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Abstract 
 
 
Sustainable development continues to be the objective of countries to promote prosperity while 

preserving resources, yet sustainable consumption still faces a discrepancy between consumer 

attitudes and behavior. Additional research is needed regarding the aspect of social media and 

the attitude-behavior gap in sustainability. The purpose of this study is to explore the behaviors 

and attitudes of consumers, the attitude-behavior gap and the impact of attitudes and social 

media use on behavior. The study employs a quantitative approach by utilizing a distributed 

and an online survey on a total sample of 101 respondents to examine the impact of attitudes 

and social media use on sustainable consumption behavior. The analysis consists of descriptive 

statistics, regression analysis, and correlation analysis. The descriptive statistics demonstrate 

that attitudes are generally positive and price, quality, and information to be among the barriers 

of sustainable consumption. However, lack of variety and availability are also barriers to 

purchasing decisions. Additionally, it was found that consumers are willing to pay a premium 

and that the majority of respondents perceived green products (GP) to be of a better quality. 

Social media was found to be an important driving factor due to the moderate correlation and 

relationship found with consumption behavior and its utilization may lead to information 

access regarding sustainable products. 

  

Keywords: Sustainable Consumption; Social Media; Attitude-Behavior Gap  
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1. INTRODUCTION  

Sustainability has become the key attribute in the modern world in terms of preservation of 

global resources, innovation of the existing environments, and behaviors of people. 

Sustainability “refers to the ability to satisfy social, environmental and economic needs of 

current and future generations without depleting the natural resource base or degrading 

environmental quality”  and “sustainable development is the development that meets the need 

of present without compromising the ability of future generation to meet their own” 

(Brundtland, 1987, p.8). However, sustainability does not only have an impact on the way we 

live and behave as people, but also on the shopping behavior of consumers and the decision-

making process of shopping and purchases. Consumers perceive an additional value in the 

purchase of products which are considered as sustainable or eco-friendly and the demand for 

such products is growing (Ritch, 2015). A green product (GP) can be defined as products that 

are long lasting and durable while taking into account the preservation of earth’s resources 

(Hill and Lee, 2012). It is important to note that sustainability consists of three dimensions: 

environmental, social, and economic, which is known as the Triple Bottom Line of corporate 

social responsibility (Simpson and Redford, 2014). The Triple Bottom Line of Corporate Social 

Responsibility (CSR) indicates that sustainability is complex and has multiple dimensions that 

cover a number of issues not only limited to protecting the natural environment. Despite the 

complexity of sustainability and CSR, the perceptions and motives of customers and their 

attitude towards shopping for sustainable products has been proven by previous studies to be 

influenced mainly by environmental issues (Simpson and Redford, 2014).  

With the growth of public interest in social and environmental responsibility, the 

importance of green marketing, societal marketing, environmental marketing, enviropreneurial 

marketing, and eco-marketing has grown increasingly important for corporate image, brand 

confidence, and reputation (Ciletti, 2011). Marketers and organizations cater to the needs and 

wants of the consumers as consumers have become increasingly more conscious of social and 

environmental problems. Socially conscious consumer behavior was seen more evidently at 

the end of the 1990s (Roberts, 1996). The first evidence emerged in the U.S. as the public has 

begun to show awareness and concern for social and environmental issues. Certain events and 

environmental disasters in the 1990s were noticed by consumers. According to Roberts (1996), 

a 1992 survey found that 34 percent of Americans boycotted companies that were 

environmentally irresponsible and 54 percent read product labels to assess whether they are 
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environmentally safe. However, there was found to be a dissonance between the attitudes and 

behaviors of the consumers though they have claimed to not opt for non-green products. This 

draws similarity to the green movement of the United Kingdom (UK) which led supermarkets 

to stock green products which were not purchased although consumers had stated their 

willingness to pay more for GPs (Roberts, 1996). It was presumed that the practices and actions 

of corporations alone were the driving factors that influence consumers’ purchase decisions.  

Researchers suggest there is a need for a more quantitative research that contributes to 

the examining of the attitude behavioral gaps in sustainability (Jacobs et al., 2013; Yamoah 

and Acquaye, 2019). Despite the public debate and awareness about sustainability rising over 

the past decade, the effects on the actual consumer behavior is still much smaller, which is 

supporting the premise of attitude-behavioral gap (Jacobs et al., 2018). Similarly, other studies 

point out that despite its progress, it has yet to grow in market share (Yamoah and Acquaye, 

2019). Sustainable consumption still faces challenges with regards to consumer knowledge, 

perceptions, or behaviors. Further examination of sustainability and green marketing serves as 

an opportunity to target and address new markets, as there still exists a gap in terms of a suitable 

approach to different age groups of the customers (McDonald and Oates, 2004). Stolz and 

Bautista (2015), on the other hand, argue that the age of the customers does not determine the 

perceptions of sustainability and older consumers perceive corporate sustainability with the 

same intensity as young and middle-aged consumers. However, it is important to understand 

attitudes and behaviors of young adults since they are considered to be the future market and 

the driving force of change. To study young consumers is important to overcome challenges 

facing sustainable consumption as they are an age group that is more open to new ideas and act 

as agents of change (Percy-Smith and Burns, 2013).  

Different marketing tools have been utilized to advertise and convey information about 

GPs such as social media. As there has been a significant rise of internet and social media use 

over the past decade, these platforms have become one of the biggest tools for companies to 

promote and communicate sustainability change initiatives and sell their products (Men and 

Tsai, 2012). Thus, social media is an area that should be explored also due to younger adult’s 

avid use of those platforms. According to Sogari et al. (2017), social media is a powerful 

marketing tool to convey information about sustainability, especially among the millennial 

generation. Accordingly, social media has become a powerful tool to influence consumer 

behavior and many organizations have begun to promote their activities online as a part of their 

marketing strategy. Sustainable products and activities are being promoted on social media and 



3 
 

thus lead to more attention and awareness from consumers (Lazaris et al., 2017). Although 

consumers have positive attitudes towards sustainability, they find GPs to be too expensive 

which leads them to continue purchasing non-green products (Creyer and Ross, 1997). 

Consumers expect non-green or products of companies that are engaged in unethical behavior 

to be less expensive and the lower cost is seen as a “punishment” for the corporations’ unethical 

practices (Boulstridge and Carrigan, 2001.)  

Accordingly, there is a need to better explore the attitude-behavior gap and strengthen 

sustainability-oriented attitudes and values in society in order to enhance the consumption of 

sustainable products (Jacobs et al., 2018; Vergragt et al., 2014). Research has also attempted 

to measure the awareness of consumers in regards to their perceptions and beliefs (Kim et al., 

2014). It is believed that consumers generally have a positive attitude with regards to 

sustainable initiatives undertaken by organizations. Literature has also suggested that positive 

attitudes and environmental conscientiousness to be important for consumer purchase 

decisions of GP (Ritter et al., 2015). Accordingly, social media is making a huge impact on 

influencing consumers' behavior and choices in regards to sustainable products and brands and 

many consumers have become dependent on it as a source for this kind of information (Saeed 

et al, 2019).  It is clear then that there is a gap from a practical perspective when customers are 

making purchases. This is referred to in the literature as a “barrier” and research suggests that 

the greatest barrier to sustainable consumption seems to be a lack of knowledge of sustainable 

or GPs (Ritter et al., 2015).  Thus, social media appears to provide a channel to promote and 

communicate valuable information to consumers by sharing engaging content and expressing 

ideas and opinions (Denegri-Knott, 2006). According to Meise et al. (2014), consumers are 

becoming more conscious and aware of purchases and have an increased demand for 

transparency and information which marketers fail to provide. Therefore, further research of 

social media as a tool to share information and shape consumer behaviour towards 

sustainability is required in order to understand the relationship with attitude behaviour gap. 

Further barriers were seen to be the high prices of sustainable products (Jacobs et al., 2018). 

Other barriers include poor quality of product and premium pricing (Yamoah and Acquaye, 

2019). Despite the high prices of these products, other studies suggest that this has no effect on 

purchasing decisions and that consumers considerate of sustainable initiatives have a higher 

“willingness to pay” (Ritch, 2015). 
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1.1. Problem Statement 

Environmental and social changes need to be understood in order to be able to collectively 

address those changes. Companies and large corporations wield considerable power that allows 

them to implement environmental and social change. Their practices can either contribute 

negatively or work towards bettering the environment through promotion of GPs or social 

action. Since large corporations have a global outreach and operate in many countries of the 

world, their activities heavily influence social, environmental, and economic issues across the 

globe. According  to  a  Robeco  report,  Sweden  is  the  world’s  most sustainable  country  

(RobecoSam, 2019). Although there have been several studies covering the aspect of consumer 

attitudes and behaviors on sustainability in Sweden in various industries, there is a lack of 

research that explores the attitude-behavior gap in Sweden. There is also room for research on 

the influence that social media can have on young consumers and their purchasing intentions 

of GPs or socially responsible brands. The discrepancies between consumer attitudes and actual 

buying behavior regarding GPs (Boulstridge and Carrigan, 2001; Jacobs et al., 2018) is 

highlighted in this paper and factors that create those barriers to sustainable consumption are 

also examined in order to answer the research questions. 

 

1.2. Research Objectives 

The main objective of this research is to study young consumer attitudes and behaviours from 

an environmental, economic, and social aspect, to explore any discrepancies, the reasons for 

them, and the role social media use plays in motivating sustainable consumption. Moreover, 

the objectives of the questionnaire are to reveal consumer attitudes, behaviors, social values, 

and barriers. This study examines those dimensions and investigates the impact of social media 

use on purchasing behavior, the attitude-behavior dissonance and the barriers that create 

attitude-behavior gaps. The research questions that this paper will seek to answer are as 

follows: 

1. What are the attitudes and purchasing behaviors of young consumers with regards 

to sustainable consumption? 

2. What are the barriers hindering consumers from consuming sustainably if an 

attitude-behavior gap exists? 

