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Abstract 
 
 

Purpose: To examine and compare how sustainability advertisements with either a 
positive or negative appeal affect generation Y’s attitudes towards sustainable 
concerns. 

Design/Methodology/Approach: The authors have conducted explanatory 
research with a quantitative approach where self-administered questionnaires were sent 
out through different social media channels. From the target group Generation Y, 104 
people responded to the questionnaire. The primary data collected was analysed 
through Kendall Tau’s coefficient analysis. 

Findings: The findings of this study are in line with the theory that sustainability 
advertisements affect Generation Y’s attitudes. The results of this study show both a 
positive and negative appeal in sustainability advertising are effective strategies, but a 
negative appeal is most effective. Generation Y is most concerned about the negative 
effects of pollution and child labour, while the positive effects of renewable energy are 
valued least. 

Limitations / implications for future research: The authors suggest future research 
to look widen the scope and look into different generations and geographical contexts. 
Moreover, more research is needed into the differences between social and 
environmental issues. While also social desirability research for self-report type 
questionnaires needs to be done for social issues associated with sustainability. As well 
as research into the underlying reasons for why certain sustainability issues are valued 
more than others. 

Keywords: Sustainability Advertisements, Sustainability, Advertisements, Generation 
Y, Attitudes, Appeals 
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1. Introduction 

This introductory chapter will provide all the information required to grasp this thesis fully. 

A brief background of the overall topic is provided. Followed by the problem discussion 

and identification of the research gap. Next, the purpose, aim and research questions are 

presented. Lastly, an outline of the overall thesis will be presented to provide vital reading 

structure. 

1.1. Background 

The concept of sustainability was born through environmental concern among large 
groups of the global population. Today, both governments and the general public 
possess the knowledge that the earth's' resources will indeed deplete if no changes are 
made (Lubin & Etsy 2010). The most common, and still applying definition of 
sustainable development is Economic-development activities that “meets the needs of 
the present without compromising the ability of future generations to meet their own 
needs.” (The International Institute of Sustainable Development n.d.).  Portney (2015) 
stated that the goals of sustainability could currently be divided into three periods. The 
first in which governments mainly focused on the control and regulation of minimizing 
environmental damage. The second being more economically efficient than in phase 
one. The third, being today's goal, getting thought leaders and individuals to conduct 
their lives to becoming more sustainable.  

  

As the responsibility for sustainable development shifts from governments to 
individual consumers and corporations, substantial changes can be expected in 
consumption and marketing practices. Primarily because according to Saren (2009), 
marketing has been blamed and criticized for being one of the most significant driving 
forces towards society's overconsumption. With that knowledge arriving at individual 
consumers, their wants and needs are suspected of changing accordingly, which should 
lead to a decrease in overall consumption and higher regard of companies that operate 
in a sustainably responsible manner. In an attempt to convert over-consuming 
consumers into sustainably responsible consumers, there is one giant party that has 
not been discussed yet non-profit organizations. The larger non-profits often operate 
on a national or international level and have reached high awareness among the general 
public. When mentioning non-profits like Unicef, WWF (World Wildlife Fund), The 
Salvation Army, Sea Shepherd, The Red Cross, Save the Children or YMCA, many 
people will know at least one. With the impact they have on society worldwide, it is 
likely these organisations can play a crucial role in achieving sustainable development 
in terms of both social and environmental issues (Odwyer & Uneerman 2010). 
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As mentioned earlier, the shift towards consumer focus described by Portney (2015) 
for sustainability, in general, can also be seen in advertising. The shift towards 
consumer focus in sustainability advertising is confirmed by Leonidou Leonidas et al. 
(2011) who also found an increase of organizations who advertise with a more readily 
visible and clear environmental message. A more visible and clear message results in 
less vague and more trustworthy messages towards consumers.  

 

According to NAS (2006), baby boomers are currently the generation with the most 
economical and social impact. With many of them soon getting into retirement, much 
pressure is laid upon the shoulders of the second most impactful generation, 
generation Y. Born between 1982 - 2003 (Nahavandi 2015), generation Y will be the 
leading generation when baby boomers are in retirement or pass away. Their social and 
economic impact will be leading in order to achieve sustainable development (Turnbull 
& Williams 2015) Where most research focuses on the environmental part of 
sustainability, generation Y also cares about other global issues. Kempster and Carroll 
(2016) note that child labour is one of those issues by providing education as a solution. 
In addition to that, generation why is concerned about animal welfare, which is 
endangered due to pollution. Attempts to rebuild ecosystems have proven themselves 
a useful way of tackling this problem (Gurtner & Soyez 2016; Coussens & Hanna 
2001). Finally, Generation Y is much more aware of renewable or non-renewable 
energy sources and are willing to pay more for renewable energy (Anvar & Venter 
2014).  
 

1.2. Problematization 

The background chapter has highlighted the importance of sustainability as a topic to 
research in the field of marketing and advertising. According to Lubin and Etsy (2010), 
sustainability is a megatrend that affects the competitiveness of companies and is 
crucial to be intertwined into business strategy. So is advertising in the marketing 
world, this essential communication tool is one of the pillars of marketing strategy, 
whereas it the gateway to informing or persuading people (Terkan 2014; Fletcher 
2010). Therefore, it is essential to research the advertising of sustainability, whereas it 
could provide organizations with a competitive advantage in reaching consumers while 
simultaneously serving a cause. With generation Y currently being the second most 
impactful and soon to be most impactful economically and socially, they are the 
generation of which organizations can gain a lot short and long term (NAS 2006; 
Turnbull & Williams 2015). Within the subject of sustainability, marketing and 
advertising, quite some studies have been conducted. First, Erlandsson, Nilsson & and 
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Västfjäll (2018) focused solely on charity advertisements with either a positive or 
negative appeal that would lead to an increase in donations. Their study solely focused 
on the direct positive or negative impact on human health. So, crucial issues to 
generation Y such as pollution, animal welfare and renewable energy were not 
considered. Another study, conducted by Ruanguttamanun (2014) did similar research 
but with a broader range of positive and negative appeals. Also, this study only focused 
on the ‘green' or environmental part of sustainability. Also, its scope was only on the 
United States lacking international context. 

Moreover, this study advances future researchers to dig into the still inconsistent 
results coming from negative appeals and how attitudes towards an ad are related to 
the different appeals. Chang (2011) focused on only the negative ‘guilt' appeals using 
only one organization in all ads. Which in that case could have been an influence, future 
research advice, therefore also was to research looking for the ‘right' cause to support 
in sustainability advertising. All of the just mentioned studies are the self-report type 
of studies, which is also the primary way of research in this field. The next study of 
Chang (2012) described that traditional advertisers chose to provide a small text at the 
bottom in print in cause-related ads. A new trend is to emphasize the cause and results 
have shown that this is more effective in cases where luxury products or service are 
the way to support a cause. Again, in this research, only one cause is chosen, and there 
is still a knowledge gap around how positive or negative sustainability appeals affect 
people when the cause is one of the untouched topics like child labour, animal welfare, 
pollution or renewable energy. 

 

It becomes clear that in the field of sustainability advertisements, only a few of the 
possible social and environmental issues have been researched. Knowing the issues or 
solutions that generation Y values most regarding sustainability it provides an excellent 
theoretical background for empirical comparison. Thus, there is potential to analyse 
how sustainability advertisements with either a positive or negative appeal influence 
generation Y's sustainable attitudes. Moreover, by doing this, one can also compare 
the effectiveness of each advertisement appeal in changing one's attitudes towards a 
sustainability topic.  
 

1.3. Purpose and aim  

The purpose and aim of this study are to examine and compare how sustainability 
advertisements with either a positive or negative appeal affect generation Y’s attitudes 
towards sustainable concerns. 
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1.4. Research questions 

Now that that background, problematization, purpose and aim of this study have been 
provided, the main research question of this thesis is: 
 

How do sustainability advertisements with either a positive or negative appeal 
affect generation Y's attitudes toward different sustainability concerns? 
 

• This research question is there to fill the research gaps of this explanatory study 
described in the problematization. Where the relations between different variables 
seek to be explained in the context of sustainability advertising. The main 
definitions in this research question are defined as follows: 

• Sustainability advertisements: ‘A paid-for communication that is intended to 
inform or persuade one or more people about products services or actions that 
meet the needs of the present without compromising the ability of future 
generations to meet their own needs.’ (Fletcher 2010; World Commission on 
Environment and Development 1987). 

• Positive or negative appeal: Negative appeals can be described as advertisements 
that show the negative effects of not supporting the advertised cause, while 
positive appeals can be described as advertisements that show the positive effects 
of supporting the advertised cause (Erlandsson, Nilsson & Västfjäll 2018). 

