like the skeleton of human beings. It is considered 

as the blue print for the researcher to gather and evaluate data.  Every research is different from 

other research and has different purpose. For that reason researcher needs to consider variety of 

data, collecting techniques for those data and sampling technique (Shiu et al., 2009, p.61). So 

based on the research problem and objectives, research designs are categorized in three types. (1) 

Exploratory (2) descriptive and (3) causal or explanatory research designs are three research 

designs (Shiu et al., 2009, p.61; Saunders et al., 2003, p.96). 

Exploratory research is extremely useful when acquiring knowledge about a problem. It 

therefore helps the researcher to identify the nature of problem (Saunders et al., 2009, p.139). It 

has a tendency to use major or minor data, unstructured format and only limited scientific 

technique characters (Shiu et al., 2009, p.61). Focus group interviews, pilot studies and in depth 

interviews are the well-used method for the data collection in exploratory research. It suitable for 

those who want to observe the performance of a business organization (Shiu et al., 2009, p.61-

62).  

Descriptive research design usually uses the scientific approaches and procedures to make data 

structure. This research design creates a data bank on the basis of few features of target samples 

or group by collecting raw data on those samples. If the researcher wants to identify the 

relationship between the marketing variables and real marketplace phenomena then descriptive is 

suitable for the researcher (Shiu et al., 2009, p.62). 

Then the Causal design is used by the researcher to detect the cause and effect of two or more 

variables through the collection of raw data and making data construction. This is a suitable 

design when researcher wants to know the influence of one variable on other variable. Causal 

research design raises the ―if –then‖ assumption regarding to different variables (Shiu et al., 

2009, p.62-63). 

According to (Shiu et al., 2009, p.62), descriptive research design answers the research 

questions. Therefore, that point of view my research is descriptive in nature, where I tried to find 
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out some factors and which are of influence to the young Swedish consumer when buying green 

products. 

3.6 Data collection: 

Earlier on I mentioned that, this research utilized a quantitative method which required survey 

for data collection. Usually there are different techniques of collecting data available for the 

survey in quantitative research. Suitable techniques of survey are person-administrated survey, 

telephone survey, self-administrated survey and online survey (Shiu et al., 2009, p.237). For my 

thesis I determined that ―self-administrated survey method‖ is the most appropriate method and 

for this reason I have chosen this technique. The Self-administrated technique is classified in 

four verities and drop off survey method is one verity of self-administrated survey. Considering 

drop off survey method of data collection, I have provided survey questions to each of my 

sample unit from the target population and let them to fill up in silent place. After completion of 

questionnaire respondents returned to me the questionnaires (Shiu et al., 2009, p. 247-249). 

3.7 Sampling technique: 

In case of data collection there are two techniques that are normally applicable for collection of 

data. These are the probability and non-probability sampling techniques. Probability sampling is 

sampling technique where the single sample unit confirmed to be selected from the target 

population. However, in the non-probability sampling it is not confirmed that each sample unit 

could have chance to be involved in sample from the target population (Shiu et al., 2009, p.470; 

Saunders et al., 2003, p.152; Churchill & Iacobucci, 2005, p.324; Cohen et al., 2011, p.153).  

Further the above two techniques are divided into different subsets. For instance probability 

sampling techniques comprises of; simple random, stratified random, systematic random, and 

cluster sampling as subsets. On the other hand non-probability sampling technique comprises of 

convenience, quota, judgmental and snowball sampling as its subsets (Shiu et al., 2009, p.469). 

Convenience sampling, from non-probability sampling technique is a suitable approach for my 

research. Convenience sampling is a process where samples are selected based on the 

researcher‘s suitability to get possible samples and the process is continued until all the 

necessary samples required for research are collected. For example shopping center interviews 

are considered as convenience sampling because it is easy to get a lot of samples at a time. 

Therefore researchers can choose samples for their study until their sample requirements are 

fulfilled. By this technique researchers have the opportunity to select samples according to their 

choice because of  the large amount of samples that can be  available at one point (Shiu et al., 

2009, p.480; Saunders et al., 2009, p.241; Saunders et al., 2003, p.177). 

In my situation; target samples are the young Swedish consumers. Apparently Swedish 

Universities have a large population of young students. In this respect the process becomes easier 

because it is convenience for me to get large pool of students to consider as ―young consumers‖ 

at a time. Even apart from the shopping malls, other central places of a city were important for 

me to acquire the needed samples where I got more young consumers. 
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3.8 Pilot Test: 

Pilot test is a process of testing the questionnaire made for the survey. Some of the reasons for 

the pilot study are to check the questions for any structural problem such as measurement 

problem. Or if the languages of the questions are hard to understand for the respondents. Such 

test helps the researchers to judge reliability and validity of questions from the questionnaire. 

Researcher use expert(s) to test the questionnaire before conducting survey (Saunders et al., 

2009, p.394).  

For my research, I have checked my questionnaire through my supervisor. A few students who 

are studying at Umeå University filled my questionnaire for demonstration. No major mistakes 

were found, with exception few spelling mistakes. 

3.9 Quality Criteria: 

Reliability, validity and transferability are three evaluation criteria‘s, which are usually used for 

the evaluation of management and business research arena (Bryman & Bell, 2011, p.41). The 

quality measurement of quantitative research is determined through reliability and validity, since 

these two criteria best suits for this quantitative research method (Bryman & Bell, 2011, p.41-

44). 