3. What is the impact of social media use on sustainable consumer purchasing 

behaviors? 
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1.3. Disposition 

The remaining of the thesis, is organized as follows. The following chapter provides the 

theoretical background of the study concerning sustainability, consumer attitudes and 

behaviors, and the barriers to sustainable consumption which lays the foundation for the 

purpose and research questions. The chapter that follows is the methodology showing the 

methods of data collection, analysis, and the variables. Followed by a chapter on analysis and 

results which consist of descriptive, regression, and correlation analysis leading to the 

discussion of the results chapter. Finally, the last chapter provides the conclusion and 

limitations of the thesis. 
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2. THEORY 

This section focuses on literature relevant to the study of sustainability, attitude-behavior gap, 

social media, ethical consumption and the barriers preventing consumers from making those 

purchases. 

 

2.1. Sustainability  

Population growth, increasing consumption of recourses, water scarcity, climate change, or 

uncertain economic developments are just some of the global challenges that the world is 

currently facing. The forecasts on the worldwide economic, ecological, and social development 

are indicating that the situation will escalate if the current human behavior towards the 

resources remains unchanged, since the natural recourses and eco-system of the world will not 

be able to withstand such a global evolution (WBCSD, 2010).  According to The Global Risks 

Report conducted annually by The World Economic Forum (WEF, 2020),  extreme weather 

poses the greatest risk in terms of likelihood and climate action failure as the greatest risk in 

terms of impact in 2020. Figure 2.1 shows the global sustainability challenges as well as the 

Figure 2.1 – Impact and Likelihood of global challenges. Source: The Global Risks Report 
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forecasts of future developments and the associated difficulties. It clearly shows the urgency 

and necessity of a change in a form of reduction of the resource consumption.  

In this context, sustainability and sustainable development are crucial. The first 

recognition of sustainability internationally was at the Human Environment conference held in 

Stockholm in 1972 (Sustainable Development Commission, n.d).  Its popularization occurred 

in the 1980s, when on the initiative of the Norwegian politician Gro Harlem Brundtland, the 

World Commission on Environment and Development (WCED) was founded (Sustainable 

Development Commission, n.d). The mission of the World Commission was to develop a 

model for dealing with the challenges of the global environment at that time. Sustainability as 

a term has no single common definition (Hopkins et al. 2009), but all of the definitions are 

describing the capacity of the biosphere to coexist with human civilization. Accordingly, 

sustainability might be defined as “humanity's target goal of human-ecosystem equilibrium 

(homeostasis), while “sustainable development” refers to the holistic approach and temporal 

processes that lead us to the end point of sustainability” (Shaker, 2015, p.305).  

 

2.1.1 Sustainable development 

Sustainable development is defined by The United Nations as “meeting the needs of present 

generations without jeopardizing the ability of futures generations to meet their own needs” 

(Brundtland, 1987, p.24) – in other words, a better quality of life for everyone, now and for 

generations to come (International Institute for Sustainable Development, 2021). Furthermore, 

the European Union is committed to the implementation of 17 Sustainable Development Goals 

in the 2030 Agenda, which was adopted in 2015 as a result of the United Nations (UN) 

Sustainable Development Summit in order to reach “a life of dignity for all within the planet's 

limits and reconciling economic efficiency, social inclusion and environmental responsibility 

is at the essence of sustainable development” (European Commission, 2016, p.2). The 17 

Sustainable Development Goals (SDG) integrate economic development, social justice and 

ecological stability and are universally valid, whereby each member country is supposed to 

contribute to achieving them within their own limits and possibilities, since only common 

commitment is what can lead to a stable change (UN, 2016).  The goals are divided into five 

groups and are reflecting the Triple Bottom Line of CSR. In essence, the SDGs are meant to 

“ensure prosperity and environmental protection without compromising the ability of future 

generations to meet their needs. A sustainable world is one where people can escape poverty 
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and enjoy decent work without harming the earth’s essential ecosystems and resources; where 

people can stay healthy and get the food and water they need; where everyone can access clean 

energy that doesn’t contribute to climate change; where women and girls are afforded equal 

rights and equal opportunities” (Ki-moon, 2014., para. 6). The SDGs are illustrated in Figure 

2.2 below. 

 

Figure 2.2 – Goals of Sustainable Development. Source: (Ki-moon, 2014) 

 

2.1.2 The Triple Bottom line of CSR 

Sustainability is based upon the Triple Bottom Line, which was a term first introduced by 

Elkington (1997). The Triple Bottom Line aggregates the three dimensions of sustainability: 

economic success, ecological responsibility, and social justice and are furthermore linked with 

the phrases “people, planet and profit” known as 3Ps (Slaper and Hall, 2011). In order to 

consider a business activity as sustainable, all three pillars must be taken into account, which 

is a challenge for companies to achieve an appropriate balance between those three areas 

(Langdon, 2010). As illustrated in Figure 2.3, in a case that an activity reflects the interests of 

people and the planet, the activity is considered as bearable. In the event that an activity reflects 

the interests of people and profit, the activity is considered as equitable and lastly, if it reflects 

interests of planet and profit, it can be considered as viable (Elkington, 2013). Accordingly, 

the Triple Bottom Line of CSR is aiming to combine the three dimensions in a way that leads 

to a “win-win situation” for the company, where profit is generated by socially and 
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environmentally responsible behavior. In other words, the company is improving its own image 

and generating higher profit by taking responsible actions (Kuhlen, 2005).  

 

 Figure 2.3 – Triple Bottom Line (Source: Video Details - ClickView Library of Educational Videos, 2019)  

Economic Prosperity 

The economic dimension of sustainability is concerned with the long-term profit that is 

generated from the use of existing resources in terms of the capital preservation. Accordingly, 

the economic line is referring to the impact of organizations’ business practices on the 

economic system (Elkington, 1997). Despite the fact that profitability is usually taken as the 

key factor to reflect the financial strength and value of a company, the economic prosperity 

under the terms of the Triple Bottom Line is a much broader concept than the financial 

performance of a company. As the economic benefit is being enjoyed by the society, the term 

economic profit is better understood as social benefit (Savitz and Weber, 2009). In other words, 

the framework of the Economic Prosperity encompasses the economic value, which is 

generated and provided by the company to the society in a way that the capability of the future 

generations will be able to sustain the same and can be operated continuously.   

 

Environmental Quality 

The environmental dimension of sustainability, on the other hand, emphasizes the 

impact of businesses on the natural environment and shifts the focus from growth to 

preservation and protection (Simpson and Radford, 2012). The activities of the companies 
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within the frame of the environmental pillar include both legal requirements and standards, as 

well as the increasing demand of consumers for more organic and eco-friendly products 

(Simpson and Radford, 2012). Accordingly, global warming and other environmental problems 

are a hot topic over the past years and businesses are required to put efforts to environmental 

activities both from within the company and outside. The environmental pillar of sustainability 

concerns activities such as reduction of negative impacts on the environment, environmental 

policy of the company, environmentally friendly production, and products and services or 

investments in environmental technologies (Henriques,  and Richardson, 2004).  

 

Social Justice 

The social dimension is defined as “the management of human and social aspects which 

ensure fairness and apply management best practices in terms of human recourses and 

communities” and is emphasizing “long term societal development like promoting community, 

ensuring equality and eliminating poverty” (Issa, 2017, p.153). The companies should strive to 

create a pleasant working environment, care for the personal development of the employees, 

and take their needs into account. It is important to say that the social pillar of the Triple Bottom 

Line is addressing issues such as poverty, child labor, and labor exploitation as well (Newell 

and Frynas, 2007).  

 

2.2. Consumer Attitudes and Behavior  

Consumers are driven by many factors that lead them to make certain purchases. The word 

“consumer” is also referred to as responsible or committed, attributing to the word moral 

responsibility (Wallenborn, 2007). Although this is the definition of consumer, consumers vary 

and some hold higher moral responsibility than another. Wallenborn (2007) argues that 

defining “green consumer” is a difficult task as it leads to the question of whether the 

consumers are ethical/green by their actions or their attitudes. Attitudes are deeper than 

opinions and are more permanent in terms of how a person behaves and thinks when presented 

with a problem, these attitudes then are not easy to change (Wallenborn, 2007). Furthermore, 

from a psychological perspective, it is referred to as “cognitive dissonance” where beliefs and 

actions of an individual are contradictory. Crane and Matten (2016, pp. 367) define ethical 

consumption as “the conscious and deliberate choice to base consumption choices on personal 

moral beliefs and values.” These beliefs and values are social and environmentally oriented, 
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whereby the ethical consumers are seeking to protect the environment and support social issues 

through their purchasing decisions. According to Seyfang (2009), psychology and 

experimental economics indicates that peoples’ motivations are driven by the want to appeal 

to the public and hold values of fairness, however, incentives and fines interfere which 

eventually leads to the loss of behavior that is driven by values. The incentives are certain 

external factors that in this case acts as barriers to sustainable consumption. This dissonance 

between the intention or attitude and behavior is what is deemed as the “attitude-behavior gap” 

(Boulstridge and Carrigan, 2000).  

 

2.2.1  Barriers to Sustainable Consumption 

As previously discussed in the introduction chapter, there are barriers which prevent 

sustainable consumption. The barriers to sustainable consumption must be explored in order to 

have a better understanding of consumers’ purchasing behavior and how they come about 

making informed choices. If these barriers are the reason for the existence of the dissonance 

between attitudes and behavior, they need to be identified and subsequently removed. The 

barriers that are discussed in this chapter are barriers that have been identified through previous 

studies. These will also be taken into account in this thesis when analyzing the respondents’ 

feedback on the survey. 