• Affect: to have an influence on someone or something, or to cause a change in 
someone or something (Cambridge English Dictionary 2019) 

• Generation Y: people born between 1982 to 2003 (Nahavandi, 2015). 
• Sustainability concerns: Generation Y’s main sustainability concerns; Child labour, 

pollution, non-renewable energy with education, rebuilding ecosystems and 
renewable energy as their positive opposites (Steve Kempster & Brigid Carroll, 
2016; Basu & Tzannatos, 2003; Gurtner & Soyez, 2016; Turnbull and Williams, 
2015; Coussens & Hanna, 2001; Anvar &Venter, 2014; Lehmann, et.al, 2019). 
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2. Theory  

In this chapter, the theory section, a description of previous research related to the thesis 
topic will be given. All of the essential perspectives from academic sources regarding 
generation Y, sustainable development, the six factors, attitudes and sustainability 
advertising will be presented. Finally, a summary of the theory will be given, and the 
conceptual framework will be explained. It will represent an overview of all essential 
definitions and concepts necessary for the research framework and chosen perspectives 
from a theoretical point of view. In addition to that, the link between the different sub-topics 
of the theory will be conferred. 

2.1. Generation Y 

In this study, Generation Y is the only generation that will be examined because the 
other generations are not in focus in this study, and therefore, including them would 
not be relevant. All the different generations have different and noticeable skills, 
interests, values, characteristics, and expectations. (Benckendorff et al. 2010). 
According to Nahavandi (2015), generation Y has a different age range that differs 
deepening on the theory. Some researchers believe that this generation starts with 
people born between 1977 and 1983 and ends with people born in 1993 to 2009, which 
can result in somewhat problematic results since there is no consensus of the 
definition, thus the age range should be established in order to make the context of 
the term used in this study understandable.  

Generation Y has a substantial economic and social impact on society since they are 
the second largest generation after baby boomers (NAS, 2006). The definition that will 
be used for generation Y in this study will be based on Nahavandi´s (2015) definition, 
which is that Generation Y is people born between 1982 to 2003. Sometimes people 
who are born within this time range is also called the N generation, which is because 
they were brought up during the information revolution having accesses to the internet 
which was also known as the net. Which lead to that growing up with the internet had 
a significant impact on generation Y (Evans et al. 2010). Growing up during this era 
with a lot of single parents, divorces and kindergartens help form one of the primary 
features of generation Y which is that they are highly independent since they have 
learnt to take care of themselves and do stuff their way. Some other characteristics 
they tend towards being impatient, well-educated, positive towards the future, stressed 
and confident. Because of globalisation and the internet, generation Y has a high 
degree of different cultural knowledge since they are likely to travel the world (Evans 
et al. 2010; NAS 2006). Generation Y are striving to achieve pleasure and self-
satisfaction, unlike the previous generation who did not live in the same degree (Evans 
et al. 2010). 
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According to Turnbull and Williams (2015), generation Y is the future, they will be the 
leaders and leading consumers around the world. They will become the most important 
and influential part of society with a lot of spending power, both economic and social. 
Their way of thinking and acting differentiate itself from the previous generation in 
power. They are more interested in cultural, social and environmental responsibilities 
and are more likely to tackle these problems more willingly than the previous 
generation. Since generation Y is always connected to the internet, they are more aware 
of these subjects as well, and they also care about it on a global scale and not just about 
it in their own small environment. This makes generation Y the future of sustainability 
since they are already aware and engaged in this subject on a global scale and the future 
when they are all the majority of the global working class they will have the power to 
make companies and countries more sustainable because of their values and spending 
power. By being online all the makes generation Y less likely to have real-life 
interactions with people that are influential thus making them more susceptible to be 
influenced or become aware of subjects that are important for them online (Turnbull 
& Williams, 2015). 

 

2.2. Sustainability 

In chapter 1.1, the concept of sustainability is first introduced and will be further 
discussed in this chapter. As mentioned earlier, the first and mainstream accepted 
definition was established by the World Commission on Environment and 
Development (1987): who stated that ’’ meeting the needs of the present without 
compromising the ability of future generations to meet their own needs.”. This 
definition is mainstream accepted because one of the world's most influential institutes 
in the field of sustainability, the International Institute of Sustainable development, is 
still using this definition in 2019. In addition to that, it has been designed from a neutral 
standpoint and therefore is appropriate for use in the research project (Norton 1992).  

Sustainability encompasses much more than the definition shows at first glance. With 
responsibility shifting from solely governments to companies and individuals, now all 
of the three stakeholders; people, planet and profit, mentioned by Garvare and 
Johnson (2015) are part of the equation.  

From an organisational point of view, concern regarding sustainability has put many 
companies with high levels of pollution under enormous pressure. For others, this 
concern provides business opportunities in terms of strategy. (Taoketao et al. 2018). 
Nevertheless, participating in sustainable development is inevitable for any company. 
According to Sachs (2015), companies can partake on different levels and in several 
manners. Namely, battling climate change internally or externally, stopping child 
labour, supporting education, energy transition or help with the supply of food and 
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water in deprived areas. Waddock, Bodwell and Graves (2002) mention that by 
engaging in sustainable development, companies can strengthen their relationships 
with all stakeholder groups. As a result, companies can bear fruits in the form of 
increased productivity and preference over close competitors (McWilliams & Siegel 
2001).  

Many consumers are looking to make a change in their buying behaviour in order to 
contribute to the quality of life for future generations. Much of past and current 
overconsumption is blamed to companies marketing machines (Saren 2009). The 
change in consumers behaviour towards a ‘green’ lifestyle is also thanks to those same 
marketing think tanks (Cronin et al. 2011). The way sustainability is marketed towards 
consumers differs between companies. These ways are usually picked in such a way 
that they fit well together with company goals and purposes (Fuentes 2015). 

Moreover, marketing of sustainability is influenced by factors such as the media, 
suppliers and consumers. Most important of those is the companies impression of who 
the consumer is and what their wants and needs are (Fuentes 2015). This shows the 
importance of thoroughly understanding the targeted customer segment, in this case, 
generation Y. In other words, a false or biased impression limits a company's ability to 
have good green marketing practices. 

As mentioned in chapter 1.1, the first phase of addressing the concern surrounding 
sustainability was mainly focused on governments. Whereas this research focuses on 
other sectors, this is the last part of this chapter. Governments operate in commercial 
trade on an enormous scale; they have the power to impact both institutions and 
individuals. According to Portney (2015), governments can change infrastructure, 
reserve nature, decide on construction, manage waste recycling and implement means 
of transport. The UN General Assembly (2015) attempts to support and encourage 
national governments to be more sustainable by signing treaties and agreements. 
However, with the no organization or larger international body having the ability to 
compel national governments, many countries still do at least as possible (Portney, 
2015). Also, the pointing of fingers of developed countries and developing countries 
at each other to carry the weight makes that sustainable development is not happening 
at the best rate possible. 

 

2.3. The six factors  

When it comes to Generation Y child labour is a more significant concern for them 
compared to generation X. It is a concern in the sense that child labour is a significant 
global issue and generation Y are more willing to help other than the previous 
generation.  However, it is not only child labour that is a concern for them; they are 
also concerned about other global issues. (Kempster & Carroll 2016) Child education 
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is a close subject to child labour in the sense that it helps to prevent it. In many 
situations where child labour occurs, it is a direct effect of children not having a choice 
between going to school or working. It can be because they are forced by their parents 
or because of poverty; nonetheless, there can be many reasons. The easiest way 
ordinary people can help children getting an education and stopping child labour is by 
not buying products that have been created by it or by buying products that are funding 
education for children in the third world (Basu & Tzannatos 2003) 

Another vital concern for generation Y is pollution, which has become more and more 
critical during the last decades. Pollution is damaging the environment meaning both 
plants and animals are dying or suffering because of it (Gurtner & Soyez 2016). Like 
Turnbull and Williams (2015) said generation Y are more willing to tackle these 
problems and work towards solving them, which means that this subject is essential to 
them. There are a few ways of stopping pollution and repairing the damage it already 
has done. One way is to stop buying products that are damaging the environment 
severely another way is to help to rebuild ecosystems. By buying products or 
sponsoring companies that are, for instance, replanting plants or protecting 
endangered animals, people can help the rebuilding process of damaged ecosystems 
(Coussens & Hanna 2001). 

According to Muntaha Anvar and Marike Venter (2014) green energy is something 
that generation Y is concerned about. They have a high awareness about it and are 
willing to do more towards using that type of energy like paying extra for it. Because 
they are an online generation, they have been more exposed to the environmental 
impact than previous generations in their childhood. The phase of the transition from 
non-renewable to green energy is vital in order to achieve a sustainable future. 
Generation Y have tendencies towards being more sceptical to non-renewable energy 
sources compared to older generations, non-renewable do in some instances look dirty 
to them, and they see the impact of it (Lehmann et al. 2019).  