3.9.1 Reliability: 

Reliability refers to the scale of measurement, where one scale is called reliable if continual 

measures are considered and those repeated measures are producing the same or consistent result 

for the reparation (Kent, 2007, p.141). In order to ensure reliability, several measures have been 

taken during this study. Cornbrash‘s Alpha is an objective measurement of reliability which is 

measured for the questionnaire (Bryman & Bell 2011, p.159; Bryman, 2012, p.170). In this 

study, cronbach‘s alpha is measured which came out to be .07-0.8, that falls within the standard 

for scale measure (Nunnally, 1978, cited in Kent, 2007, p.143). Since Kent (2007, p.143) 

described that the minimum acceptable reliability is 0.5-0.6. Besides that, an objective research 

methodology has been followed to ensure the maximum reliability of the study.  

 

 

 

 

 

 

3.9.2 Validity: 

Validity is concerned with the issue of whether an indicator or a set of indicators intended to 

measure a concept can really do it or not (Bryman & Bell, 2007, p. 165). Researchers have 

outlined different types of validity that can be applied to a research work. In this research work, 

Varibles (Table: 1) 

 

Number of      

items 
Chronbac‘h   α 
 

Knowledge 2 .810 

Attitudes 2 .713 

Friends and Family 2 .722 
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multiple types of validity have been established in order to ensure that the overall validity is 

high. Face validity is the measurement that the content of a research reflects the research 

question (Bryman & Bell, 2007, p. 165). To ensure the face validity, a pilot study of the 

questionnaire has been conducted as well as the questionnaire has been corrected according to 

the comments left by the participants of the pilot study and thesis supervisor.  

Concurrent validity refers to the measurement that the theories used are relevant to the concept in 

question (Bryman & Bell, 2007, p. 165). In this study, the researcher has used current and 

scientifically valid sources to construct the theoretical framework. Also, the relevancy of the 

literature used is determined with a careful selection process. The ideological blocks in the 

theory have been picked from the highly relevant and scholarly peer reviewed articles.  

In order to maintain a high level of overall validity, objective statistical analysis tools have been 

used to testify the hypotheses. Also, the researcher attempted to reduce bias and error as much as 

possible with the use of Likert scale in the questionnaire and non-probability sampling technique.  

3.10 Questionnaire Formation: 

The author of this thesis has used Likert scale for the questionnaire formation. Basically the 

Likert scale is described as a scale for measurement, that gives respondents an opportunity to 

show their degree of agree or disagree towards a given objective (Shiu et al; 2009, p.421). 

Ordinal is a scale, where respondents answer the questions based on hierarchy among few 

questions and identify more and less important questions base on numbers (Shiu et al; 2009, 

p.392). This study has used Theory of Planned Behavior for as main theory. Besides the theory 

of planned behavior, Ajzen has explained how to make questionnaire for TBP used study (Ajzen, 

2006, p.5-7). In this study I followed the instructions provided by Ajzen to get a good 

questionnaire for TPB based study. 

3.11 Analytical Methods 

The aim of the research is to find out the correlation between one dependent variable and 

different independent variables. This is how analysis procedure helps to measure the relationship 

between two different variables (Pallant, 2007, p.126). The author tried to find out Swedish 

young consumers intentions to purchase green products based on three independent variables 1) 

Knowledge 2) Attitudes and 3) friends and family intention. One way ANOVA is helps to find 

out the variance among different groups (Pallant, 2007, p.242). In this study the author aimed to 

find out young consumers purchase intention of green products in Sweden. Young‘s are 

categorized in different age group in this study. And the author has conducted One way ANOVA 

to understand perception difference on different age groups of young Swedish consumers. 

3.12 Practical Methodology:  

This study was based on the quantitative method which requires more numbers of respondents 

for survey than few persons interview of qualitative method. In case of data collection from the 

participants I have used convenience sampling from the Non-probability sampling technique. 

Because convenience sampling helped me to get required samples for analysis by the SPSS. I 

had handover 220 questionnaires among participants for the survey after confirmation about the 

nationality of the participant. Among those I got 180 questionnaires are fulfilled properly by the 

participants. In the questionnaire participants are under different criteria like sex, age and 
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profession. So, that any reader of this study can understand number of male and female 

participants, their age and profession at a glance by the chart in empirical findings. I requested 

them to read the questionnaire properly before participate in survey. Those who felt they are not 

eligible for this survey they returned, among those few persons did mistake and I got 180 valid 

questionnaires. As a student my focus was on Umeå University besides I have collected data 

from the bus station, in front of shopping malls, famous places of Umeå where people gather 

more than other places. In the summer of 2012 I was in Stockholm and collected 60 

questionnaires from there. My friends helped me to collect these questionnaires in Stockholm. In 

Stockholm my data collection was on same type of locations as I collected in Umeå. Total 

number of participants in Umeå 120 and Stockholm 60. Gender equality could not possible to 

maintain because of unwillingness of the female participants. 

3.13 Ethical Consideration:      

Ethical concerns should be considered by the researcher in the field of business and management 

research (Bryman & Bell, 2011, p.122). Four ethical principles are described for the business and 

management researcher, any harm for the participant involved in research, any absence of 

informed permission for research participating people, any offensive of privacy and any cheating 

is involved  for those people involved in research (Bryman & Bell, 2011, p.128). 

3.13.1 Any harm to participant: 

Harm to participant has different classification; any type of harm could occur to the participant. 

Physical harm, participant self-respect or progress harm, harm for participant‘s career progress 

and future job achievement, physical and mental stress is considered as harm for participants 

(Bryman & Bell, 2011, p.128). But for my research questionnaire, there were no possibility of 

harm for the participant.  

For this research to fulfill the requirements of master‘s degree; my research and survey have not 

conducted in any commercial organization or company. In case of further utilization by any 

company, participant would not be harmed. Because the survey participants‘ identities are 

anonymous. Researcher‘s questionnaire does not have any questions which can be categorized as 

harmful for the participants according to classification of harms mentioned above. 