 

2.2.2 Knowledge and Awareness 

Consumers lack awareness or may not have the sufficient knowledge needed to push them 

towards sustainable consumption. Some of these consumers reveal concern for the environment 

but are unaware of the unethical practices of corporations. The consumers lack knowledge of 

the degradation caused to the environment and the impact of a product and the way a product 

is produced (D’Souza et al., 2006). Consumer attitudes can also be based on misinformation 

and misunderstanding. For instance, consumers had perceived that manufactured fibers do 

more harm to the environment than natural fibers (Connell, 2010). The research reveals that 

consumers believed that since cotton is natural then that means it is less harmful than polyester, 

where in fact both carry equal effects (Connell, 2010). 

Knowledge of the benefits of GPs to the environment, health, and economy can greatly 

influence consumers’ purchases but there is little knowledge of these benefits by consumers 
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(Cherian and Jacob, 2012; Hill and Lee, 2012). Environmental knowledge of consumers was 

seen to influence purchasing of GP (Flamm, 2009 ; Ritter et al., 2015). Moreover, attitudes of 

people vary as environmental concerns are higher from one individual to another. Therefore, 

knowledge itself may not be sufficient to influence sustainable consumption without the 

concern for environmental or social matters. The knowledge and awareness of consumers is 

also seen from the perspective of corporate actions. Consumers showed little awareness of 

corporate promotional activities as awareness is low for corporate activities whether they were 

positive or negative (Boulstridge and Carrigan, 2000; Simon, 1995). For example, the 

respondents in a study were informed of an incident that had occurred with Texaco where 

promotions of employees was a lie and there were no advancement in careers for ethnic 

minorities, the respondents mentioned that if they had known earlier, then that would have 

stopped them from making their purchase (Boulstridge and Carrigan, 2000). 

 

2.2.3 Low Product Quality and Limited Product Availability and Variety 

Green or sustainable products have their own characteristics compared to regular products. 

There are various factors that are related to GPs and how those can be barriers towards 

sustainable consumption. Some consumers believe that GPs are of a lower quality which could 

be a significant barrier to sustainable consumption (D’Souza et al., 2006). Interestingly, certain 

consumers would still buy GPs that are lower in quality but place an emphasis on finding 

environmental information on the product labels (D’Souza et al., 2006). In another study, 

research showed that the majority of the participants had mentioned quality to be the most 

important influence on their consumption behaviors (Carrigan et al., 2004). This is consistent 

with a report by the European commission which demonstrates that European citizens regard 

quality as the most important factor in their purchase decision making (Staulz and Bautista, 

2015). Purchase behavior and intent are directly impacted by the quality of GPs (Tseng and 

Hung, 2013).     

Consumers also state that there is limited range and a lack of variety of sustainable 

products and this is notable in the sustainable fashion industry (Hill and Lee, 2015). This makes 

it difficult for consumers to make sustainable choices since they have a fewer range of clothing 

selection and to find apparel with attributes they desire (Connell, 2010). Moreover, it was 

revealed in Connell’s (2010) study that consumers are unable to find apparel in certain 
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categories, namely footwear, business casual, pants, and were similarly unable to find proper 

sizes and fit. 

 

2.2.4 Labelling and Information 

Consumers rely on labels which are referred to as “eco-labels” for information when making 

purchases of sustainable products (Ferguson et al., 2017). The objective of labelling is for 

consumers to find interpretable information and thus increase demand for environmentally 

friendly products (Castka and Corbett, 2015). Therefore, labels should be easy to understand 

to facilitate sustainable consumption. There are several ways marketers convey sustainable 

products that are environmentally friendly through the usage of terms such as “eco-friendly”, 

“recyclable”, “biodegradable” etc. (Morris et al., 1995).  Consumers don’t rely on labels for 

products that they regularly purchase but are used when making a purchase of a new product 

(Ferguson et al., 2017). Similarly, Staulz and Bautista (2015) found that companies should 

focus on their labelling as that will attract consumers that avoid non-sustainable products. 

Various additional information can be provided in these labels that will even lead consumers 

to pay for a higher price. Some of this information included may be earning a living wage, 

organic ingredients, and packaging that is recycled (Meise et al., 2014). Yet, the information 

alone is not sufficient and the motivation of the consumers indicates whether they use the labels 

or not (Silva et al., 2016). It was found that some consumers find product labels difficult to 

understand (D’Souza et al., 2006). The purchasing experience of customers also indicate their 

use of these labels. Silva et al. (2016) demonstrated that chocolates with sustainability and 

quality labelling had an influence on consumers’ sensory acceptance of those products, yet also 

emphasized that the flavor was important to purchasing motivation.   

 

2.2.5 Higher Prices and Willingness to Pay 

One of the barriers that obstructs consumers from consuming sustainably are the prices of GPs. 

Research has presumed that GPs will require a compromise which is referred to as “premium 

price”. However, consumers do not expect to compromise when making purchases of GPs 

(Simpson and Radford, 2012). Several studies have been carried out to explore the willingness 

of consumers to pay even if the prices are higher than non-sustainable products (D’Souza et 

al., 2006). This also depends on from one item category to another. For instance, higher organic 

wine prices are not barriers to consumers who are committed to buying it. In addition, the 
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context and the attitudes are as equally important (Schäufele and Hamm, 2017). Consumers 

will often make the most convenient choice depending on the context. For example, consumers 

may have positive attitudes and may actually prefer to purchase the organic wine, yet they 

wouldn’t buy it if it’s not available near their homes (Schäufele and Hamm, 2017). As 

previously mentioned, the European commission report which found quality to be the most 

important factor for European citizens, found that product prices are the second most important 

factor (Staulz and Bautista, 2015).  

Consumers are willing to pay for the “price premium” when presented with added value 

for a GP and to pay a small addition for products with social attributes, but are not willing to 

sacrifice functionality (Auger et al., 2008). Moreover, consumers may be more sensitive to 

prices based on their age groups. According to Stolz and Bautista (2015), research has shown 

that younger consumers are more sensitive to prices than older consumers. Although prices are 

a barrier, there are several other factors to look at such as the context, product, and age group. 

 

2.3  Social Media 

Social Media is a phenomenon that has risen over the last decade, conditioned by the birth of 

the internet and progressing technologies such as smartphones. According to McCann’s Study 

on Social Media trends, increased usage of smartphones and tablets directly contributed to the 

spread of social media usage (McCann Truth Central, 2013). It is important to say that social 

media became a part of people’s daily lives as it has enormously impacted and changed the 

way that people communicate. Accordingly, the companies understood the change and shifted 

the focus of marketing activities on the online space, as social media offers a space to engage 

targeted audience directly. “Social media provides avenues for broad reach, allow for 

interactivity, and often come with little cost” and furthermore “social media is   beneficial for 

advertisers because consumers self-select into lifestyle groups that make targeted marketing 

much easier” (Sheehan and Atkinson, 2016, p.75). Following up this idea, social media 

provides a suitable marketplace for the marketers to promote their products, as there is an easy 

access to people interested in certain lifestyle, such as sustainability. Moreover, another 

advantage of social media is that it is perceived by consumers as more persuasive than 

traditional marketing (Hung, Li,  and Tse, 2011). Furthermore, another phenomenon of social 

media advertising is the use of social media influencers to promote the products on their 

platforms to their community of followers. “Social media influencers are referred to as people 
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who have built a sizeable social network of people following them” (De Veirman, et. al, 2017, 

p.798).  

 

2.3.1 Social Media Marketing and Millennials 

The digital evolution in the context of Generation Y, also known as “Millennials”, for which 

the internet and new technologies is a natural environment, had accordingly influenced the 

evolution of marketing. According to Laura Simpson, Global IQ Director for McCann World 

group, “Young people utilize technology as a kind of supersense which connects them to 

infinite knowledge, friends and entertainment opportunities” (Karimjee, 2011, para. 3). 

Furthermore, traditional marketing channels such as television, print, or radio are retiring and 

are replaced by digital media, as millennials tend to spend the majority of their time there. 

Nielsen (2014) argues that millennials devote approximately 6 hours of their week to social 

media. Furthermore, the study reveals that “millennials have a more positive view of how 

technology is affecting on their lives than any other generation” and believe that new 

technologies makes their lives easier or helps them to stay connected (Nielsen, 2014, para. 5). 

As millennials are becoming the main economic force and consumers of goods, the shift in 

marketing strategies and communication is unavoidable for the marketers (Schroer, 2016).  

 

2.3.2 Millennials and Sustainability 

As mentioned in 2.3.1, Generation Y has different characteristics and accordingly, the values 

and shopping behavior is different from older generations. Millennials are regarded as the 

“most sustainability-conscious generation” (Saussier, 2017, para. 1). Furthermore, Generation 

Y has health as one of their top priority, they are aware and mindful about the impact of the 

food habits on the greenhouse effect and the planet as whole and thus healthy and sustainable 

food is very popular (Cheng, 2019). Accordingly, there is rising number of millennials that 

decide to eat plant-based foods and become vegan (Saussier, 2017). Generation Y tends to be 

also bothered by issues such as gender or race inequality, and are more tolerant to minorities 

and have bigger social engagement (Deloitte, 2017 ; Valentine and Powers, 2013). As 

millennials have more trust in social media, this leads to increased trust and acceptance of 

messages such as advertisements they see online about labelling, and sustainable packaging, 

deeming social media as an effective channel to communicate the importance of sustainable 

behavior (Sogari et al., 2017) 
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2.3.3 Social Media Marketing and Sustainability 

Over the last years, the pressure on businesses to “go green” and take on sustainability 

initiatives has been emerging. Accordingly, consumers can often opt to make a purchase of 

something not to satisfy their own needs, but to maintain social status. Several studies have 

found a positive relationship between social influence or pressure and attitude towards buying 

sustainable products (Vermeir and Verbeke, 2006 ; Kim and Chung, 2011). Social media has 

created a place for businesses to get closer to their consumers in terms of communication and 

maintain relationships with the public (Kim and Chung, 2011). Despite the fact that social 

media has been driving organizations to the peak of transparency, sustainability marketing is 

still an understudied field of research (McDonagh and Prothero, 2014). As social media has 

influence on consumer behaviors, attitudes, perceptions, and purchase decision-making along 

with an increase in consumers who take steps towards environment friendly consumption 

practices, the organizations change their activities and promote them on social media (Williams 

and Cothrell, 2000). Social media is shaping consumer attitudes into more sustainability 

conscious behavior and thus forcing organizations to be more environmentally and socially 

aware (Pop et al., 2020). 