 

2.4. Attitudes 

According to Myers (2002), a simple way of defining attitudes is to say it is about 
negative or positive feelings or behaviour, responses about people or objects. An 
attitude is, therefore, a kind of preset of how people will react and act in different 
situations. An attitude is almost always connected to some object or thought like 
individuals, situations, physical belongings and places. There are also some tendencies 
that way people remember situations and information affect their attitudes as well 
(Oskamp & Schultz 2005). 

According to Oskamp and Schultz (2005), attitudes can be divided into three different 
independent parts, which are emotional, behavioural and cognitive. The cognitive part 
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about what thoughts and believe a person has towards an object. The emotional part 
is about what kind of associated feelings a person towards an object. The behavioural 
part is about how a person acts and reacts towards an object. According to Myers 
(2002), a problem that might arise when working with attitudes is that attitude is being 
defined differently depending on the situation. Therefore, it is essential to make an 
understandable definition of what attitude is in the context it is being used in otherwise 
misunderstandings might arise. There are two types levels of measuring attitudes; first, 
there is something called simple questions that are meant to measure an attitude about 
something or what affects an attitude. The other type called advanced question is 
meant to measure how and to what degree a complex network of variables affect a 
person's attitude about an object. A typical misconception about attitudes is that they 
are always connected to behaviour which is not valid. In some situations people are 
doing stuff against their beliefs in, for instance, they might buy a product they do not 
like or be polite towards people they dislike; thus right types of question need to be 
asked when researching this subject by making sure these two subjects does not collide.   

There are two different types of questions that can be asked when attitudes are being 
measured, abstract and concrete. Abstract questions are about a person's general 
attitude, and concrete is more about a person's attitude in a specific situation. Which 
means that if one wants to measure a general attitude and not one in a specific instance, 
abstract questions should be asked (Schuman 1972). Since the successful introduction 
of the Likert scale, it has been a commonly used tool for measuring attitudes (Oskamp 
& Schultz 2005) 

 

2.5. Sustainability advertising 

Advertising and advertisement. According to Fletcher (2010), it is important to state 
the difference between these two. Whereas an advertisement is the result of 
advertising, which is a process. Its concepts are defined as follows; "an advertisement 
is a paid-for communication intended to inform or persuade one or more people.", 
while advertising is the process of creating that advertisement (Fletcher 2010). It must 
be noted that ‘paid-for' means that non-paid-for advertisements are not actual 
advertisements; for instance, charities sometimes get the chance to advertise for free 
in order to support their cause. 
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The AIDA (Awareness, Interest, Desire, Action) model is a conventional marketing 
model regarding the customer decision journey (Dziak 2017). As can be seen in figure 
1, from a company's point of view, customers are filtered through a funnel leading to 
the purchasing group in the action step. It is important to notice that in the current 
purchase environment and with sustainability as a goal, the post-purchase step should 
not be forgotten. The importance of triggering customers long-term need for a product 

or brand through advertising is 
also noted by Puccinelli, 
Goodstein, Grewal, Raghubir 
and Stewart (2009), Hassan, 
Nadzim and Shiratuddin 
(2015) note that most 
important is that through the 
model's first step awareness is 
raised for a product or service, 
or in this case sustainability. So 
advertising plays the role of 
raising that awareness through 
informing consumers.  

 
Figure 1: AIDA model (Dziak, 2017) 

Now that the general concept of advertising and its role have been introduced, the 
leading concept of this chapter, namely sustainability advertising can be introduced. 
When combining the definitions of advertising and sustainability, sustainability 
advertising can be defined as: ‘the process of creating a paid-for communication that 
is intended to inform and/or persuade one or more people about products services or 
actions that meet the needs of the present without compromising the ability of future 
generations to meet their own needs.' (Fletcher 2010; World Commission on 
Environment and Development 1987). Companies interest in pursuing sustainability 
through advertisements is fueled by an increasing public concern for sustainability and 
positive research results relating to cause-related advertising. For example, Chang 
(2012) indicates that cause-focused ads are more effective in luxury products and 
services, but product orientated ads are more effective in products that could be 
categorized as necessities. 

On the other hand, Chang (2011) argues a guilt appeal in advertising works when 
consumers view the related cause as a necessity rather than a luxury.  NGO´s are one 
of the main parties using sustainable advertising, Erlandsson et al. (2018) show that 
they either advertise with negative appeals or positive appeals. Negative appeals can be 
described as advertisements that show the negative effects of not supporting the 
advertised cause, while positive appeals can be described as advertisements that show 
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the positive effects of supporting the advertised cause. A similar trend is seen in for-
profit organizations. For example, organic food is portrayed as ‘'more-or-less 
synonymous with safety, naturalness and nutrition'', while normally produced food is 
framed as ‘'artificial, threatening, and untrustworthy'' (Lockie 2006). This shows the 
approach of scaring consumers into a preferred type of behaviour regarding 
sustainability. 

On the other hand, Wang, Ma and Rubing (2019) point out the positive effects of 
educating and informing customers about the positive effects of sustainable 
development 

Reynolds and Olson (2001) note that advertising serves as a way to “enhance physical 
attributes and their relative respect to how the consumer sees himself or herself”. In 
other words, the image created by companies in consumers minds about how a product 
would complement their self-image. With the knowledge that Generation Y is even 
more engaged than the previous generation in achieving pleasure and self-satisfaction 
stresses the importance of grasping their what advertisements and appeals they favour 
is essential.  

While many companies are either under immense pressure thanks to sustainable 
development or are using it to their advantage, there are also companies who use CSR 
as a false way of ‘sustainability propaganda’. This concept is also called Greenwashing, 
definition according to Delmas and Burbano (2011): “the intersection of two firm 
behaviours: poor environmental performance and positive communication about 
environmental performance". This misleading of consumers through means of 
communication is distorting consumers decision-making process. According to 
Schmuck, Matthes and Naderer (2018), consumers are already aware of many cases of 
greenwashing thanks to widespread environmental knowledge in western society. In 
addition to that, they state that false claims regarding environmental contribution 
negatively affects consumers affect towards a brand or product when recognized. In 
other words, false claims of sustainable performance in ads negatively impact brands.  

 

Misleading consumers does not limit itself in ads. In a society that is based mostly on 
scientific facts, informing and educating consumers is essential. The same counts for 
sustainability; many people read and trust facts online that are not properly 
substantiated (Albright 2017). This ‘fake news' is contributing to companies 
greenwashing practices. Schmuck et al. (2018) suggest that governments should react 
by education consumers through awareness campaigns. Also, companies stating their 
environmental performance should provide interacts tools or reading materials, which 
gives consumers the chance to engage with those made claims. 



15 

2.6. Conceptual Framework 

Figure 2 is a visualization and conceptualization of the theoretical framework built in 
chapter two. The model shows how first the attitudes towards the six factors of chapter 
2.3 are measured before seeing an advertisement related to the concerns. The next step 
will be measuring the attitude after seeing both the positive and negative ads. This 
divides the model into two strategies, working with a positive or negative appeal. By 
measuring attitudes both before and after being exposed to the potential moderator 
(the ads), it can be researched whether the ads affect respondents' attitudes towards 
sustainable concerns. Also, the model shows the end goal of this research, which is to 
see whether these advertisements affect Generation Y's attitudes towards sustainable 
concerns. Finally, all of the data acquired from this research should help advertisers to 
use the optimal appeal and concern when targeting Generation Y. 
 

 
- Figure 2: Conceptual Model 
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3. Methodology 

This chapter describes how the thesis is constructed, the choice of method and the methods 
used, the design process of the survey, the pilot study, the selection of the respondents, the 
response rate, the operationalization of the questionnaire, the analysis method and finally 
a reflection of the selected method. 

3.1. Choice of method 

Because of the aim of the study was to investigate and analyze attitudes about 
sustainability and which effect ads about sustainability have on the attitudes on 
generation Y, a quantitative research method was considered suitable for this essay. 
Connections, variations and patterns between different factors can be more clearly 
identified and generalized by using a quantitative research method. (NE 2019). A 
quantitative research method provides a larger volume of data compared to a 
qualitative research method (Holme & Solvang 1997); thus, more data can be analyzed 
in order to help answers the main research question of the thesis. This research method 
means that there is a collection and an investigation of numerical data. A qualitative 
study was not conducted since many different variables were going to be measured 
about attitudes. According to Oskamp and Schultz (2005), when it comes to measuring 
attitudes, a quantitative approach is a good choice since a Likert scale is a good tool to 
measure it.  