3.13.2 Any absence of informed permission: 

This principle concerns that; the potential researcher should provide adequate and possible 

information to participants about the research. After getting the necessary information 

participants will decide if they wish to participate in the research or not. Participants should be 

informed by the researcher that there is no possibility of harm to participate in research (Bryman 

& Bell, 2011, p.133-134). I talked about my research topic and what I want to identify, with 

participants and they willingly participated in the survey. This survey was for my study purpose 

not fulfills any companies‘ requirements. 

3.13.3 Any offensive of privacy: 

Any offensive of privacy means, no attack on the participants privacy and personal information 

of participant used only for the research purpose and would be confidential. Only researcher 

would know personal information of participant used in the research purpose (Bryman & Bell, 
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2011, p.136). Personal information of participant for my research is preserved as confidential. I 

confirmed the participants that their opinion would use only for the study and anonymous from 

other people who are not involved in this study.  

3.13.4 Any cheating is not involved: 

Deception means researchers represent their research in front of participant in different way than 

the research reality.  Therefore deception considers any observational or recording equipment 

used to record participants statement, without previous permission of participants (Bryman & 

Bell, 2011, p.136-137). This research used survey only paper-based questionnaire for research 

survey. So; the researcher didn‘t require any electronic equipment for voice/video recording of 

the participant. 
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4. Empirical findings 

In this part basic information of participants involved this research is described. Descriptive 

information of the participants is shown here to make easy to understand the reader about the 

participants’ demographic information. Gender, age, education, profession and income level of 

the 180 Swedish participants are briefly described here. 

4.1 Demographic Information: 

In this part, I have represented a short term analysis on the demographical issues of the 

respondents. Demographical issues provide some preliminary findings based on the data have 

been collected through survey. Background of the participants, included in survey is found in this 

demographical information part. The author collected data through distribution of total 180 

questionnaires among the young consumers in Sweden. This survey had been conducted by the 

author in two big cities in Sweden, which are Stockholm and Umeå. Where the author tried to 

collect data from both male and female consumers with different age groups and professions. 

The respondents agreed and were cordial to participate of this survey. 

4.2 Gender: 

Male and female young consumers in Sweden showed their attitudes and interests to purchase 

green products in their daily life. An aspect which has been clearly identified through this study.  

After the analysis of the data, the author found that, 66.7% of respondents of this study are male 

consumers where 33.3% of consumers are female.  

4.3 Age: 

The author has been classified respondents according to their different age groups. So as to gain 

the knowledge about the attitude and purchasing behavior of young consumers in Sweden 

towards green products. Consumers from different age groups were interested to share their 

experience of green products. After analyzing the collected data, the author found that 47.8 

percent of respondents are from ―18-22‖ years, 38.9 percent of respondents are from ―23-27‖ age 

group, 10.6 percent of respondents are from ―28-31‖ age group, 2.8 percent of respondents are 

from ―32-36‖ age group. 

4.4: Profession: 

The author tried to collect data from different professional group. Young consumers from 

different professions participated in the survey of research. The author analyzed the collected 

data that displayed 81.7% percent young consumers are student. 5 percent are businessmen, 2.2 

percent are service holder and 11.1 percent young consumers are others professions. 

 



 

32 
 

4.5 Monthly income: 

Monthly income has a greater effect on purchasing habit of consumers. Accordingly the research 

showed that monthly income of young consumers directly connected with their professions. So 

after examining the collected data, the author found and represents that 65.6 percent of young 

consumers‘ monthly income level is low and 31.7 percent young consumers has medium 

monthly income level. Only 3.8 percent of young consumers have high monthly income. 

4.6 Educational Qualification: 

Knowledge of green products varies consumer to consumer. Education level of consumer has 

greater impact on their purchasing behavior towards green product. After the analysis of data, the 

author displayed in this part of research that 36.7 percent of young consumers have bachelor 

degree of Education and 22.8 percent of young consumers have Master‘s level of education. 

Cumulative percentage of data represents that more than 40.6 percent of consumers have other 

level of education. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table:2  Descriptive 

About  Samples 

  Total Sample 

Numbers(180) 

Gender Male 66.7% 120 

Female 33.3% 60 

180 (samples) 

 

 

Age 

18-22 47.8% 86 

23-27 38.9% 70 

28-31 10.6% 19 

32-36 2.8% 5 

   

180 (samples) 

 

Profession 

Student 81.7% 147 

Businessman 5 % 9 

Service Holders 2.2% 4 

Others 11.1% 20 

180 (samples) 

 

Monthly Income 

Low 65.6% 118 

Medium 31.7% 57 

High 3.8% 5 

180 (samples) 

Educational 

Qualification 

 

Bachelor 36.7% 66 

Masters 22.8% 41 

Others 40.6% 73 

180 (samples) 
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5. Analysis 

Basically the analysis section describes the analytical position of the research. In this thesis the 

researcher applied the SPSS to analyze the survey results. In this regard it will be shown that 

different tests were conducted to find out the authenticity of the hypotheses for this study. 

Moreover this part of the thesis also forms or leads to the major discussion since the analysis of 

the results leads the author to discuss in detail the result about his study. 

5.1 Correlation among independent variable and dependent variable: 

Correlation analysis is an analytical procedure which measures the relationship between two 

variables through; the power and way of the linear association (Palllant, 2007, p.126). The 

strength of the relationship is measured by the value range from -1.00 to 1.00. The value 0 

describes no association between variables and 1 is complete positive and -1 indicates complete 

negative association existing between variables (Pallant, 2007, p.132). Cohen (1988, cited in 

Pallant, 2007, p.132) has recommended power range, where r = .10-.29 little, r = .30-.49 medium 

and r = .50-1.0 is high relation.  