2.4 Summary of the Theory 

The literature review covered various aspects of sustainability and the balance needed for 

economic, ecological, and social justice success. Companies are encouraged to act and conduct 

their businesses more responsibly as consumers are also growing to be more conscious and 

aware of social and economic issues. Consumers have taken strong stances against companies 

they deemed to be negatively impacting the environment. Although businesses have taken 

initiatives towards being more sustainable, the literature has shown that consumer behaviors 

are not in line with attitudes and consciousness. Various studies across various countries have 

examined this dissonance and found that several barriers exist. Different age groups may also 

reveal different attitudes. For instance, the young adult group are seen to be a force of change 

deeming them a critical group to be examined and understood. Moreover, social media 

platforms similarly are generally perceived to be regularly visited by this age group and 

marketers have taken social media as a marketing tool. The examining of the attitudes and 

behaviors, their relationship, and social media reinforces the literature and provides further 

understanding of sustainable consumption, which barriers exist, and the role that social media 

can play in the development of sustainable action. 
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3 METHODOLOGY 

This chapter discusses the employed methods to conduct this study and achieve the objectives 

of the study. Moreover, it discusses the research design for studying consumer attitudes and 

behaviors on sustainability in Sweden. Also, social media usage impact, the barriers to 

sustainable consumption, and the attitude-behavior gap. This section will cover the research 

design, sample, and data collection method, the construction of the questionnaire, the 

procedure, the data analysis, ethical consideration, and limitations. 

 

3.1 Research Design 

This section will discuss the quantitative method chosen, the reason for its choice, and also 

discuss the data and sample. Moreover, a description of the methods to be used is provided to 

further justify their use and their appropriateness for this research. 

This thesis will employ quantitative approaches to achieve the purpose of this study. 

The research will seek to provide answers for the gap, barriers, and to examine behaviors and 

attitudes. The quantitative method would serve as a suitable method in this paper since this 

method may allow for a greater number of people’s understanding (Jensen et al., 2017). 

Furthermore, when the questions are answered in a self-administered way this will result in less 

bias of social desirability (Fowler, 2014). The study’s design will employ descriptive statistics 

which aid in obtaining information about the current situation to explore consumers’ attitudes 

and behavior. Furthermore, a regression analysis along with spearman correlation and pearson 

correlation is employed to study the relationship between the variables. The literature of 

sustainability investigate various products of sustainability, this study will also study 

sustainable consumption to understand the products that participants may find themselves more 

inclined to consume sustainably. The shopping experiences will be explored, though it steers 

towards sustainable food products since these are considered products that most align 

sustainable issues with (Ritch, 2015).  

The literature review conducted was gathered from peer-reviewed articles which were 

relied upon for the theoretical framework. Those studies and literature cover the topics of 

sustainability and attitudes and behaviors of consumers. Google scholar and Mid Sweden 

University (MIUN) library database were used to obtain the articles and books. Several key 
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words were used, these include, “attitude-behavior”, “sustainability”, “willingness to pay”, and 

“ethical consumption”. 

 

3.2 Sample  

The sample includes young consumers and are focused mostly on millennials as an age group. 

Before conducting the survey, an explanation of the study was provided, and examples were 

used to help clarify what these sustainable products may be. The sample primarily consisted of 

both females and males who are millennials. From the sample, 52 were female and 48 were 

male. One identified as non-binary. Millennials are also referred to as Generation Y and their 

ages range between those born in 1981 to 1996. As this study examines the impact of social 

media use on consumption behavior, this age group was selected as they are familiar with social 

media apps and are considered to be active on those applications. Moreover, social media has 

allowed self-branding to thrive where marketers are able to use influencers to promote their 

products. The product promotions are considered as a form of word of mouths that are credible 

in comparison to paid advertisements (De Veirman et al, 2017). These are included in the 

narratives of social media influencers and thus help drive sales to companies. The use of social 

media is a driving factor for some of the behaviors. The sample selected for millennials was to 

measure the impact on consumer purchasing behavior by social media use. Social media is used 

by companies to advertise their products which is also analyzed for its relationship with buying 

behaviors. The questionnaire was distributed to a total of 116 respondents and included both 

genders and the results signify the differences between both genders and identified why and 

where the attitude-behavior gap exists.  

 

3.3 Data Collection Method 

An online survey along with personal distribution was conducted to achieve the 

objectives of the paper. Online surveys are designed to provide statistics about a target 

population (Fowler, 2014). Participants were reached out in-person by distributing the 

questionnaire and also through social media platforms which led to their participation in the 

study. The online survey was posted on Facebook pages, Reddit page for Sweden, and 

WhatsApp.  Although the online survey garnered respondents, it was not enough for a reliable 

amount of analysis. Only 39 completed the survey online, 62 questionnaires were distributed 

in-person. The survey was distributed in person in Mid Sweden university campus and around 
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the city center, specifically in Östersund. Mid Sweden University has two campuses, as it is 

located in two towns, Östersund and Sundsvall. This even allowed for discussion after the 

survey was completed to obtain the thoughts of respondents on the topic at hand. Many of the 

respondents in person were willing to answer the questionnaire as they felt the topic was one 

they would want to contribute to. This method was more successful than the online survey. 

Those who were not able to complete it were sent a link to the online survey to allow them to 

complete the survey when they were able to. Additionally, after the questionnaires were 

answered, the respondents discussed their thoughts on the topic and have expressed that the 

questions made them reconsider their purchasing habits as well. 

To allow for less social desirability, the online survey assured respondents that it is anonymous. 

Similarly, those collected by hand were assured of confidentiality. A snowball sampling method 

was used when finding participants. The snowball method helped to reach out to more 

individuals who would lead us to their friends and acquaintances. Individuals who were reached 

out personally were asked to nominate other participants. The responses provided insight into 

the beliefs, barriers, and behaviors of the participants and an understanding of the perceptions 

of the consumers. The factors considered were age, gender, and level of education. Of the total 

116 questionnaires given out, 101 were only completed.  

 

3.4 Construction of the Questionnaire  

The questionnaire (found in Appendix) is self-administered whereby respondents are self-

motivated to participate and are expected to be able to understand the questions. In the online 

version of the survey, some respondents did not complete the survey in which those incomplete 

surveys were omitted. According to Fowler (2014), appropriate measurement requires 

questions that are valid and reliable. The questions thus were made easy to understand and 

were designed in a way that kept questions consistent with clear answers. 

 Following Bhatia and Jain (2013) and Haws et al. (2010), a Green Consumer Value 

Scale, which represents the level of value consumers have towards the environment during 

purchase decisions, is adopted for the study. The questions focused on both the attitudes and 

the behaviors of the respondents towards sustainable consumption. Moreover, the questions 

focus on the past purchases of consumers, their attitudes towards the barriers, premium pricing, 

their willingness to pay, and whether the availability, variety, or knowledge affect their buying 

behavior of sustainable products. The study further employed Likert scale from strongly 
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disagree to strongly agree. The questions ranged from a mix of multiple-choice questions and 

the scale labelled as “strongly disagree”, “somewhat disagree”, “neutral”, “somewhat agree”, 

“strongly agree”, “not important”, “slightly important”, “moderately important”, “important”, 

and “very important”. The questionnaire ends with questions of a demographic nature. 

 

3.5 Data Analysis 

The literature was found to use behavior as the indicator being impacted whereby it has been 

used and is considered as an appropriate dependent variable. Following Basha et al. (2015), 

Basha and Lal (2019), Wang et al. (2014), and Akehurst and Goncalves (2012) among several 

others, the dependent variable in this paper will be consumer behavior and thus were tested to 

examine the extent and relationship with the attitude and social media use. The behavior is 

reflective of the actual buying behavior of consumers. Though they have environmental or 

social values, their actual buying behavior may or may not be reflective of those values and 

beliefs. To analyze the impact of the independent variables, social media use and attitude, 

statistical and descriptive analysis has been employed. The data collected was analyzed using 

IBM SPSS software. Consumer attitudes and social media use are the independent variables 

represented by question 16 and 20 respectively and consumer behavior as the dependent 

variable, represented by question 17 (appendix) that are collected from the responses and 

entered into the SPSS software to examine the relationship between the variables by using a 

regression and spearman correlation. Spearman correlation is suitable since the data in the 

study is on an ordinal scale (Zikmund et al., 2012). To employ a regression analysis, a test of 

the data is conducted by comparing the results of pearson and spearman correlation. Since the 

correlation of variables are similar in strength and significance, we can conclude that regression 

is safe to use.  The regression analysis is used to examine the relationship between the 

dependent and the independent variables. 

 

3.6 Ethical Consideration 

Conducting research can also have some ethical concerns due to its sensitive nature. In this 

research and in the process of conducting the survey, the research practice guidelines of The 

Swedish Research Council (2017), which advises multiple factors were followed. Besides 

being assured of anonymity, when the survey was distributed, their consent was asked to 

participate in the survey. Whereas the online survey used a cover letter to explain the purpose 
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of the study, the methods of obtaining the data, and how it would be used. They were also 

assured that any data collected is only used to fulfil the aim of the study and nothing else 

(Vetenskapsrådet, 2017). Similarly, on the online platforms it was posted, a headline and a 

description of the survey and a link was provided. This provides the information needed for an 

ethical research survey where the respondents are informed of their voluntary cooperation 

(Fowler, 2014). For that reason, the respondents were informed about the purpose of the 

research and it was explained to them what it aims to fulfil. Moreover, confidentiality is assured 

where their identity is not requested so that there is also independence when answering the 

questions (Creswell, 2014). 