Secondary data was collected from previous studies or reports that have been done by 
other people. Secondary data can be used and further developed in other studies 
(Bryman & Bell 2017). In order to build a theoretical framework and to construct the 
analysis model in this thesis, secondary data were used in the form of scientific journals 
and other literature. According to Bryman and Bell (2017), it is advisable to use a 
quantitative research method when investigating differences between people's 
opinions. 
 

3.1.1. Collection of secondary data  

A large amount of data has been collected from scientifically reviewed articles, 
databases and literature in order to increase the thesis reliability. Google Scholar has 
been used in the design of the study, which is a search engine for finding books, 
scientific articles, essays and journals. Data has also been collected from Karlstad 
University's library, where a large amount of data has been collected from literature, 
which is licensed and administered by the university. Mälardalen University Library's 
database has also been used in order to get access to articles that were not available in 
the databases mentioned above. It can be argued that these databases and search 
engines are of high validity since they cover a large amount of the research and data 
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collected from various academic authors and sources. The keywords that have been 
used in the search are mainly the following; Sustainability Advertisements, 
Sustainability, Advertisements, Generation Y, Attitudes, Appeals 

In order to investigate attitudes towards sustainability, how sustainability ads affect 
attitudes within generation Y and if any factors affect attitudes more than others within 
the subject thus in order to find patterns a large quantity of data can be useful. Thus, 
a questionnaire was chosen instead of interviews because a questionnaire is better 
suited for collecting large amounts of data. According to Bryman and Bell (2017), it is 
more effective to distribute and administer questionnaires than qualitative interviews. 
The quantitative approach also avoids formulation problems that may arise because 
interviewers can express themselves differently. Using a quantitative research method 
in the form of a questionnaire also circumvents the problem that the interviewer can 
affect the respondent while being present during the interview. By not having the 
interviewer present the risk of misleading the respondent are reduced, and the data is 
more representative of their real opinions and thoughts. Another advantage of using a 
questionnaire is that the respondent can choose the time to answer the questions 
themselves. (Bryman & Bell 2017) 

The collection of primary data in the study was based on questionnaires that were sent 
to the respondents through Facebook, Linkedin and Whatsapp. These platforms were 
used in order to reach a wider range of potential respondents who are part of the 
targeted generation that the study focuses on. 

 

3.2. Survey design 

The survey was designed and created in Google forms, which is a survey tool. 
According to Bryman and Bell (2017), a way of reducing the risk of people not 
answering the survey, there should be no open questions unless needed. Open 
questions have a tendency to have long answers, which makes people less likely to 
answer them. Because of this reason, only closed-ended questions were used in the 
survey in order to reduce the risk. A good tool to use in order to reduce the risk of 
people not finishing the survey because they think it is too long is by having a progress 
bar which shows how far the respondent has come in the survey (Bryman & Bell 2017). 
A progress bar was used in the survey order to reduce this risk.  

 

The respondents have through the use of a Likert scale the opportunity to answer 
more precisely what they think about a question instead of just no or yes, for instance 
now they answer things like I totally agree to I totally disagree. Since there are only 
closed-ended questions, a five scale Likert scale is fitting to that objective. There are 
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two positive answers and two negative and one neutral in the middle; thus, the 
respondent many options to answers as they see fit. Also, by using a Likert scale, more 
data can be compiled analysed in compression to the classical two options answers 
(Evans et al. 2010).  

In the creations of the questions, much effort was put into formulating them in an 
understandable and comprehensible way. This was done by not using faculty terms 
and complicated language to the greatest extent possible, thus reducing the risk of any 
misunderstandings to happen when the respondent is doing the survey. According to 
Bryman and Bell (2017) and Jacobsen (2002), it is essential that this is achieved since 
the authors cannot be present during the survey and answer any questions or 
misunderstandings that might arise if this is not achieved the answers might give false 
data that have been based on misunderstandings. In order to not having too many 
questions but still getting enough data from the survey, 17 questions were created. 
Bryman and Bell (2017) write that if there are too many questions, the response might 
start to answer the questions without reading them to get it done thus it is important 
not to have too many questions in a survey. Having this in mind, the authors found a 
middle ground were all parts of the study could be answered while not having too 
many questions. 
 

3.3. Pilot study 

A pilot survey was sent out to twelve respondents to control whether the questions 
and content in the questionnaires were easy to understand and that the questionnaire 
did not contain any problems. The people to whom the pilot study was sent to were 
from generation Y, which was the same group that the study intended to investigate. 
This was done in order to investigate whether the survey was understandable by the 
generation Y and to get some possible views on the survey design, which could be 
used in order to improve the survey even further thus improving the understating of 
the questions and context.  
 

3.4. Selection of respondents 

When it comes to the selection of respondents the authors used a selection of comfort 
which according to Bryman and Bell (2017) is when the authors use respondents that 
are accessible and easy to reach for the authors. The survey was conducted between 
the dates of 7-05-2019 and 10-05-2019. It was conducted by posting a link to the survey 
on different social media platforms, which meant that everyone that could see it could 
open and do it. The survey was posted in areas were people outside generation Y could 
answer but with a control question where you could sort out generation Y from the 
rest this problem could be solved. The places where the survey was posted had both 
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male and female respondents in order to try to reach a representative mix containing 
both genders.  

When it comes to deciding who will answer a survey online, the authors have a difficult 
time to do that since they cannot stop people from doing it when it is available to many 
people online (Bryman & Bell 2017). The traditional way of distributing questionnaires 
is through sending the respondents emails with it thus it is easier for the authors to 
know which people are responding to it since they can select more thoroughly who 
will get it (Bryman & Bell 2017). This cannot be done in the case of this thesis. By 
having a control question asking the respondents, for example, their age the authors 
can ensure that the data they use in the analysis is revenant since they can remove the 
respondent outside the desired target group (Bryman & Bell 2017; Jacobsen, 2002). 
The control question needs to be age since if that is not asked the authors cannot 
remove people outside of generation Y, which would lead to a misleading 
measurement and analysis. 
 

3.5. Response rate 

Dropouts that affect the response rate is common in questionnaires, which increases 
the risk of errors in the data collected. However, this is primarily seen as a problem in 
questionnaires sent by email. When a survey is done online, it is not possible to 
measure the percentage of response rate because it is not possible to determine the 
number of individuals who have been exposed by the survey and not done it. (Bryman 
& Bell, 2017; Jacobsen 2002) Respondents who responded to the survey and had an 
age that was not within generation Y parameters were removed from the data collected 
because a younger or older generation was in focus in study and might have created 
misleading data. 
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3.6. Operationalization   

In the operationalization, which is in the chart below, shows the process of the 
questions created for the survey. It shows every question, how it is or not is connected 
to the theory and the motivation behind why the question was created and used. 
 

Question Theory / 
Concept 

Motivation 

1. What is your gender? Background 
question -no 
theoretical 
connection 

Question is asked in order to ensure 
that the genders are evenly 
distributed 

2. What is your age? Generation Y - 
Background 

Question is asked in order to ensure 
that we only use the data from 
generation Y. 

3. Sustainability is important to me. Greenwashing Question is asked in order to see 
their attitude towards sustainability 

4. When I buy a product or service, I 
am concerned children have 
produced this product or service. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure  their general attitude 
towards child labour when buying 
products or services 

5. When I buy a product or service, I 
am concerned that it has polluted the 
environment. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure their general attitude 
towards pollution when buying 
products or services 

6. When I use energy, I am 
concerned this came from a non-
renewable energy source. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure their general attitude 
towards using non-renewable 
energy. 
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7.  When I buy a product or service, I 
value when it supports children's 
education in third world countries. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure their general attitude 
towards children education in the 
third world when buying products 
or services 

8. When I buy a product or service, I 
am value when it helps rebuilding 
ecosystems around the world. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure their general attitude 
towards rebuilding ecosystems 
when buying products or services 

9.   When I use energy, I value it 
when it comes from a green energy 
source. 

Sustainable 
Development - 
Attitudes  

Question is asked in order to 
measure their general attitude 
towards using green energy. 

10. After seeing this advertisement, I 
feel more concerned that products or 
services have been produced through 
child labour. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 

11. After seeing this advertisement, I 
value it more when products or 
services support children’s education. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 

12. After seeing this advertisement, I 
feel more concerned that energy 
comes from a non-renewable energy 
source. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 

13. After seeing this advertisement, I 
value it more when energy is from a 
renewable source. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 
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14. After seeing this advertisement, I 
feel more concerned that products or 
services have been produced through 
child labour. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 

15. After seeing this advertisement, I 
value it more when products or 
services support children’s education. 

 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how the ads have changed 
their attitude 

16. Ads make me more concerned 
about how the products or services 
affect the environment when I am 
buying them. 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how ads affect overall 
attitude when presenting them with 
a ‘pain.' 