Therefore the researcher has conducted correlation analysis between independent and dependent 

variables. The purchase intentions of the green products are a dependent variable and knowledge, 

attitude and friends and family are the independent variables. Correlation between knowledge 

and purchase intention shows the highest positive relation (r =.806; Sig. = .000). Attitude also 

showed high positive relationship with purchase intention(r =.656; Sig. =000). However, friends 

and family influence shows low relationship with purchase intention(r =.158; Sig. =030) but 

have positive relationship. (Table 3) 

 

 

 

Table:3          Correliations Knowledge Attitudes Friends and 

Family 

Intentions to 

purchase 

Knowledge Pearson Correlation 1 
   

N 180 
   

Attitudes Pearson Correlation ,485 1 
  

Sig. (2-tailed) ,000 
   

N 180 180 
  

Friends and Family Pearson Correlation ,048 ,151 1 
 

Sig. (2-tailed) ,507 ,038 
  

N 180 180 180 
 

Intentions to 

purchase 

Pearson Correlation ,806 ,656 ,158 1 

Sig. (2-tailed) ,000 ,000 ,030 
 

N 180 180 180 180 
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5.2 Multiple regression analysis: 

The principle goal of this research is to find out that the independent variables have influence on 

the purchase intention (dependent variable) of the green products. In this respect the author also 

tried to find out which variable has acceptable intention to purchase green products and which 

does not have enough. Therefore the multiple regression analysis shows the relationship between 

independent variables and dependent variable. To check the multi-collinearity problem, the SPSS 

has an option to check the Tolerance and VIF through collinearity diagnostic test.  Accordingly 

for tolerance the value should not be less than .10 well as for VIF the value should not exceed 10 

(Pallant, 2007, p.155-156).  

So, the author examined the relationship between the independent and dependent variables and 

the study suggested a strong relation between knowledge (r=806, Sig.=.000) and 

attitudes(r=.656, Sig.=.000). Other variables such as friends and family were(r=.158, Sig.=015) 

which showed a weak relationship. Further for confirmation on the multicolliniearity problem 

the author also checked the Tolerance and VIF part of analysis. 

 Any value of my multiple regression analysis has not been found that is less than .10 

(Tolerance) and more than 10 (VIF). Tolerance for Knowledge was valued at (.764), Attitudes 

were valued at (.748) and Friends and Family (.977). And VIF for Knowledge (1.309), Attitudes 

(1.336) and Friends and Family (1.024). 

A Normal probability plot is used to find out that if any major deviation is present for the 

variance. Normal probability plot has norms to existent of straight line from left of the lowest 

side to the right of the upper side in diagram (Pallant, 2007, p.156). Apparently the research 

analysis shows a straight line from the left of the bottom to the right side of the top. Therefore 

the researcher can confirm that there is no major deviation present in the analysis. (Appendix 5)  

The model summary of the multiple regression analysis in this thesis has an important 

contribution to analysis the relationship between independent and dependent variables. In this 

case the results of R square can explain the variance contribution on the dependent variable.  In 

order to obtain the variance result the researcher needs to multiply R square with 100, then the 

outcome will be obtainable in percentage (Pallant, 2007, p.158). The results after multiplying the 

R square value with 100 (.747*100) was 74.7%. Basically this is an acceptable result as 

according to (Pallant, 2007, p.158). The function of the adjusted R square is to provide the 

revised figure to get the best outcome of population. The result of R square and adjusted R 

square is hanging on the Sig. value present in the ANOVA table (Pallant, 2007, p.158). 

In this analysis section no major difference was found between R Square (74.7%) and the 

adjusted R square (74.3%) value and the Sig. (.000). The result explains that researcher‘s model 

touched statistical significance (Pallant, 2007, p.158). (Table 4 and 5) 
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Beta is used to compare the involvement of each specific independent variable on the dependent 

variable. The standardized coefficients part of the analysis shows the contribution of the 

independent variable. Strong contribution on the depended variable is considered by calculating 

the maximum value of Beta for each specific variable. Finally contribution of these variables 

needs validity through the Sig. value (.000) for each individual variable certified the unique 

significant contribution on dependent variable. On the other hand to identify the contribution of 

independent variable as partially on the R square value the researcher needs to follow ―part‖ 

option in the coefficient table. Finally here; the researcher needs to square the part value of each 

variable and multiply with 100 tells the contribution of each variable on the R square (Pallant, 

2007, p.159). 

In comparison my analysis has been found and the Beta value where three of independent 

variables among four variables have contributed on dependent variable. Knowledge showed the 

highest contribution among the three variables (Beta=.641, Sig. = .000). On the other hand; 

Attitude has (Beta=.333, Sig. =.000) and friend and family has (Beta=.076, Sig. =.000). (Table 6) 

In order to examine the individual contribution of each independent variable on the R square 

value, the researcher did a square of part value of each variable and multiplied it with 100. The 

result shows that knowledge has 31.36%, and then attitude has 8.294% contribution towards the 

total R square. In contrast Friends and family showed quite less contribution than other two 

variables. 

 

 

 

Table: 4                                Model Summary 

Model      R R Square Adjusted R 

square 

Std.Error of the 

Estimate 

1 .864 .747 .743 .40841 

Dependent variable: Green product purchase intention 

Table: 5                                           ANOVA 

Model Sum of 

Squares 

 df Mean Square   F Sig. 

Regression 91.654 3 30.551 183.158 .000 

Residual 31.025 186 .167 

Total 122.697 189  

Dependent variable: Green product purchase intention 
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The result of correlation and multiple correlation analysis showing the positive relation between 

the dependent and other three independent variables. In that respect of analysis results I can 

explain that the hypotheses are projected for this research have been accepted. 

5.3 One way ANOVA for age: 

This analysis procedure helps to compare the variance of different groups on the dependent 

variable (Pallant, 2007, p.242). In this thesis I also used a One way ANOVA to assess the 

potential difference among different age groups purchase intentions. As a student of marketing 

and as future marketing manager. I tried to discover consumers potential purchase intention for 

green products.  