 

3.7 Validity and Reliability 

The questions revolve around attitudes and behaviors. Consumer attitudes are considered a 

subjective measure, this is due to the fact there isn’t an external and independent validation 

(Fowler, 2014). Fowler (2014) further suggests that subjective questions have validity when 

they are reliable. As 62 questionnaires handed out were answered in person, this leads to more 

reliable answers as the respondents were encouraged to ask questions if further clarification 

was required to any of the questions. To prevent reduced reliability, the questions were 

designed so that the questions will have similar meaning across all respondents. The ordinal 

scales for the questions presented were one property scales to ensure there is no confusion 

when answering the questionnaire. Two-scaled properties are seen as problematic and will 

reduce reliability (Fowler, 2014). Furthermore, to measure the same attitude towards an issue, 

multiple questions in different forms were administered to ensure greater reliability.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 

Table 3.9- Alpha Reliability Result 
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The Cronbach alpha is utilized to check for the reliability of the questionnaire and the 

results in the table above demonstrate alpha at (0.623). A general rule is that levels of 0.6 and 

above are an accepted level of reliability.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3.9.1- Alpha Reliability Total 
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4 ANALYSIS AND RESULTS 

The empirical findings of this study are presented in this chapter. The analysis of the results of 

the questionnaire will be provided along with the findings. The findings are presented in this 

chapter as descriptive statistics and as tables of the results from the SPSS software in which a 

regression analysis and correlations were employed. There are several subsections which are 

divided according to different results and testing. The first section covers the descriptive 

statistics of the questionnaire. The last section illustrates the results of the correlations and 

regression analysis. 

 

4.1 Descriptive Statistics 

The following sub-headings demonstrate the description, organization, summary of the 

information obtained from the data, and a brief analysis, which are displayed through graphs 

and tables. Accordingly, statistical methods such as mean, standard deviation and frequency 

are used to comment on emerging patterns (Coleman, 2018). 

 

4.1.1 Age 

The following Table 4.1 shows the distribution of the age of the respondents. According to the 

initial expectation, the majority, 75 percent of the 101 respondents are born between the year 

1981 and 1996 and thus can be regarded to be a part of the Generation Y- Millennials. This can 

be explained by distributing the questionnaire to students as mentioned in Chapter 3.3 of the 

methodology. Furthermore, the average year of birth of the respondents was 1993 with a 

standard deviation of 4,7 years. The most frequent year of birth was 1994, the youngest 

respondent was born in 2001 and the oldest respondent was born in 1968. 

                                             Table 4.1- Dispersion of the Generations 

Generation Birth Year Number of respondents Percentage 

Generation Z 1997-2012 24 23,8  percent 

Millennials 
(Generation Y) 1981-1996 75 74,3  percent 

Generation X 1965-1980 2 2  percent 
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4.1.2 Gender 

Figure 4.2 below illustrates another demographic variable, the gender of the respondents. From 

the total amount of participating respondents, 52 were female, which is 51,49 percent and 48 

were male, which is 47,52 percent of the total amount. It is obvious that the number of women 

slightly exceeded the number of men in the study, by approximately 4 percent. It can be 

furthermore pointed out that the distribution of the gender among the sample is almost equal. 

Accordingly, one person identified as non-binary.1, which makes less than 1 percent of all the 

respondents. 

 

 

 

 

 

 

 

 

 

Figure 4.2- Dispersion of Gender 

 

4.1.3 Educational Level 

As shown in Figure 4.3, the majority of the respondents- 68 percent of the participants have 

graduated from university or college. Followed by two the second largest group of respondents 

both consisting of 16 percent of the participants, who graduated from secondary school and 

graduate school. 

 
1 Non-binary describes any gender identity that does not fit into the gender binary of male and 
female (Gender Spectrum, n.d.) 
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Figure 4.3- Dispersion of Educational Level 

 
 
 

4.1.4 Attitude 

1. On a scale from 1(minimum) to 10 (maximum), how familiar are you with 

sustainability? 

 

The first question is concerned about the familiarity of the respondents with the concept of 

sustainability. Most of the respondents, 20,79 percent ranked their awareness and knowledge 

about sustainable initiatives by companies and their effects with a 7 on a scale from 1 

(unfamiliar) to 10 (extremely familiar). Furthermore, the average ranking is 6,96 with a 

standard deviation equal to 2,069.  Based on the results, it is demonstrated that the majority of 

the respondents are aware of sustainability issues. 87,12 percent comprise of the ranking 5 and 

above. The remaining 12.88 percent range from level 1-4. It can be deduced that the majority 

of the respondents are aware of sustainability issues and initiatives.  
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Figure 4.4 - Familiarity with the Sustainability concept 

2. What kind of consumer do you consider yourself as? 

The next question aimed to find out the attitude towards consumption and consumer 

behavior regarding sustainability. According to Figure 4.5, 55,5 percent do care about the 

environment on an adequate level and feel the urge to contribute as a customer, but there are 

some factors hindering them from being greener consumers. Second largest group, 47,5 percent 

of the respondents claim to be willing to contribute to the protection of the environment and 

pay more for sustainable products. Next, 9,9 percent have deep interest about sustainability 

who consider themselves as environmental activists. They are convinced that they can 

contribute to solving the environmental, social, and economic problems with their own 

shopping behavior. Only 2.97 percent of the respondents do not care about sustainability at all 

and are convinced that they are not able to contribute as an individual with their shopping 

behavior. The results indicate that all but 2.97 percent believe that their shopping behaviour 

can contribute to protection of the environments. These are consumers who most likely will 

take initiatives to boycott companies that are unethical or behave in inappropriate ways which 

may harm the environment (Borchardt et al. 2013).  
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Figure 4.5- Attitude towards sustainability 

 

3. Do you think the quality of sustainable products is better than ordinary 

products? 

The third question was aiming to find out the perceptions about the quality of the products that 

are labelled as sustainable and whether they expect them to be better quality than ordinary 

products. According to Figure 4.6, 67,33 percent of the respondents are convinced, that the 

quality of sustainable products is better than ordinary products, 9,91 percent believe it is worse 

and 23,76 percent suppose that the quality of sustainable products is the same as other ordinary 

products. The perceived product quality is heightened with sustainbility labels and indicates to 

these consumers that the company is socially responsible (Anagnostou et al., 2015). This would 

more likely be true to the 67 percent who agree that sustainable products are better in terms of 

quality than its counterparts. As for the 24 percent it can be other factors such as prices that 

hinder them from purchasing green products. 
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Figure 4.6- Attitude towards the quality of sustainable product 

 

4. Do you find sustainability product labels difficult to understand? 

Besides the perceptions of the customers about the quality of sustainable products, the next 

question was to find out whether the labelling of sustainable products is understandable for the 

consumers. As one can see from the figure, 59,41 percent percent of the respondents find the 

labels of the sustainable products understandable and 40,59 percent of the respondents claim 

to have difficulties with understanding of the product’s labelling. Silva et al. (2016) emphasize 

the importance of information being relayed to the consumers in labelling as that may lead to 

purchasing. This is relevant from the results here that demonstrate 41 percent find the labels 

difficult to understand. Labelling is an important factor and as mentioned earlier many 

consumers will perceive a higher quality when discovering the product as sustainable. 

However, this is not enough to motivate a purchase since flavor, in food products for instance, 

is relied upon. 

 

Figure 4.7 - Attitude towards the labelling of sustainable products 
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5. Do you view making sustainable purchase decision as a pleasure or sacrifice? 

The fifth question observing the attitude of the respondents towards sustainable consumption 

revealed that 21,79 percent of the respondents view shopping sustainable products as pleasure, 

9,90 percent as sacrifice. Most of the respondents, 69,31 percent of the survey takers, view 

conscious consumption of products that involve social, economic, and environmental pillars of 

sustainability as sometimes pleasure and sometimes sacrifice.  

 
Figure 4.8- Attitude towards the sustainable consumption 

 
 

4.2 Behavior 

6. Do you consider sustainability when you purchase products? 

The next questions were aimed at investigating the actual shopping behavior of the respondents 

in regard to sustainability. The first question aimed to find out whether the consumers consider 

sustainability when they make a purchase. 80,2  percent of the people, who took part in the 

study answered yes, which is dominantly outweighing 19,8 percent of those, who claimed not 

considering any aspect of sustainability and sustainable development in their shopping 

behavior. This question revealed a staggering 80,2 percent who consider to purchase 

sustainably. Comparing this with the previous question in Figure 4.5, it can be argued that there 

is a discrepancy between the attitude and behaviour since 97.03 percent demonstrated 

awareness and care about the environment but a 20 percent in this question reveal that 

sustainability is not what they consider when purchasing a product. 
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Figure 4.9- Consideration of Sustainability when making a purchase 

 

7. Do you think your daily consumption behavior is sustainable? 

Following up the previous question, the next question was designed to detect the difference 

between considering sustainability aspects of a product in everyday shopping behavior and the 

opinion of the respondents about their consumption being sustainable. Interestingly, while 

more than 80 percent of them consider sustainability in their daily shopping behavior, little less 

than 48 percent of the respondents actually are convinced that their consumption is sustainable. 

More than 52 percent are sure that their shopping behavior is not sustainable, as shown in the 

following figure.  

 

Figure 4.10- Opinion about personal daily consumption being sustainable 
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8. What leads you to buying sustainable products? 

Over 55 percent of the respondents identified the urge to protect the environment and support 

the companies who care about the environment as the leading factor to make more sustainable 

shopping decisions. That suggests that the environmental aspect of sustainability plays a vital 

role in the daily consumption behavior of the customers. Furthermore, 19,5 percent of the 

respondents buy more sustainably, because they want the best quality of the products and thus 

are convinced that sustainable and GP are better quality than the mass consumption products. 

9,7 percent have a good feeling about themselves, 8,7 percent identify sustainability as a part 

of their own lifestyle and 6,2 percent are influenced by the current trends in the world. 0,5 

percent of the respondents answered with other but did not further explain the factors.  