17. Ads make me value products or 
services more when I am buying 
them. 

Advertisement - 
Attitudes   

Question is asked in order to 
measure how ads affect overall 
attitude when presenting them with 
a ‘gain.' 

Table 1: operationalization 

3.7. Analytical method 

Statistical Package for the Social Sciences, also known as SPSS is according to Bryman 
and Bell (2017) a useful statistical program for compiling and analysing data. This was 
the main program used for compiling the primary data collected with the survey. A 
five-step Likert scale was used in all the main questions, and the data from all of them 
were put into SPSS where they could be analysed and compared. According to Bryman 
and Bell (2017), a method called bivariate analysis is a useful tool for comparing two 
variables and investigate to what extent a relationship between them exists. In this 
method, there is one method called an independent variable which is not affected by 
another variable and an influenced variable which is affected by the independent 
variable (Bryman & Bell 2017). The type of bivariate analysis that was used in this 
thesis is called Kendall's tau coefficient, which is also written as τ, can handle interval 
data, which was the kind collected from the Likert scale. Interval variables are variables 
that have the same distances to each and that there is no middle point with a value of 
zero (Bryman & Bell 2017). Bryman and Bell (2017) write that the variables need to be 
ranked in ascending or descending order and that their needs to be a minimum of three 
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alternatives for it to count as valid interval variables. In Kendall's tau coefficient 
analysis, a τ value is calculated, and it can have a value between -1 and +1. If the τ value 
equals to -1, there is a perfect negative relationship, and if the τ value equals +1, there 
is a perfect positive relationship. If the values have either -1 or +1 means that there is 
a perfect connection, which means that variables are very close to each other. If the τ 
value is 0 though, there is no relationship at all, which means that the independent 
variable has no relation to the independent variable and can explain its value at all. 
(Bryman & Bell 2017) The τ value can be divided into three categories explaining the 
degree of relationship the variables have. If the τ value is above 0,5 there is a strong 
relationship, if the τ value is between 0,3 and 0,5, there is a moderate relationship, and 
if the τ value is between 0,1 and 0,3, there is a weak relationship. The same principle 
applies when the τ value is negative such as less than -0,5 is a strong relationship 
(Cohen, 1988: Kent State 2018)  

There are three types of Kendall Tau a, b and c. The one that will be used in this thesis 
is Kendall Tau-b, and there are a few requirements that need to be achieved in order 
to determine if it is the correct one to use. First of all, the measurements from a survey 
need to be in ordinal scale like a scale from one to five, which is commonly called a 
Likert scale. The second requirement is that the variables are nonparametric, which 
means that the parameters of the distribution are unspecified with a specified 
distribution or that it is distribution-free; thus, it is the opposite of parametric. The last 
recruitment is that the variables that are compared with each other have the same 
values meaning that for instance, they are both from a Likert scale of one to five. If 
one would have been one to five and the other one to seven, this method cannot be 
used (Israel, 2008) 

According to Bryman and Bell (2017), there is a method called Statistical significance 
level, which is calculated into something called a p-value that is meant to tell how 
credible a relationship between different variables are. By using this, one can identify 
risk with the data collected in the form of false relationships. The p-value or Statistical 
significance is between 0 and 1, and it shows the percentage of how many observations 
are false or incorrect. A p-value of 0,2 means that 20% of the observations are false. 

Bryman and Bell (2017) write that in some situations, τ values can either have on one 
or two asterisks above them, which means that the p values have different levels for 
being seen as statistically significant. If the τ value has two asterisks, the p values must 
be less than 0,01 in order for the τ value to be statistically significant and if it has one 
asterisk, the p-value needs to be below 0,05 in order to be statistically significant. The 
authors set the accepted statistical significance level to 0,05 in this thesis; thus, the 
highest p-value allowed for any variables is 0,05 except when a τ value have two 
asterisks then the p-value is set to 0,01. This means that the highest amount of false or 
incorrect observations is set to five per cent and if it is higher than that an assumption 
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about the variable cannot be made since the uncertainty of the false observations might 
have had to large impact on the result. 

The independent variables child labour, Pollution and nonrenewable all are compared 
to their counterparts child labour ad, Pollution ad and nonrenewable advertisement, 
which are all dependent variables. A Kendall's tau coefficient τ value is created when 
they are compared with each other, and it shows the level of correlation between them. 
Then the variables child labour ad, Pollution ad and nonrenewable advertisement are 
all compared to the negative ad variable in order to get a τ value for each of them in 
order to see how they all correlate to the general attitude about negative ads impact. 
The same way goes for the independent variables children education, rebuild 
ecosystems and green energy, which are compared to their ad counterpart dependent 
variable children education ad, rebuild ecosystems ad and green energy ad. A τ value is 
created in order to determine the correlation between them. Then the variables 
children education ad, rebuild ecosystems ad and green energy advertisement are 
compared separately to the dependent variable positive impact ad in order to determine 
the correlation of every variable to it. 
 

3.8. Validity   

According to Bryman and Bell (2017) and Adams et al. (2014) validity which is about 
how conclusions made in the thesis relate to its purpose is one of the most important 
criteria when it comes to doing good and relevant research. Validity is a way to measure 
the strength of a research's inferences, propositions and conclusions. It is about how 
accurate the measurement is to what the research is meant to measure. The validity is 
increased by having an operationalization in which one can see which theoretical 
connection there is to every question and the motivation behind the question. The 
pilot study also confirmed that the questions asked investigated what they were 
intended to measure. 

 

3.9. Reliability  

According to Adams et al. (2014), reliability is about being able to replicate the same 
results from a measurement at another instance and with the same setting get the same 
results. It is about how consistent the result will be when doing the same measurement 
if the result varies a lot the reliability is to be considered as bad and if the results are 
the same every time it is to be considered as good. The measurement instrument is the 
thing that commonly being rated when it comes to reliability in research. Even though 
a measurement instrument is considered as reliable, it could at the same time be invalid. 
This means that it does not measure validity and that it only measures how reliable the 
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measurement instrument is if it creates results that are irregular and erratic or not. It 
could be that a measurement instrument is consistent in the results, but it measures 
the object in an invalid way, which means that the results are consistent but wrong. It 
is important to define the variable in such a way that there is no room for 
misunderstanding since it can increase the risk for lowering the reliability. One way of 
measuring reliability is to examine internal consistency. 

The questions in the survey were designed to increase reliability by being constructed 
in an easy and understandable way, so no misunderstandings and misinterpretations 
would take place. The pilot study was done in order to make sure the questionnaire 
were both easy to understand and comprehensible. A statistical significance level was 
also created for each question in order to see how reliable the answers examined 
correspond to reality to increase the reliability further 

According to Reinard (2006), there is a way to measure internal consistency, which is 
also referred to as reliability, which is called Cronbach's alpha. One of the most 
common uses of it to measure reliability is when in surveys were several Likert scales 
have been used. Cronbach's alpha test creates an alpha value that can be between zero 
to one. A value below 0.60 means that there is unacceptable reliability. A value between 
0.60 and 0.69 is considered marginal reliability. A value between 0.70 and 0.79 means 
air reliability. Good reliability is considered between 0.08 and 0.89 and everything 
above that is considered highly reliable. In this study, good reliability was achieved see 
appendix 3  since Cronbach's alpha value was 0.883. 
 

3.10. Method Reflection  

Scientific journals stand for a majority of references used in this thesis though some 
references used were without any scientific background. The references used in the 
thesis were used since they helped clarify and explain contextual background 
information about the main research topic that was being examined. Although some 
of the academic references that were used are older than a decade, thus, one might 
question their relevance today. Though one should note that the old references used 
have been supplemented with more modern and up to date references in order to 
increase the validity of what has been written. Also, some old reference was used 
because there had been no newer studied done on the specific subject relevant to the 
thesis. The authors of the thesis chose to use the old references still since their findings 
had not been contested or changed up to this date. 

Since some of the references were written in another language a risk for 
misunderstandings and translations error when using them existed when they were 
used in the thesis. In order to reduce this risk, several sources in English were also 
used as a way to compliment them and increase and confirm the validity of their 
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context. All the references were also discussed between both authors to confirm that 
the interpretation of the sources was the same, and a consensus was reached of their 
meaning. 

As previously mentioned, Israel (2008) says that some requirements have to be meet 
for the Kendall Tau-b correlation to be valid. The first one was that an ordinal scale 
to be used, this was achieved see appendix 1 where a Likert scale from one to five was 
used. The second one was that it needs to be nonparametric, which is proven in 
appendix 2, where it shows a nonparametric test where all the p-values are lower than 
0.05. Lewis et al. (2008) write that if a p-value is lower than 0.05 in a Kolmogorov-
Smirnov nonparametric test, there is a normal distribution, which means that it is 
nonparametric. The last one was that they all had the same values, for instance, a scale 
from one to five, this was achieved see appendix 1 were all variables that were analysed 
were in a scale of one to five.  