Further in my opinion I believe that such assessment can help marketing managers of companies 

to create advisement for company‘s potential consumers. Hence, it is quite logical to suggest that 

all age group consumers do not share the similar interest on same advertisement as this research 

has proved. The research was conducted on young consumers who were categorized in different 

age groups. To find out the response difference among age groups and create different 

advertising message for different age group was the main purpose of this analysis. If the Sig. 

value is equivalent or lower than .05 then there is significant difference of means scores present 

between groups (Pallant, 2007, p.246). 

The Sig. value of One way ANOVA test in this research is .766 which is greater than the Sig. 

Value .05. Hence, the Sig. value explains that there is no significant difference in the mean value 

of age groups. The descriptive table shows that there is no significant difference among the 

means scores of the five age groups. However, the age group 32-36 shows a low mean value 

compare to other groups. The reason for this could be that the number of the participants in the 

survey is low. Thus, the result of One way ANOVA suggests the need to create and develop 

same advertising message for all groups of young consumers. (Table: 7) 

 

 

 

Table:6       Coefficients Beta  

   

 

Constant 

Standardized 

Coefficients 

Beta 

Sig. 

 

 

           Correlations 

Zero-

order 

 

Partial 

 

Part 

 

Knowledge .641 .000 .806 .744 .560 

Attitudes .333 .000 .656 .498 .288 

Friends and Family .076 .000 .158 .148 .075 

Dependent variable: Intention to purchase 
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Table:7                           Descriptives (One Way ANOVA) 

Intentions to purchase   

Age Group Number of Samples          Mean Standard Deviation 

18-22 86 3.8663 .70887 

23-27 70 3.9000 .92313 

28-31 19 3.9737 .73548 

32-36 5 3.9737 .79057 

Total 180 3.8895 .80566 
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6. Discussion 

The discussion is yet another vital and last part of any thesis. In this part of the thesis the 

researcher is supposed to describe in detail what he/she found through the analysis. Therefore 

the researcher mainly focuses on the theory and hypotheses.  Reasons behind the hypotheses are 

accepted/rejected are described through analysis. Based on the analysis and discussion sections 

the researcher is entitled to propose a new model if necessary. 

6.1 Friends & family and Intention: 

Friends and family members more especially parents are considered as a positive influencer on 

the young consumers purchase decisions. Parents and friends are included as contextual factors 

to influence on young consumers of green purchase (Lee, 2010, p.23). In order to purchase green 

products consumers need information about the products. Information sources are categorized 

and based on the different medium. There are four source for the information (1) private source 

of information (2) commercial source of information (3) public source of information and (4) 

experimental source of information. Among these categorization friends and family are 

considered as personal source of information among information categories (Kotler and Keller, 

2009, p.208). Parents and friends are considered as creator of normative beliefs for an individual. 

This is due to the fact that consumers sometimes take decision based on the social pressure. 

Pressure from the social group motivates any individual‘s decision that he or she should do 

certain behavior or not. Social pressure/influence creates beliefs as; normative beliefs. 

Additionally normative beliefs generate subjective norms for an individual's subjective norms for 

any decision or behavior (Ajzen, 2005, p.124-125). 

Correlation analysis between the friends and family influence the purchase intention showing 

positive correlation(r =.158, Sig. = .030). However the relationship strength between these two 

variables is low but still the result of correlation and multiple regression analysis proved positive 

relationship between these two variables. Therefore, the result suggests me to uphold the H1. 

6.2 Knowledge and Intention:   

This hypothesis was developed to find out environmental awareness and due to the fact that 

knowledge has influence on the young consumers purchase decision. Accordingly analysis and 

discussion indicated that young Consumers‘ preferences of products choice are changing towards 

green consumption. Usually young consumers have been considered as more environmentally 

conscious consumers (Järvinen, 1995; Nuorisobarometri, 1998; Fauth, 2002, cited in Autio & 

Wilska, 2005 p.408). Individual‘s awareness and knowledge towards environment considered as 

individual factors. However, there are two different factors (individual and contextual) used to 

classify different factors as influencer on the environment conscious people.  

Environmental awareness of young consumers motivates them towards green buying so as to 

protect the environment. On the other hand environmental knowledge has influence on the 

consumers purchase intentions. The knowledge of environment and environment related issue, 

inspires their behavior to take some initiatives to protect environment and passionate them to 

purchase environment pleasant products (Lee, 2010, p.23-24). 
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Therefore Knowledge in not directly connected in the Theory of Planned Behavior as compared 

to attitudes and friends and family. TPB has been influenced by one factor which is called the 

background factor. The background factor is classified as personal, social and information three 

basic factors. Knowledge as influencer towards intention which is under the ―information‖ 

category of background factor (Ajzen, 2005, p.134-136).  

Observation of the correlation results helps the researcher to confess the role of knowledge on 

purchase intention of green products. Because the relation between knowledge and purchase 

intention is positive and both variables have the highest value (r =.806, Sig. = 000) compared to 

other variables. Knowledge has been found to be more influential on the young consumers green 

purchase intention than friends and family influence. The result of the analysis suggests to me; 

that there is support to uphold my H 2. 

 6.3 Attitudes and Intention: 

Ajzen described that intentions towards any objects are controlled by three fundamental factors. 

Individual‘s attitude either positive or negative determine the positive or negative intension to 

perform a behavior (Ajzen, 2005, p.117-118). 

The evidence of Pirani & Secondi suggests that Swedish citizens‘ have a high accountability for 

the environment when compared to other EU country citizens (Pirani & Secondi, 2011, p.69). 