Figure 4.11- Factors encouraging sustainable consumption 

 

9.  What hinders you from buying sustainable products? 

The following question asked the respondents about the factors that are preventing them from 

making their consumption more sustainable. The majority of consumers, 61,1 percent, 

identified the price of the sustainable products as the factor that is hindering them to make more 

sustainable shopping decisions. 11,1 percent lack information about sustainable products, 8,3 

percent think that the accessibility of sustainable products is poor, 5,6 percent have an issue 

with the variety with such products. Furthermore, 5,6 percent of the respondents don’t trust the 

companies, that are selling sustainable products and 5,6 percent also question the quality of 

those products. 2,8 percent of the respondents claimed that their lack of care about the 

environment is the reason they don’t buy sustainable products. Price, information and 
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knowledge, and availability or variety of products are the main factors from purchasing green 

products. The respondents represent a young consumer group and that could indicate their 

reluctance to pay a premium for sustainable products. This is supported by the next question 

which indicates a willingness to pay higher as the income increases. 

Figure 4.12- Factors hindering sustainable consumption. 

 

10. In a case that your income would change (would be higher or lower), would 

your consumer behavior in regards to sustainability change? 

Approaching this question in light of the previous question, this question investigated the 

willingness of the respondents to change their shopping behavior towards being more 

sustainable if their monthly budget for expenses would change. 73 percent answered “yes” and 

claimed that they would buy more sustainable products if they earned more money and could 

afford to pay more for products that are most of the times more expensive. 27 percent said that 

their shopping behavior would not change at all. At the same time, it is important to say, that 

some of those who answered “no” said that they are still trying to live as sustainable as possible. 

Regardless of a higher or lower income, the respondents expressed that they are trying to be to 

as minimalistic as possible and their monthly budget would not change that.  
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Figure 4.13- income change effects 

 

11. Will you stop purchasing a product you regularly consume if you found out 

about the company’s unethical practices? 

As there are still companies that act unethically at some point in their business, the 

question was aimed at the willingness of the respondents to stop making purchases after such 

unethical practices were revealed to the public. 84 percent claimed that they would stop buying 

from a company if they found out that they are doing the business unethically. 16 percent of 

the respondents said that even such finding would not play a role in their shopping decisions. 

This is further supported by Boulstridge and Carrigan (2000) as it depends on the level of 

awareness and knowledge presented to the consumers, whereby knowledge that a company 

acting unethically could lead to consumer boycotting action. 

 

Figure 4.14- Willingness to stop purchasing products from unethical companies 

73%

27%

Yes No

84%

16%

Yes No



34 
 

 

12. In what product category are you most likely to make a sustainable purchase 

or decision? 

The product categories that consumers are most likely to make a sustainable purchase are food 

with 33 percent and clothing and accessories with 20 percent. Many of the respondents 

described that they try to shop for food locally, and products that have any kind of sustainability 

label. Following up the clothing and accessories, the respondents described that they try to shop 

more in second-hand shops or on Facebook market. Next two important product categories are 

personal care products (15 percent) and household products (11 percent), where the consumers 

pay attention whether the products are cruelty free, vegan and not harming the environment. 

Home appliances, automotive, and office equipment were another product categories and are 

each 4 percent of the respondents’ sustainable product category choice. 

 

Figure 4.15 - Important product categories, that customers are likely to make a sustainable purchase 

 

13. Which statement describes your shopping behavior in regards to 

sustainability? 

Last question regarding the shopping behavior reveals that 62 percent of the respondents 

describe themselves as consumers that buy GP every now and then but are not necessarily 

involved with environmental activities. Following up with 22 percent, who are capable of 
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buying GP but are not willing to change anything about their current lifestyle. 13 percent of 

customers buy only green and sustainable products and accordingly spend effort in activities 

that protect the environment. Only 3 percent claim not to be concerned with sustainable 

initiatives and think that businesses and government are responsible to promote environmental 

initiatives and activities.  

 

Figure 4.16- Shopping behavior in regard to sustainability 

 

4.2.1 Social media 

14. How often do you use social media? 

The first question regarding social media was aimed at discovering how much time the 

respondents spend on social media. As expected, most of the respondents (71,29 percent) uses 

social media, such as Facebook, Instagram, YouTube etc., several times every day. 13,86 

percent checks their social media at least once a day, 5,94 percent once every few days, 0,99 

percent once every week, 5,94 percent every now and then, and 1,98 percent does not use social 

media at all.  
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Figure 4.17- Social Media Usage 

 

15. Have you ever purchased a sustainable product based on a social media 

influencer’s recommendation? 

In contrast to what was expected and what current trends in marketing and consumer behavior 

are saying, almost 50 percent of the respondents claimed that they have never made a decision 

to make a purchase based on a recommendation of a social media influencer. 14,85 percent 

said that they made such a purchase once and 35,65 percent buy sustainable products based on 

a social media influencer’s recommendation every now and then. 0 percent of the consumers 

do make such shopping decisions every few days or frequently.  

 

Figure 4.18- Influence of Social Media on Shopping Behavior 
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4.3  Statistical Analysis of Relationships 

This section illustrates empirical findings that provide an understanding and analysis of the 

relationship between the independent variables and the dependent variable. The method used is 

a regression analysis and spearman and pearson correlation which presents the relationship 

between the attitudes, social media use, and behaviors of consumers.  

 

4.3.1 Relationship of Variables  

The questions in the questionnaire that were used for the regression and correlations 

analysis are questions 16, 17, and 20. Question 16 are questions that were used to identify 

the attitudes of the consumers, question 17 are questions that explore their buying 

behavior, while question 20 are questions exploring social media use. The questions were 

administered so that the relationship between both is examined based on the results. A 

table is provided for the results of the correlation. The correlation will demonstrate how 

strong the relationship between variables are. The regression analysis also will indicate 

the impact of the independent variable on the dependent variable and how it affects it. 

 

4.3.2 Analysis of Correlation Results 

 

Table 4.3 – Model of Pearson Correlation Results 
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Table 4.3.1 – Model of Spearman Correlation Results 

 

The results of the pearson and spearman correlation in Tables 4.3 and 4.3.1 show a 

significant moderate to high correlation between attitude and behavior at (0.629) and (0.610) 

respectively. The correlation between social media use and behavior also show a positive 

significant and moderate relationship at (0.372) and (0.267) respectively. The relationship 

between the independent variables, Social Media (SMM) and attitude, is represented by (.093) 

in spearman correlation which indicates that there is no collinearity problem. The similarity 

between the significance of the variables in spearman and pearson correlation indicates that it 

is safe to conduct a regression analysis. Tables 4.3 and 4.3.1 show the correlation between the 

dependent variable, behaviour and the independent variable, the attitudes of the consumers.  

 

4.3.3 Analysis of Regression Results 

 

Table 4.3.2 – Model Summary – Attitude, Behavior Regression 

The results of the regression analysis and the findings are presented here. The first 

analysis was carried out on the behaviour being the dependent and the independent being 

attitude. Firstly, the model presented here is considered significant since the Sig. F. is 0.00 

which is less than the significant level. Moreover, the adjusted R2 demonstrates the variance 
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percentage explained by the model. The R2 in this model is 38.9 percent which is at a reasonable 

representation. Also, 62.9 percent of variance in consumer behaviour is explained by this 

model. 

 

Table 4.3.3 – Model of Coefficients (Behavior-Attitude) 

Y= a + bX, X is the independent variable and Y is the dependent variable.  

Behaviour is 1.383 + 0.701. The changes happening in behaviour based on the attitude 

is 70.1 percent, that shows how much Y changes as X increases by 1. It is evident from 

pearson correlation in table 4.3 that there is a moderate-high correlation between the attitudes 

and behaviour at 39.5 percent.  The remaining is what is considered to be the gap. The gap 

between the behaviour and attitude is explained in the descriptive statistical analysis and price 

was seen to be the main barrier to sustainable consumption. The positive coefficient 

demonstrates that as the attitude (independent variable) of consumers improves the behavior 

(dependent variable) also improves. 

 

Table 4.3.4 – Model Summary – Social Media, Behavior Regression 

The second analysis was done on the relationship between the dependent variable, 

behaviour, and the independent variable, social media use. The results and the model summary 

are presented in Table 4.3.4 above. As in the previous model, this model also shows a Sig. F 

of 0.00 indicating its significance. The R2 is at a 13 percent representation of the model. 37.2 

percent of variance in consumer behaviour is explained in this model.  
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Table 4.3.5 – Model of Coefficients (Behavior-Social Media Use) 

Y= a + bX, X is the independent variable and Y is the dependent variable.  

Behaviour is 2.609 + 0.292. The changes happening in behaviour based on social media 

use is 29.2 percent, that shows how much Y changes as X increases by 1. It is evident from 

pearson correlation in table 4.3 that there is a low correlation between social media use and 

behaviour at 13.8 percent. Even though the correlation is considered low it is still demonstrated 

that there is a positive significant relationship with sustainable consumption behavior but it 

may not have a practical impact. The remaining is what is considered to be the gap. The positive 

coefficient demonstrates that as social media use (independent variable) of consumers 

increases, sustainable consumption behavior (dependent variable) also increases. Therefore, it 

is clear that social media is underutilized in its ability to be used to promote sustainable 

consumption or it could mean that users on social media are not paying attention or that the 

barriers mentioned in the study still hinder consumers from making sustainable purchases. 

 

 

 

 

 

 

 

 

 

 

 

 



41 
 

5 DISCUSSION  

The literature on sustainability and attitudes has found various results which are similar and 

some contradictory. Different research analyses consumer behavior and most of the articles 

reviewed conducted questionnaires to measure the influence of sustainability on consumer 

behavior, attitudes, and beliefs (Hustvedt and Dickson, 2008; Ozanne and Smith, 1998). These 

articles are used for the purpose of discussion and reference for this paper. The discussion will 

be based upon answering the research questions of this study.  