Pearson's r was not used since according to Israel (2008) and Lewis et al. (2008) there 
are requirements for this test to be valid, it needs to be parametric meaning normally 
distributed, and it cannot use an ordinal scale. Since an ordinal scale and a 
nonparametric result was created in this study, Pearson's r was not used.  Lewis et al. 
(2008) also write that when it comes to Spearman's rank correlation coefficient which 
is similar to Kendall Tau in some ways is much more sensitive to small sample sizes 
and usually have larger measurement values. Because of the small sample size of 104 
in this study of see figure 3 and that low values in the form of one to five were used 
see appendix 1 Spearman's rank correlation coefficient was not used.  

The quantitative method used in this research is a questionnaire, where respondents 
self-report on their attitudes before and after being exposed to a moderator in the form 
of an advertisement. For a topic like sustainability, which is according to Lubin and 
Etsy (2010) widely accepted to be a problem, one should take in mind that respondents 
might give socially desirable responses. There are also research studies that confirm 
this, but none is based on empirical evidence (Milfont 2009) In order to tackle this, 
qualitative interviews were not conducted whereas the interviewer could influence the 
respondents. Respondents were also assured of the confidentiality of the study. In 
addition to that, Milfont (2009), Kaiser et al. (1999), Pato et al. (2004) and Wiseman 
and Bogner (2003) all found there was only a weak direct impact of social desirability 
on measured attitude in environmental topics when tested in self-report questionnaires 
like this study. It must be noted this research also includes social issues such as child 
labour, which is a disadvantage when using the last-mentioned sources.  
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4. Empirical data and Results 

The empirical data & results chapter will provide an overview of all the collected primary 
data from the quantitative study and the corresponding statistics. Within this chapter, the 
descriptive data will be presented first in chapter 4.1, followed by the statistical tests 
performed with SPSS in chapter 4.2. This data was gathered through a seventeen-question-
survey, that was self-administered and took between five and ten minutes to complete. 

 

4.1. Descriptive empirical results 

The distributed survey created for this study in order to gather primary data was 
structured into five sections, and the related data will, therefore, be presented similarly. 
Starting with general questions, followed by general attitudes towards selected 
sustainable concerns. Thereafter, these selected sustainable concerns were presented 
with an ad that showed the negative impact of unsustainable behaviour, where attitudes 
were measured. This is followed by a similar approach to the positive effects of 
sustainable behaviour. Finally, attitudes were tested regarding the two strategies of 
positive and negative impacts. In figure 3, an overview is presented of the 
accompanying data, with a display of the total number of respondents N = 104. The 
minimum and maximum score per question given by respondents, the mean score per 
questions and the standard deviation.  
 

 
Figure 3: Survey descriptive statistics 
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4.1.1. General Questions 

Figure 4 shows the gender distribution of the respondents of the survey, with a 49% 
male (N = 51), 51% female (N = 53) distribution the overall response rate is close to 
the ideal 50/50% gender distribution. During the distribution of the survey, no 
distinction was made in gender, which makes them close to ideal distribution simply a 
convenience for the usefulness of the results. With Generation Y as the sole target 
audience of this research, all 104 respondents were ranked in this age group.  

 - Figure 4: Gender 
 

For statement 3 of the survey, ‘Sustainability is important to me.’, none of the 
respondents (0%) answered ‘strongly disagree’ showing no full disregard of the topic 
of sustainability. 7,7% of respondents disagree with the statement, while 15,4% is 
neutral. Followed by 35,6% of respondents that agree with the statement, and the 
highest percentage of respondents strongly agree with the statement at 41,3% as can 
be seen in figure 5. Overall, the mean score among N = 104 is 4,11 showing more a 
moderate to a strong agreement with the statement. With a standard deviation of 0,934, 
it can be observed that respondents are in agreement regarding this statement. 
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- figure 5: Q3 Sustainability is important to me 

4.1.2. Attitudes towards sustainable concerns 

This subchapter represents section two of the survey where respondents’ attitudes 
towards the selected sustainable concerns are tested. For statement 4 ‘When I buy a 
product or service, I am concerned children have produced this product or service.’, 
the mean is 3,10 with a standard deviation of 1,162. For this statement, the results look 
normally distributed in the graph of figure 6. The survey shows that 9,6% of the 
respondents are not concerned about child labour when purchasing a product or 
service, while 22,1% is barely concerned. The majority of respondents of 28,8% are 
neutral for this statement, and 27,9% moderately agrees. The remaining 11,5% fully 
agrees with the statement and is concerned about child labour when purchasing a 
product or service.  

 

- Figure 6: Q4 When I buy a product or service, I am concerned children have produced this 
product or service. 
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For the statement ‘When I buy a product or service, I am concerned that it has polluted 
the environment.', There is a higher average mean than the previous statement at 3,43 
and a similar standard deviation at 1,139. The spread of scores is over the full scale, 
with 37,5% at agree (4) as the highest percentage of respondents as can be seen in 
figure 7. 

 

 
Figure 7: Q5 When I buy a product or service, I am concerned that it has polluted the 
environment. 

Non-renewable energy is the least of the correspondents' concern with a mean of 2,83, 
with a standard deviation of 1,161. As can be seen in figure 8, 46,2% of all respondents 
disagree or strongly disagree with the statement ‘When I use energy, I am concerned 
this came from a non-renewable energy source.’. With 24% of all respondents being 
neutral, and 29,8% agrees or strongly agrees with the statement. 
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- Figure 8: Q6 When I use energy, I am concerned this came from a non-renewable energy 
source. 
 

The first of the positive statements in the questionnaire was ‘When I buy a product or 
service, I value when it supports children's education in third world countries.’. The 
mean of respondents answers was 3,57 with a relatively higher standard deviation at 
1,221. As figure 9 shows, the neutral, agree and strongly agree choices are relatively 
similar with agree to be the choice of most respondents at 31,7%.  

 

     
        - Figure 9: Q7 When I buy a product or service, I value when it supports children’s 
education in third world countries. 
 
Of the pre-advertising statements, ‘When I buy a product or service, I value when it 

helps to rebuild ecosystems around the world.’ has the highest overall positive 

response with a mean of 3,88 out of 5. It has to be mentioned though that the standard 

variation at 1,129 is not on the low side. Figure 10 provides more insight, showing that 
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69,2% agrees or strongly agrees. 15,4% of respondents choosing 3 (neutral), which 

only leaves the remaining 15,4% that does has little or no value towards rebuilding 

ecosystems when buying a product or service. 

     
        - figure 10: Q8 When I buy a product or service, I value when it helps to rebuild 
ecosystems around the world. 
 

For the statement ‘When I use energy, I value it when it comes from a green energy 
source.’ of question nine, a visual overview of the responses is presented in figure 11. 
The mean response on the scale of 5 is 3,85, with a standard deviation of 1,095. The 
highest response rate is for 4 (agree), at 36,5%. The second highest is fully agree at 
32,7%, and overall, this shows a majority agreeing with the given statement.  

 

- figure 11: Q9 When I use energy, I value it when it comes from a green energy source. 
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4.1.3. Attitude after ad showing the negative sustainable impact 

In this subchapter, the results of questions ten, eleven and twelve are presented. These 
questions attempt to measure respondents’ attitudes after being presented with an 
advertisement that shows the results of unsustainable behaviour. 

Starting with the statement of question ten, ‘After seeing this advertisement, I feel 
concerned that products or services have been produced through child labour.’. The 
vast majority of respondents agreed or fully agreed with the statement at 36,5% and 
38,5% as can be seen in figure 12. Considering the neutral, disagreeing and fully 
disagreeing respondents, this leads up to a positive mean of 4,04 with a standard 
deviation of 0.985.  

 

- Figure 12: Q 10 After seeing this advertisement, I feel concerned that products or services 
have been produced through child labor. 
 

Figure 13 visually represents the responses to the statement of question 11 ‘After 
seeing this advertisement, I feel concerned that products or services are polluting the 
environment.’. Of all statements and measure attitudes, this is the one which 
respondents agree most with at a mean score of 4,55. With over 63,5% of respondents 
fully agreeing, there is an overall high concern towards the advertisement. In addition 
to that, the relatively low standard deviation of 0,709 shows respondents widely share 
similar attitudes towards the ad and statement. 
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- Figure 13: Q 11 After seeing this advertisement, I feel concerned that products or services 
are polluting the environement. 
 