Fundamentally the psychologist Daniel Katz devolved a concept based of the different functions 

of attitudes.  Katz divided termed the theory into four basic functions, they are: Utilitarian, Value 

expressive, Ego defensive and knowledge. Among these four functions the Utilitarian function of 

attitudes best supports my findings. Reason being that utilitarian function of attitudes are grown 

on the base of attitude towards object (Product) which will be pleasurable or painful for the 

consumers (Solomon et al; 2010, p.275-276). Consumer‘s purchase of green product is related 

with consumer‘s own well-being and environmental welfare. The adult category focused on the 

personal health aspect for using environment friendly products while the young group focused on 

environment well-being and animal health aspects (Wandel & Bugge, 1997, p.24). The findings 

from Wandel and Bugge, explained that utilitarian function worked as positive influence to 

purchase the green products. 

The author focused on own findings of the research through the analysis which was conducted 

by the SPSS. Analytical findings of the SPSS showed positive relation between these two 

variables (Attitude & green purchase intention). The correlation coefficients between attitude and 

green products purchase intention(r = .656, Sig. = .000) describes the presence of strong relation 

between these two variables. The research also found a strong relation between attitudes and 

intention. Hence, strong relation between attitude and intention indicate that H 3 is supported. 

One study conducted by Karman Lee in (2010), tried to find out the response to green products 

purchase behavior of young consumer of Hong Kong. That study aimed at finding out how the 

green buying behavior of consumers, through three variables was really a peer influence, local 

environmental involvement; concentrate environmental knowledge (Lee, 2010).    

Similarly this research tried to find out how green products purchase intention of young Swedish 

consumers, by three variables which are attitude, friend and family influence and knowledge. In 



 

40 
 

similarity also this study has almost some resemblances with Lee‘s study. So in this respect the 

author of this study has chosen to modify Lee‘s model and use that model for this study. 

 

 

 

 

 

 

 

 

 

 

           Figure 7: Proposed model for this study adopted and modified from (Lee, 2010, p.33). 

The model of this study showing the different directions of variables‘ towards the green products 

intention. Friends and family influence direction towards green purchase and knowledge. Parents 

and friends are creator of normative beliefs of person, which are motivating that person towards 

any intention. Thus, friends and family could influence to purchase green products (Ajzen, 2005, 

p.124-125). Young consumers could get knowledge about purchasing of green products through 

their parents and friends. Knowledge gained from family and friends help them to take speedy 

decision called ―heuristics‖ to purchase a product. This speedy decision is made because of 

consumer‘s knowledge gained by observing family and friends purchasing habit. Thus, 

knowledge shows direct relation with purchase intention by ―heuristics‖ (Solomon et al., 2010, 

p.342). Attitudes of a person towards any behavior are determined by positive or negative 

outcomes of the behavior (Ajzen, 2005, p.124). Author believes and TPB explained how attitude 

toward any behavior is related to knowledge. Consumers always observe those people who are 

close to them. So, if they find negative information regarding any product from those persons 

close to them. Then it is more likely that the consumer will have some negative impression just 

like those close to them. (Solomon et al., 2010. p.342). As Ajzen (2005, p.135) mentioned 

knowledge is under the information category of background factor of the TPB. Thus, the 

consumer is likely to adapt or even think negative. So, the author believes that positive 

knowledge about an object creates positive beliefs and attitude towards that object. Thus, the 

model of this study describes the relationships between 3 independent and 1 dependent variables. 

This model also describes the relation among independent variables. 

 

 

Friends & 

Family 

influence 

Green Product 

purchase 

intention 

Attitude 

Knowledge 
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6.4 Contribution of Theory of Planned Behavior (TPB): 

A persons intention to certain behavior is determined by the few aspects such as nature of an 

individual, social influence on individual‘s beliefs and own controlling issues for an individual 

(Ajzen, 2005, p.117). 

The individual‘s attitude to perform a behavior is determined by behavioral beliefs in 

individual‘s mind. Positive or negative aspects of behavioral beliefs regulate person‘s attitude 

towards the behavior positive or negative way. Someone‘s beliefs on a certain behavior have 

positive outcomes then he or she will do that behavior. And if someone believes that doing 

certain behavior has negative consequences then he or she will not do the certain behavior 

(Ajzen, 2005, p.123-124; Ajzen, 1991, p.191). Correlation results of attitudes and intention have 

showed positive relation and supporting positive attitudes and intention towards green products 

purchase. The correlation results of attitude and purchase intention are resembles with attitude 

towards any behavior Part of (TPB). Thus the first part of TPB has contribution towards my H3.    

Subjective norms are determinant factors for a person‘s intention and behavior. A person‘s 

subjective norms are controlled by the normative beliefs. Normative beliefs are the tasks of 

social pressure on a specific person. When people close to an individual, and those people act as 

determinant of individual‘s decision that he/she should or should not do certain behavior is called 

normative beliefs (Ajzen, 2005, p.124-125). Analysis of friends & family influence and purchase 

intention has showed positive results. Therefore I can explain through my analysis results that 

friends and family is the normative beliefs creator to green product purchase in Sweden. As 

Ajzen (2005), mentioned in the second part of TPB, that friends and family has influence on 

individual‘s intention (Ajzen, 2005, 124-125). Subjective norms (social pressure creators) of 

TPB is as like as my hypothesis 1 (friends and family). Thus, the subjective norms contributed to 

the explanation of my H1 and confirmed that friend and family has positive influence on young 

consumers purchase intention. 

Perceived behavior control is formed on the basis of previous experience of individuals. This 

control behavior could be formed on the basis of secondary information, observation of others 

work, experience of friends, neighbors or those who are close to an individual (Ajzen, 2005, 

p.125). As mentioned previously in the discussion that knowledge, as background factors (under 

information category) has influence on the Theory of Planned Behavior (Ajzen, 2005, p.135). 