 

5.1 Attitudes and Purchasing Behaviors of Consumers 

Based on the results and study it can be said that Swedish millennials have a high level 

of awareness about environmental, social and economic issues in sustainable consumption and 

the world today. Despite that, the results of this study confirm previous findings in literature 

and studies and reveal that there is a gap between attitudes and behavior. The main reasons 

hindering the Swedish millennials to shop more sustainably is the price of the products, the 

availability of the products, quality of the products and difficulties to read the labels. Despite 

that, Swedish millennials are willing to pay more for sustainable products, they also confirmed 

that their shopping behavior would be more sustainable if their income would be higher. This 

is similar to Bhatia and Jain (2013), it was found that the majority have high values and 

attitudes with regards to sustainable consumption. The respondents answered mostly positively 

and conveyed their environmental values in their answers to the questionnaire. 46  of the 

respondents mentioned specific sustainable actions they are taking for different product 

categories. These responses included, little consumption when it comes to clothes and 

households products, as it is believed by the respondents that all consumption has an impact. 

Others conveyed that if there is not a major price difference then sustainable option is taken 

for food and clothing. In terms of fashion, some conveyed that they avoid fast fashion and opt 

for quality clothes that can be worn for several years, relying on purchases from second-hand 

stores. The female respondents also mentioned that when it comes to beauty products, natural 

and biodegradable products is what they purchase. Most of the responses revolved around those 

answers and this shows the active participation in taking initiatives towards protecting the 

environment. The findings illustrate the majority of the respondents at 84 percent would stop 

purchasing from a company if it has acted unethically. This finding was also demonstrated in 

Stoltz and Bautista (2015) study, but it was the older consumers who were willing to boycott 
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the companies. Similarly, Borchardt et al. (2013) show that the respondents of their survey 

were found to be health conscious and that they may reject a company due to inappropriate 

behaviours which harm the environment. The boycott and rejection of unethical practices is 

further supported by Ritter et al. (2015). Females were seen to be more supportive of 

environmental and strength action (Marcus and Macdonald, 2015). Likewise, Toppinen et al. 

(2013) also found that females and particularly older ones were the more aware group 

environmentally and socially. This is consistent with the findings in this study as 84 percent of 

females consider sustainability when making purchases in comparison to 75 percent of the male 

respondents, though it is not a considerable difference. Chen and Chai (2010) show in their 

study in which it was found that there are no differences that are significant between the 

genders in their attitudes towards GP.  

The results of the regression in the thesis were found to be similar as Basha et al. (2015) 

where a linear regression was employed and it was found that attitudes in terms of 

environmental concern and quality showed a positive impact on behavior. Ritter et al. (2015) 

further support this finding as their study shows a strong relationship between environmental 

concsiousness and attitude with the consumption of green products. The results of this study 

indicate a moderate to high correlation but still indicates the existence of a gap. This is further 

consistent with Barr (2016) who found a core relationship between attitude and action. These 

findings are also consistent with Borchardt et al. (2013) as there was found to be a correlation 

between the attitudes and behavior. Gadenne et al. (2011) found that environmental beliefs 

have an influence on actions and behaviors of consumers. 

 

5.2 Barriers, Gap, and Social Media 

The second research question “What are the barriers hindering from consuming 

sustainably if an attitude-behavior gap exists?” was measured through both the descriptive 

statistics and the correlation between attitudes and behaviors. This section will focus primarily 

on discussing the findings of the relationship between attitudes and behaviors, the gap, barriers, 

and social media. The attitudes of respondents were positive for the most part, for instance, 

44.55 percent have somewhat agreed and strongly agreed to ensuring that products they buy 

have a low impact on the environment and 73.27 percent somewhat agreed and strongly agreed 

that when possible, they always purchase products with sustainable packaging. Although Wang 

et al. (2014) explore various factors to explain behavior, they have found that “environmental 
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values”, or attitude in this study, shows a gap between attitudes and behavior similar to the 

results in this study. Marcus and MacDonald’s (2015) found that individuals with strong 

economic values and balanced values seek outcomes that are economically positive. Their 

results also indicate that females are more supportive of social and environmental strength 

actions.  

Kim et al. (2015) found that 66 percent of the respondents were willing to pay a higher 

price for GP, these results are also demonstrated in this study where 66.34 percent of 

respondents somewhat agreed and strongly agreed to paying a higher premium price for 

environmentally friendly products. Other consumers believe that there shouldn’t be a 

compromise of price in the case of sustainability (Simpson and Radford, 2012). In this study, 

67 percent of the respondents agreed that the quality of GP are better than ordinary products. 

This would support the notion that there is a higher price for products with higher quality, 

which in turn explains the number who are willing to pay a premium price for GP. This is 

supported by Schäufele and Hamm (2017) where consumers perceived sustainable labels to 

indicate quality. Lindh et al. (2016) also found similar results where customers were found to 

be willing to contribute to environmental efforts by paying more for sustainable packaging. 

Furthermore, Basha et al. (2015) found quality to be one of the main motives of consumer 

purchases. D’Souza et al. (2011) even found that consumers were willing to purchase green 

products despite them being a lower quality to other alternative products. 

Moreover, consumers usually rely on information when making purchase decisions 

(Ferguson et al., 2017; Silva et al., 2016), this is an area that should not be ignored, and it was 

found that 41 percent find labels difficult to understand. This is also demonstrated in D’Souza 

et al. (2011) study where it was found that some of the consumers find it difficult to understand 

product labels. Silva et al. (2016) demonstrates the importance of consumers being able to 

understand the labels that lead to value-added perceptions of the product. Since information is 

relied upon, making the information and labelling easier to understand may assist with 

improving sustainable consumption. Therefore, quality was found, along with information and 

price, to be among the most important factors taken into account when purchasing.  

The third research question “What is the impact of social media use on sustainable 

consumer purchasing behaviors?” was also similarly measured through descriptive and was 

explored for its relationship with sustainable consumption. The correlation indicated a low to 

moderate correlation between sustainable consumption and social media use. 34.65 percent 

have indicated that they purchased a green/sustainable product from social media. This is 
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further amplified by the responses that indicate that 46.53 percent find advertisements of GP 

on social media. Sogari et al. (2017) argues that millennials have more trust in social media and 

thus leads to trusting and accepting messages and advertisements they see online about labelling 

and sustainable packaging. Han et al. (2018) similarly found that social media is effective in its 

communication ability to persuade and ultimately impact sustainable behavior. Not only is 

social media used in terms of advertisement and product placement, but it is also used to inform 

and communicate pro environmental information which then leads to an impact on sustainable 

consumption. This is particularly useful since the results have found that 35.64 percent find 

information about sustainability on social media in comparison to newspapers, magazines, and 

television.  

The importance of information and knowledge in different media was also found by 

Ritter et al. (2015) where it portrayed a strong relationship with sustainable consumption. Ritch 

(2015) explains that participants tend to associate lower pricing from fashion retailers with poor 

working conditions of garment makers due to media campaigns. As a result, it leads them to 

apply that logic to all inexpensive clothing. This further emphasizes the importance of social 

media in promoting information and awareness with regards to sustainable products and how 

higher information quality would lead to better sustainability consumption. Jensen et al. (2018) 

explain that even though the media show CSR intiatives being taken by companies, consumers 

continue to be averse or skeptical regarding the contribution of companies to the environment 

and in social aspects. It is argued that consumers are unable to decide between ethical and 

unethical companies because of conflicting information that is presented to them (Jensen et al, 

2018). The opportunity to transfer reliable information through social media companies, such 

as meta (previously facebook), and even as tackling fake news today, becomes evident.  

Furthermore, Ruane and Wallace (2013) reveal that social media networks acts as 

offline opinions of friends when participants find fashionable products on SM networks. This 

change in social dynamics may act as a drive for young consumers to make sustainable 

purchases by positively reinforcing their attitudes. Social media and networks are very 

important since the internet has a significant influence on perceptions and attitudes. Companies 

that adopt sustainable action also improve their brand reputation which lead consumers 

choosing these responsible companies and purchasing from them (Jensen et al., 2018). 
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6 CONCLUSION 

6.1  Summary and Conclusion of Thesis and Findings 

The importance of businesses, as a part of most significant and powerful contributors towards 

the fulfilment of efforts towards sustainable development is undeniable. The role of companies 

and large corporations has been confirmed in research. Although there has been a growth of 

awareness about environmental, social and economic sustainability over the past decades 

among consumers, there is still existing gap between attitudes and actual shopping behavior. 

Furthermore, the gap exists among Generation Y millennials, who are expected to have the 

highest level of interest and awareness about sustainability issues. Another important aspect is 

the impact of social media advertising, as millennials are a generation who are known for high 

interest in technologies and who spend a significant time on these platforms. 

The aim of this study was to analyze and investigate the consumer behavior on 

sustainability and investigate the gap between the attitudes and actual shopping behavior, what 

is hindering the consumers to shop more sustainably and the impacts of social media on the 

shopping behavior of Swedish millennials. The methodology adopted was a quantitative 

method which included descriptive, spearman and pearson correlation, and regression. 

Spearman correlation was employed as it is a suitable measure to investigate relationships of 

variables that are ordinal. To employ a regression analysis, a reliability test of cronbach alpha 

and pearson correlation was conducted. The results of spearman and pearson correlation were 

compared to examine if the results are similar.  

Social media was shown to have a moderate relationship and impact on young people 

with regard to its use and behaviors which lead millennials to buy those products. Despite that, 

social media has been proven to be very important communication channel that can influence 

consumers’ behavior and decisions to make a purchase nowadays. Thus, it should be noted by 

the companies to pay more attention to communication with the consumers via social media 

and provide valuable information about the sustainability of their products, as social media is 

able to cover all the dimensions of sustainability.  