The final statement of this section, number twelve, ‘After seeing this advertisement, I 
feel concerned that energy comes from a non-renewable energy source.’ is the least 
agreed with among respondents at a mean of 3,88. With most respondent’s choice for 
4 (agree) at 45,3% and the above average mean, there is still an increased concern 
among respondents after seeing the ad. In figure 14, it is evident that there is not a 
widely dispersed opinion. This is confirmed by the standard deviation at 0.998. 

 

- Figure 14: Q12 After seeing this advertisement, I feel concerned that energy comes from a 
non-renewable energy source. 
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4.1.4. Attitude after ad showing the positive, sustainable impact 

In this subchapter, the results of questions thirteen, fourteen and fifteen are presented. 
These questions are to opposite to the ones in the previous subchapter and attempt to 
measure respondents’ attitudes after being presented with an advertisement that shows 
the positive results of sustainable behaviour. 

For the statement presented in question thirteen ‘After seeing this advertisement, I 
value it when products or services support children’s education.’, the average response 
score was very close to agree with a mean of 3,99 with a standard deviation of 0.990. 
Figure 15 shows that indeed, the largest number of respondents chose four out of five 
at 43,3%, closely followed by fully agree (5/5) at 33,7%. This makes the vast majority 
at 77,0% agree or strongly agree with the statement.  

 

- figure 15: Q13 After seeing this advertisement, I value it when products or services support 
children’s education. 
 

In figure 16, the primary data gathered through statement fourteen, ’After seeing this 
advertisement, I value it when products or services support rebuilding ecosystems.’, of 
the survey are visually displayed. Most respondents, 41,3%, strongly agree with the 
statement. Followed by 35,6% that agrees, combined that makes the majority of 
respondents at 76,9% positively responding to the statement. Considering the neutral 
and disagreeing respondents, the mean score is positive at 4,09 with a standard 
deviation of 0.977.  
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- figure 16: Q14 ’After seeing this advertisement, I value it when products or services 
support rebuilding ecosystems 
 

The last statement testing the respondents' attitude towards ads showing the positive 
effects of sustainable behaviour is number fifteen; ‘After seeing this advertisement, I 
value it when energy is from a renewable source.’. Presented in figure 17 are the results 
for this individual statement. Respondents attitude towards this sustainable concern 
after seeing the advertisement is positive at 3,81 with a standard deviation of 1,025. 
This is a lower mean score and a higher standard deviation compared to the previous 
two statements. The more diverse responses are well displayed in figure 17, with 
neutral, agree and strongly agree all having about 30% of the responses at 28,8% for 
neutral, and 30,8% for both agree and strongly agree. 

 

- Figure 17: Q15 After seeing this advertisement, I value it when energy is from a renewable 
source. 
 



37 

4.1.5. Attitudes towards strategies negative impact versus positive 
impact 

Finally, respondents’ attitude towards the two presented strategies, ads showing a 
negative impact versus a positive impact, as measured in statements sixteen and 
seventeen. The statement for question sixteen was ‘Ads that show the negative impact 
of products or services makes me concerned.’ and for question seventeen the 
statement was ‘Ads that show the positive impact of a product or service towards 
sustainability makes me value them.‘.  

 

- figure 18: Q16 Ads that show the negative impact of products or services makes me 
concerned 
 

In figure 18, it becomes evident that respondents’ attitude towards negative ads is that 
it makes them more concerned with the greater percentage of 77,9% agreeing or 
strongly agreeing with the statement. In comparison, only the minority of 7,7% 
disagrees or strongly disagrees, and 14,4% is neutral. This is also confirmed by the 
positive mean score of 4,05, with a standard deviation of 0,989.  

Looking at figure 19, showing respondents attitude towards positive ads, 80,7% of 
respondents value sustainably responsible products or services more when ads show 
their positive impact. The mean of 4,17 is higher than for statement sixteen, while 
respondents were more of the same mind with a standard deviation of 0,806. Another 
fact worth mentioning is that none of the respondents strongly disagreed with 
statement seventeen. 
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- figure 19: Q17 Ads that show the positive impact of a product or service towards 
sustainability makes me value them. 
 

4.2. SPSS empirical results 

Now that all descriptive data has been presented, the empirical generated through SPSS 
will be covered. As described in chapter 3.7, this research uses a bivariate analysis in 
order to check the extent of expected relationships between variables shown in the 
conceptual framework (figure 2) In the coming subchapters, all of the measured 
potential relationships will be presented as Kendall's tau coefficient ‘τ’. The credibility 
of the relationships will be indicated with the statistical significance level ‘p’.  
 

4.2.1. General concern and negative sustainability ads 

The first relationship analysed is the relationship between the general attitude towards 
child labour and the attitude towards child labour after seeing the ad. There is a 
moderate positive correlation between the attitude towards child labour before and 
after seeing the advertisement, τ  = .466 and p = < .001 at N =104 as can be seen in 
figure 20. 
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Figure 20: Correlation of child labour concern and ad. 

Next, the relationship between the general attitude towards environmental pollution 
and the attitude towards pollution after seeing the ad. Figure 21 shows there is a 
moderate positive correlation between the attitude towards pollution before and after 
seeing the advertisement, τ  = .359 and p = < .001 at N =104. 

 

- 
Figure 21: Correlation of pollution concern and ad. 
 

The final relationship analysed in this subchapter is between the general attitude 
towards non-renewable energy and the attitude towards non-renewable energy after 
seeing the ad. As can be seen in Figure 22, there is a moderate positive correlation 
between the attitude towards non-renewable energy before and after seeing the 
advertisement, τ  = .357 and p = < .001 at N =104. 
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- Figure 22: Correlation of non-renewable energy concern and ad. 

4.2.2. General value and positive sustainability ads 

In this second subchapter for the SPSS empirical results, the relationships between 
respondents’ overall values towards sustainable concerns before and after seeing a 
positive advertisement are presented.   

First of all, the general attitude towards children's education and the attitude towards 
children's education after seeing the positive ad. The numbers presented in figure 23 
show there is a moderate positive correlation between the attitude towards children's 
education before and after seeing the advertisement, τ  = .440 and p = < .001 at N 
=104. 

 

- figure 23: Correlation of children’s education value and ad. 
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Figure 24 displays the general attitude towards rebuilding ecosystems and the attitude 
towards rebuilding ecosystems after seeing the positive ad. This indicates there is a 
moderate positive correlation between the attitude towards rebuilding ecosystems 
before and after seeing the advertisement, τ  = .439 and p = < .001 at N =104. 

 

- figure 24: Correlation of rebuilding ecosystems value and ad. 
 

In figure 25, the general attitude towards green energy and the attitude towards green 
energy after seeing the positive ad is shown. This indicates there is a weak positive 
correlation between the attitude towards green energy before and after seeing the 
advertisement, τ  = .205 but, p = < .05 at .014 with N =104. 

 

- Figure 25: Correlation of renewable energy value and ad. 
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4.2.3.  Attitude towards negative impact ads 

This third subchapter for the SPSS empirical results, the relationships between 
respondents’ attitudes towards ads displaying the negative effects of unsustainable 
behaviour and their attitude towards ads showing negative impacts of products or 
services, in general, is presented.  

First of all, the relationships between respondents’ attitudes towards the ad displaying 
the negative effects of child labour and the attitude towards ads showing negative 
impacts of products or services, in general, are tested. Results are presented in figure 
26 and show a strong positive correlation between respondents attitudes towards the 
ad displaying the negative effects of child labour and the attitude towards ads showing 
negative impacts of products or services,  τ  = .507 and p = < .001 at N = 104. 

- Figure 26: Children labour vs negative impact 

- Figure 27: Pollution vs negative impact 
 

Presented in figure 27 is the relationship between respondents’ attitudes towards the 
ad displaying the negative effects of pollution and the attitude towards ads showing 
negative impacts of products or services in general. There is a moderate positive 
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correlation between respondents attitudes towards the ad displaying the negative 
effects of pollution and the attitude towards ads showing negative impacts of products 
or services, τ  = .388 and p = < .001 at N = 104. 

Figure 28 shows the relationship between respondents’ attitudes towards the ad 
displaying the negative effects of non-renewable energy and the attitude towards ads 
showing negative impacts of products or services in general. There is a moderate 
positive correlation between respondents attitudes towards the ad displaying the 
negative effects of non-renewable energy and the attitude towards ads showing 
negative impacts of products or services, τ  = .489 and p = < .001 at N = 104. 

- figure 28: Non-renewable energy vs negative impact 
 

4.2.4. Attitude towards positive impact ads 

This fourth and final subchapter for the SPSS empirical results, the relationships 
between respondents’ attitudes towards ads displaying the positive effects of 
sustainable behaviour and their attitude towards ads showing positive impacts of 
products or services, in general, are presented.   