Control behavior formation depends on the past experience of an individual or information 

gathered from friends, neighbors (Ajzen, 2005, p.125). As perceived behavior control is 

influenced by the information from others and knowledge is under information (background 

factors) category of TPB (Ajzen, 2005, p.135). Thus, knowledge as a function of perceived 

behavioral control of TPB influence intention of young consumer‘s green products purchase. 

This is how the third part of TPB contributed to my H2 and as I found out the purchasing 

intention of the young Swedish consumers. 

6.5 Conclusion: 

Environmental concern and saving the environment are not old issues, these issues were raised 

almost three decades ago (Fraj & Martinez, 2007, p.26). Consumers concern of environment 

bound the marketers of products manufacturer to think in different way. They are bound to think 

about their product before launch in the market (Ghosh, 2010, p.83). Consumers would like to 
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observe that the products‘ packages are sealed by any organization which certifies any product‘s 

environment friendly claim. In Sweden ecolable it is such as ―Nordic Swan‖ controlled by the 

Swedish government (Salzman, 1997, p.14). Another ecolable ―KRAV‖ is uses in Sweden to 

confirm the consumers that ―KRAV‖ sealed product is grown organic way (Orsato, 2006.p.135). 

Different countries and regions have their own authorized organizations to certify the products 

ecological claim on those countries and regions. For example ―Blue Angel‖, ―Eco mark‖, 

―Nordic Swan‖, and ―Green Seal‖ used in Germany,  Japan, Scandinavia and America to confirm 

product‘s ecolable (Salzman, 1997, p.12-13). 

This study has found out that Swedish young consumers are environmentally conscious 

consumers. They have the intention to purchase eco-friendly products. The study also found out 

that most of the young consumers are aware of environment; they have sufficient environmental 

knowledge and willingness to pay more prices for the environment friendly products. They have 

been found to be motivated by the social group influence. This study discovered knowledge is 

the most important issue for the young consumers purchase intention. 

Theory of planned behavior has been used to identify consumers‘ intention and purchase 

behavior. This theory explained, Swedish consumers have positive attitudes towards the green 

products. Their social norms also supported to green purchase and also their perceived 

behavioral control shows that they have positive control beliefs for the green products. These 

evidences suggest that the three factors of the Theory of Planned Behavior (TPB) are supported 

to find out young consumers green products purchase intention in different dimension. 

6.6 Theoretical explanation and practical managerial implication: 

Well known theory, the Theory of Planned Behavior has been used for the study. Three aspects 

of the theory helped me to understand how one person motivated towards any intention. The 

study explored that young consumers have high positive intention for the green products. 

Correlation analysis explains attitude, knowledge and friends & family have positive influence 

on the consumers. As author earlier discussed that background factors have influence on the 

TPB. In the background factors it was discovered that information helps to get knowledge which 

influence the consumer‘s intention (Ajzen, 2005, p.135). So, marketers should make different 

media advertising as an option to reach young consumers. Because results of analysis explained 

knowledge has huge influence on intention and knowledge comes from the information (Ajzen, 

2005, p.135). However friends and family have less influence on the intention but they have 

influence, which should not be ignored. ANOVA test showed no significant difference between 

different age groups of young consumers. So, marketers can consider same advertisement as 

information message for the different age group of the young consumers. 

6.7 Further research: 

Any research is not perfect from all aspects; there are some aspects of the thesis that still remain 

unfocused. Imperfect/unfocused aspect of study could be leading fact to other researchers to 

conduct research on that limitation. This study focused young Swedish consumer‘s motivations 

and intention of purchase green products in general not specific product category. Those who 

want to do research on green product; they might think about any product category like grocery 

product, furniture, environment friendly vehicle etc. On the other hand I focused only on young 

consumers not senior citizens of Sweden. So, future research could be on general population and 

not rather a specific age group. 
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Appendices 

Appendix 1:                                 

                                                       Questionnaire  

Hello, I am doing my 15 credits master‘s thesis at Umeå University. My thesis topic is what 

motivates young consumers to buy green products in Sweden. For completion of my thesis I 

need your cordial support. You should not need to be worry and any confusion to participate in 

the survey. Your identity would be confidential and would not use other research or purpose 

except my thesis. Please tick on boxes and scales. 

                                      

1         I am prepared to pay more for green products  

                                        Strongly Disagree   1   2   3   4    5   Strongly Agree     

      2              I always try to use environmental friendly products 

                                             Strongly Disagree   1   2   3   4    5   Strongly Agree     

3              I am positive  towards  environment friendly products 

                            Strongly Disagree   1   2   3   4    5   Strongly Agree     

      4                Green products are important for me  

                                             Strongly Disagree   1   2   3   4    5   Strongly Agree              

      5                 I have previous knowledge about green products  

                                             Strongly Disagree   1   2   3   4    5   Strongly Agree     

      6               My parents influence me to purchase a green product 

                                             Strongly Disagree   1   2   3   4    5   Strongly Agree     

      7               Environmental knowledge motivate me to purchase green product  

                                            Strongly Disagree   1   2   3   4    5   Strongly Agree     

      8              Sometimes I make impulse purchases of environment friendly products 

                                            Strongly Disagree   1   2   3   4    5   Strongly Agree 

     



 

 
 

     9               I want to buy green product in future 

                                             Strongly Disagree   1   2   3   4    5   Strongly Agree 

    10                 The price of green products influences me when I shop groceries. 

             Strongly Disagree   1   2   3   4    5   Strongly Agree 

   11              Advertisement of green product influence me to buy green product 

                                              Strongly Disagree   1   2   3   4    5   Strongly Agree 

   12                 My friends tell me to buy green products 

                                               Strongly Disagree   1   2   3   4    5   Strongly Agree 

   13. Age                                            

         18-22            23-27            27-31             32-36                                                                        

  14. Your Gender 

         Male         Female 

15. Educational Qualification 

         Bachelor               Masters         Others  

16. Your Occupation 

           Student                Businessman                 Service Holder              Others 