 

6.2  Contributions 

This study contributes to the topic of sustainable consumption and extends on previous studies 

of consumer attitudes and behavior, particularly on young adults. As Sweden is believed to be 
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a pioneer in sustainable development and as the present research demonstrates the issue of the 

attitude-behavior gap, this motivates the research in order to be able to examine whether the 

attitude-behavior exists in Sweden and what the attitudes and behaviors of Swedish consumers 

are. In addition, this paper also investigates the role of social media and whether there is an 

impact of its use on the behaviors and attitudes of consumers. This study can provide insight 

for companies and marketers as the barriers that prevent sustainable consumption are 

highlighted. Similarly, this may be beneficial for initiatives in countries that are on their way 

to sustainability. For instance, this could be of the labelling used, the presentation of 

information, the quality, availability, and the pricing of GP.  

 

6.3 Limitations and Future Research 

This study has been limited in its number of respondents to 101. Similarly, the 

respondents were mostly young adults and were mostly comprised of university students. 

Moreover, other research can utilize a qualitative methodology to identify the common themes 

that emerge in terms of attitude and behavior discrepancies. According to Braun and Clarke 

(2013), the criteria for evaluating quantitative research which are widely agreed upon are 

reliability and validity, and accordingly the purpose can be generalized to the wider population. 

For increased validity of the research, it was important to provide a consistent data collection 

experience for all respondents and make sure that the questions have the same meaning to every 

respondent (Fowler, 2014). As the questionnaire was also conducted anonymously through the 

internet, there exists a chance that some respondents may have not understood the questions 

accurately and that decreases the validity of the research. That might be caused by questioning 

respondents with a different background, for example, respondents representing a range of 

educational experiences or cultural backgrounds. A potential error might be that some words 

may not be understood universally and thus the answers to the questions will differ.  

Accordingly, the surveys were also primarily sent out and distributed to students which 

means that the responses will, for the most part, consist of students. Age groups other than 

millennials were not included and thus are not represented thoroughly in the study, therefore 

the generalizability of the study might be negatively affected. Therefore, other age groups may 

be poorly represented. Future research can take other age groups into account and also have a 

larger number of respondents. 
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APPENDIX 1 - QUESTIONNAIRE 

Welcome to the sustainability and environmental friendly product survey. 

 

This survey concerns your purchases and attitudes towards sustainable and 

environmentally friendly products. We are interested in your thoughts regarding the initiatives 

taken for sustainability and your perceptions regarding it as we are examining consumer 

perceptions and attitude-behavior gap on sustainability in Sweden. Because you are a student 

of MIUN as well, I am inviting you to participate in this research study by completing the 

attached surveys. 

The following questionnaire will require approximately 10- 15 minutes to complete. 

After completing the survey, please send the invitation further to your friends and family 

members.  

Thank you for taking the time to assist me in my educational endeavors! 

 

Awareness 

Awareness and Purchasing Behavior 

1) On a scale from 1(minimum) to 5 (maximum), how familiar are you with 

sustainability? (please, cross your answer) 

 

1-O 2- O 3- O 4- O 5 - O 

 

2) Do you consider sustainability when you purchase products? 

YES/NO 

3) Do you think that your daily consumption behavior is sustainable?  

YES/NO 

4) What kind of consumer do you consider yourself as? 
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O I have deep interest about sustainability, I consider myself as environmental activist 

and I am convinced that I am able to contribute to solve the environmental, social and 

economic problems with my own shopping behavior. 

O I am willing to pay more for sustainable products and contribute to the protection of 

the environment. 

O I care about the environment on an adequate level, I feel the urge to contribute as a 

customer, but there are some factors hindering me from that. 

O  I do not care about sustainability; I am convinced that I am not able to contribute as 

an individual with my shopping behavior. 

 

5) In case you answered yes in the previous question, what leads you to buying 

sustainable products? 

O I am influenced by current trends 

O I want the best quality of the products 

O I want to protect the environment 

O I want to support the companies who care about the environment 

O I have a good feeling about myself 

O My own lifestyle 

Other: 

6) In case you answered no in the previous question, what hinders you from buying 

sustainable products? 

O Price 

O Quality 

O I do not think the companies honestly care about the environment 

O I lack information about the products 

O I do not care about the environment 

O There is a lack of variety of sustainable products 

O There is a lack of shops selling sustainable products 
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 Other:  

7) Do you think the quality of the sustainable products is better than ordinary 

products? 

O Yes 

O No 

O It is the same 

8) When you make a purchase of a sustainable product, which sustainability aspect is 

the most important for you? 

O Ecological Sustainability 

O Social Sustainability 

O Economic Sustainability 

9) Do you find sustainability product labels difficult to understand? 

O Yes 

O No 

10) Do you view making sustainable purchase decision as a pleasure or sacrifice? 

O Pleasure 

O Sacrifice 

O Sometimes pleasure, sometimes sacrifice 

11) In a case that your income would change (would be higher or lower), would your 

consumer behavior in regards to sustainability change? 

O Yes 

O No 

If yes, please specify how and why it would change: 

 

12) Are you aware of the ethical or unethical practices/activities of a company from 

which you buy products from? 

O Yes 
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O No 

13) Will you stop purchasing a product you regularly consume if you found out about 

the company’s unethical practices? 

O Yes 

O No 

14) In what product category are you most likely to make a sustainable purchase or 

decision? 

O Clothing, Accessories 

O Food 

O Automotive 

O Home appliances 

O House hold products (Cleaning products, Kitchenware, etc.) 

O Personal care, Beauty care products 

O Office equipment, Paper 

O Energy, Heating, Water Systems 

15) Could you specify the sustainable actions, you are doing for each product category, 

if so?  

O Clothing, Accessories:  

O Food:  

O Automotive:  

O Home appliances:  

O House hold products (Cleaning products, Kitchenware, etc.): 

O Personal care, Beauty care products:  

O Office equipment, Paper:  

O Energy, Heating, Water Systems: 
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16) Attitudes on Sustainability Consumption 

Attitudes 
Strongly 

Disagree 

Somewhat 

Disagree 
Neutral 

Somewhat 

Agree 

Strongly 

Agree 

When I make a 

purchase of a product, I 

always make sure it is 

sustainable and has low 

impact on the 

environment 

     

If it is possible, I 

always decide to buy a 

product with a 

sustainable packaging  

     

I always buy products, 

that are recyclable 

     

I never buy products 

from companies that 

are not trustworthy for 

the working conditions 

their employees work 

in 

     

I always make sure I 

buy local products in 

order to minimize the 

Carbon Dioxide (CO2) 

footprint caused by 

transportation 

     

I always prefer to buy 

used and second hand 

items 
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Attitudes 
Strongly 

Disagree 

Somewhat 

Disagree 
Neutral 

Somewhat 

Agree 

Strongly 

Agree 

If a company I buy 

from has acted 

unethically then I 

become really bothered 

     

All companies/ 

businesses will act 

unethical sometimes, 

it’s common and 

normal 

     

It is not a big 

deal if companies act 

unethically sometimes 

     

 

17) Behaviors on Sustainable Consumption 

Behaviors 
Strongly 

Disagree 

Disagree 

Somewhat 
Neutral 

Agree 

Somewhat 
Strongly Agree 

I am satisfied with the 

environmental friendly 

products that I 

purchased 

     

I always aim to 

purchase products that 

do not harm the 

environment 

     

I am aware of 

unsustainable 

practices and their 
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Behaviors 
Strongly 

Disagree 

Disagree 

Somewhat 
Neutral 

Agree 

Somewhat 
Strongly Agree 

impacts on the 

environment 

I consider myself as 

environmentally 

responsible 

     

I pay a premium 

(higher) price for 

environmentally 

friendly and 

sustainable products 

     

I always find a 

sustainable option for 

the product that I’m 

looking for 

     

There is a wide range 

of sustainable 

products and variety  

     

I repurchased a 

sustainable product 

     

I encourage family 

and friends to 

consume sustainably  

     

 

Social Media, Advertisements, and packaging 

18) How often do you use social media? 

o Never 
o Every now and then 
o Every week 
o Every few days 
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o Once a day 
o Several times every day 

 
19) Have you ever made a purchase of a sustainable product based on a social media 

influencer’s recommendation? 

o Never 
o Once 
o Every now and then 
o Every week 
o Every few days 
o Frequently 

 

20) Social Media (SM)  

Social Media 
Strongly 

Disagree 

Disagree 

Somewhat 
Neutral 

Agree 

Somewhat 
Strongly Agree 

I find sustainable 

products advertisements 

on social media 

     

I fully understand the 

benefits of sustainable 

consumption when 

seeing an advertisement 

     

I see lots of ads for 

sustainable products on 

SM 

     

 
21) Advertisement and Packaging 

Advertisement and 

packaging 

Strongly 

Disagree 

Disagree 

Somewhat 
Neutral 

Agree 

Somewhat 
Strongly Agree 

I often read about 

sustainability and 
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Advertisement and 

packaging 

Strongly 

Disagree 

Disagree 

Somewhat 
Neutral 

Agree 

Somewhat 
Strongly Agree 

products in 

newspapers/magazines 

I can easily find 

sustainable/green 

products when shopping 

     

The green products have 

nice packaging 

compared to other 

products 

     

The labelling of green 

products is always clear 

on the packages 

     

I usually read 

environmentally friendly 

assertions on labelled 

products 

     

I believe the 

environmental 

information on product 

labels 

     

Eco-labels motivate my 

buying behavior 

     

If a product with an eco-

label is more expensive 

than a product without 

label I would still buy it 
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22) Where do you find information about sustainable/environmental products and 

initiatives? Please specify: 

Advertisements Often Sometimes Seldom Never 

Newspaper     

Magazine     

Television     

Social Media     

University/School     

Other, please 

specify 

    

 

23) Description of individual consumption 

Tick the one that best describes you  

All the products I buy are green products and I spend effort in activities 

that promotes the environment. 

 

I am capable of purchasing green products but I do not want to make 

changes to my current lifestyle. 

 

I do buy green products every now and then but I am not necessarily 

involved with environmental activities 

 

I am not at all concerned with sustainable initiatives and it is the 

responsibility of businesses and the government to promote environmental 

initiatives and activities 

 

 

Thank you for your participation! 