17. Income Level (SEK) 

           Low               Middle                    High  

 

                                                         Thanks for participation 

 

 

 

 

 



 

 
 

Appendix 2: Multiple Regression Analysis 

 

Appendix 3:  Model Summary 

 

 

 

 

 

 

 

 

Correlations 

 Intentions 

to 

purchase 

Price Knowled

ge 

Attitud

es 

Friends 

and 

Family 

Pearson Correlation Intentions to 

purchase 

1,000 ,163 ,806 ,656 ,158 

Price ,163 1,000 ,116 ,194 ,076 

Knowledge ,806 ,116 1,000 ,485 ,048 

Attitudes ,656 ,194 ,485 1,000 ,151 

Friends and Family ,158 ,076 ,048 ,151 1,000 

Sig. (1-tailed) Intentions to 

purchase 

. ,012 ,000 ,000 ,015 

Price ,012 . ,056 ,004 ,149 

Knowledge ,000 ,056 . ,000 ,253 

Attitudes ,000 ,004 ,000 . ,019 

Friends and Family ,015 ,149 ,253 ,019 . 

N Intentions to 

purchase 

180 180 180 180 180 

Price 180 180 180 180 180 

Knowledge 180 180 180 180 180 

Attitudes 180 180 180 180 180 

Friends and Family 180 180 180 180 180 

 

Mod

el 

R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,806
a
 ,650 ,648 ,47803 

2 ,861
b
 ,741 ,739 ,41188 

3 ,864
c
 ,747 ,743 ,40841 

a. Predictors: (Constant), Knowledge 

b. Predictors: (Constant), Knowledge, Attitudes 

c. Predictors: (Constant), Knowledge, Attitudes, Friends and Family 

d. Dependent Variable: Intentions to purchase 



 

 
 

Appendix 4: ANOVA test of Multiple Regression Analysis 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regressi

on 

79,718 1 79,718 348,8

56 

,000
b
 

Residual 42,961 188 ,229   

Total 122,679 189    

2 Regressi

on 

90,955 2 45,477 268,0

71 

,000
c
 

Residual 31,724 187 ,170   

Total 122,679 189    

3 Regressi

on 

91,654 3 30,551 183,1

58 

,000
d
 

Residual 31,025 186 ,167   

      

 Total 122,679 189    

a. Dependent Variable: Intentions to purchase 

b. Predictors: (Constant), Knowledge 

c. Predictors: (Constant), Knowledge, Attitudes 

d. Predictors: (Constant), Knowledge, Attitudes, Friends and Family 



 

 
 

Appendix 5: Coefficients of Multiple Regression Analysis 

 

 

 

 

 

 

 

 

 

 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 95,0% 

Confidence 

Interval for B 

Correlations Collinearity 

Statistics 

B Std. 

Error 

Beta Lower 

Bound 

Upper 

Bound 

Zero-

order 

Partial Part Tolerance VIF 

1 
(Constant) 1,582 ,128 

 
12,332 ,000 1,329 1,835 

     

Knowledge ,658 ,035 ,806 18,678 ,000 ,589 ,728 ,806 ,806 ,806 1,000 1,000 

2 

(Constant) ,917 ,137 
 

6,668 ,000 ,646 1,188 
     

Knowledge ,521 ,035 ,638 15,003 ,000 ,453 ,590 ,806 ,739 ,558 ,764 1,308 

Attitudes ,291 ,036 ,346 8,138 ,000 ,220 ,361 ,656 ,511 ,303 ,764 1,308 

3 

(Constant) ,730 ,164 

 

4,445 ,000 ,406 1,054 

     

Knowledge ,523 ,034 ,641 15,183 ,000 ,455 ,591 ,806 ,744 ,560 ,764 1,309 

Attitudes ,280 ,036 ,333 7,822 ,000 ,209 ,351 ,656 ,498 ,288 ,748 1,336 

Friends and 

Family 
,060 ,029 ,076 2,047 ,042 ,002 ,118 ,158 ,148 ,075 ,977 1,024 

a. Dependent Variable: Intentions to purchase 



 

 
 

Appendix 6: P-P Plots of Multiple Regression Analysis 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

Appendix 7: Descriptive, Homogeneity test, ANOVA of one way ANOVA test 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Descriptives 

Intentions to purchase   
 N Mea

n 

Std. 

Deviat

ion 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minim

um 

Maxim

um 

Lower 

Bound 

Upper 

Bound 

18-

22 

86 3,86

63 

,7088

7 

,0764

4 

3,7143 4,0183 2,50 5,00 

23-

27 

70 3,90

00 

,9231

3 

,1103

4 

3,6799 4,1201 1,50 5,00 

28-

31 

19 3,97

37 

,7354

8 

,1687

3 

3,6192 4,3282 2,00 5,00 

32-

36 

5 3,50

00 

,7905

7 

,3535

5 

2,5184 4,4816 2,50 4,50 

36+ 10 4,05

00 

,9264

6 

,2929

7 

3,3872 4,7128 2,50 5,00 

Total 180 3,88

95 

,8056

6 

,0584

5 

3,7742 4,0048 1,50 5,00 

ANOVA 

Intentions to purchase   
 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Between 

Groups 

1,205 4 ,301 ,459 ,766 

Within Groups 121,474 185 ,657   

Total 122,679 189    

Test of Homogeneity of Variances 

 Intentions to purchase   

Levene 

Statistic 

df1 df2 Sig. 

2,141 4 185 ,077 
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