Presented in figure 29 is the relationship between respondents’ attitudes towards the 
ad displaying the positive effects of children’s education and the attitude towards ads 
showing positive impacts of products or services in general. There is a moderate 
positive correlation between respondents attitudes towards the ad displaying the 
positive effects of children’s education and the attitude towards ads showing positive 
impacts of products or services, τ  = .461 and p = < .001 at N = 104. 
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- figure 29: Education vs positive impact 
 

Secondly, the relationship between respondents’ attitudes towards the ad displaying 
the positive effects of rebuilding ecosystems and the attitude towards ads showing 
positive impacts of products or services, in general, is shown. Results are presented in 
figure 30 and show a moderate positive correlation between respondents attitudes 
towards the ad displaying the positive effects of rebuilding ecosystems and the attitude 
towards ads showing positive impacts of products or services, τ  = .360 and p = < .001 
at N = 104. 

Figure 30: Rebuilding ecosystems vs positive impact 
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The final relationship to be presented is the one between respondents’ attitudes 
towards the ad displaying the positive effects of green energy and the attitude towards 
ads showing positive impacts of products or services, in general, is shown. Results are 
presented in figure 31, and show a weak positive correlation between respondents 
attitudes towards the ad displaying the positive effects of green energy and the attitude 
towards ads showing positive impacts of products or services, τ  = .233 and p = < .01 
at .007 with N = 104. 

figure 31: Green energy vs positive impact  
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5. Analysis 

The analysis chapter is where the theoretical frame laid out in chapter two gets to synergize 
with the empirical material presented in chapter four. By laying connections between the 
two chapters, interpretations and analyses can be made. These will, in turn, be used to craft 
conclusions that will be presented in chapter six. 
 

5.1. Sustainable concerns for generation Y 

Part of this research, and essential for the determination of advertising preferences and 
strategy, is information about the sustainable concerns of generation Y. Especially in 
a time where responsibility has shifted from governmental organizations and 
companies (Portney 2015). The way sustainability is marketed currently mainly 
depends on company goals and purposes, but in trying to reach customers knowing 
their wants and needs should be the most important goal (Fuentes 2015). With 
generation Y being more globalized, higher educated and positive towards the future, 
greenwashing efforts are likely to have less impact. It has to be noted though that 
through the public internet access of generation Y, ‘fake news’ is more often seen as 
the truth with the internet seen as a valid source of information (Albright 2017). With 
attitudes being preset of how people react and act in different situations, it was 
interesting to test how research participants from generation Y feel about certain 
sustainable concerns or solutions. The empirical data showed that the attitude of 
generation Y to sustainability is generally positive, meaning that about 76,9% of our 
respondents thought it was important. Digging deeper into the topics within 
sustainability, the secondary data indicates some of the biggest concerns for 
Generation Y are child labour, education, pollution, rebuilding ecosystems and non-
renewable / renewable energy (Carrol & Kepster 2006; Basu & Tzannatos, 2003; 
Gurtner & Soyez, 2016; Turnbull & Williams, 2015; Coussens & Hanna 2001; Anvar 
& Venter, 2014; Lehmann et al. 2019). 

 

Nevertheless, no previous research had been conducted to find which of those 
concerns are most important to Generation Y when compared. The primary data 
indicates that generation Y is most concerned about pollution, followed by child labour 
and lastly non-renewable energy when purchasing a product or service. Looking at the 
positive appeal of sustainable behaviour the primary research indicates that generation 
Y value it most when a product or service contributes to rebuilding the world's 
ecosystems, interestingly followed the use of green energy, and finally the support of 
children’s education. It has to be mentioned that all of the positive statements were 
answered with moderately to strong positive attitudes. Comparing the negative with 
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the positive statements, the positive statement was answered with relatively valued 
higher than consumers were concerned due to the negative statements.  
 

5.2. Effects of sustainable advertisements on Generation Y’ attitudes 

 

As explained in chapter 2.5, sustainability advertisements are paid-for communication 
tools which organizations use to inform and/or persuade one or more people about 
products services or actions that meet the needs of the present without compromising 
the ability of future generations to meet their own needs (Fletcher 2010; World 
Commission on Environment and Development 1987). This way of creating 
awareness among a target audience is the first step of organizations to draw potential 
customers into their purchase funnel (Dziak 2017; Hassan, Nadzim & Shiratuddin, 
2015). Chang (2012) indicated that cause-related advertisements like sustainability are 
more effective for luxury products and services. With Generation Y striving more for 
pleasure and self-satisfaction than previous generations, and supporting sustainability-
related causes will help them achieve a better self-image they are likely to be influenced 
by sustainability advertisements (Evans et al. 2010; Reynolds & Olson 2001). The 
primary data and the accompanying SPSS analysis acquired from the survey show a 
similar trend. Child labour, Pollution, non-renewable energy, education and rebuilding 
ecosystems have an increase in the mean score of the attitude, while standard 
deviations decrease. The only concern that had a decrease in mean score was the 
advertisement showing the positive effects of renewable energy. This shows there is 
an overall more positive attitude towards five of the six concerns with a higher level 
of agreement among respondents regardless of the positive or negative appeal. 

Nevertheless, all of the six concerns had a positive correlation between the attitude 
before seeing the advertisements and after seeing the advertisements. Important to 
note, the advertisement showing the positive effects of renewable energy had the 
weakest correlation. This indicates that the advertisement showing the positive effects 
of renewable energy is the weakest moderator of respondents' attitudes towards the 
concern of energy sustainability.  

Looking at the individual concerns, the advertisement that showed the negative effects 
of pollution brought the largest change in respondents' attitudes, while also ranking 
the highest mean after the seeing advertisement. Indicating this is the most effective 
advertisement when trying to influence respondents' attitudes. On the other hand, an 
advertisement showing the negative effects of child labour has the highest positive 
correlation. Closely followed by education in terms of positive correlation, the 
advertisements using either the positive or negative way sustainability affects children 
have a moderately strong impact on respondents’ attitudes. The fact that people from 
Generation Y see education as a necessity rather than a luxury for children, which 
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creates a guilty attitude, could be a possible explanation for the change in attitudes after 
viewing the advertisements regarding either child labour or education (Chang, 2011).  

Concluding, solely looking at the increase of the mean scores would lead to ranking an 
advertisement showing the negative effects of pollution as the most influential when 
attempting to affect Generation Ys attitudes. The other advertisements ranked in order 
from most effective to least effective are child labour (negative appeal), rebuilding 
ecosystems (positive appeal), children’s education (positive appeal), non-renewable 
energy (negative appeal) and renewable energy (positive appeal). Looking at the 
correlations, showing the negative effects of child labour have the highest, yet 
moderate, positive relation with Generation Ys attitudes compared the other concerns. 
The other advertisements ranked in order from most effective to least effective are 
children's education (positive appeal, moderate positive correlation), rebuilding 
ecosystems (positive appeal, moderate positive correlation), Pollution (negative appeal, 
moderate positive correlation), Non-renewable energy (negative appeal, moderate 
positive correlation) and renewable energy (positive appeal, weak positive correlation).  
 

5.3. Comparison of positive and negative sustainability 
advertisement appeals on Generation Y 

 

Following the analysis of the individual effects of sustainability advertisement, this 
subchapter will present a comparison between Generation Y's general attitude towards 
positive and negative sustainability advertisements and the different advertisements. 
Finally, the two different appeal strategies will be compared (Erlandsson et al. 2018). 

First of all, the general attitudes toward the two different appeals measured show that 
respondents feel that a positive appeal will make them value a product or service that 
is sustainable more than that a negative appeal will make them concerned. It has to be 
noted that either type of sustainability advertisement will positively affect Generation 
Y's attitude regardless of appeal. Digging more into the attitude towards the two 
appeals and comparing them with the six concerns. Child labour has the strongest 
positive relationship, while renewable energy has the weakest positive relationship. In 
general, the relationship between Generation Y's attitude towards negative appeal and 
the negative sustainability advertisements is stronger than positive appeal. In other 
words, a higher positive attitude towards the effect of advertisements showing a 
negative impact also leads to an actual higher concern from the separate ads. The same 
positive relationship is evident for the positive appeal and the positive ads, but it is a 
weaker relationship than with a negative appeal. 

Comparing the two strategies of sustainability advertising with a positive or negative 
appeal, the effectiveness of the strategy is closely related to the concern an 
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advertisement raises awareness about rather than the positive or negative appeal. The 
primary data shows that Generation Y thinks their attitude changes more through 
positive sustainability advertisements, but the individually tested ads show the 
opposite. Namely that advertising with a negative appeal has the strongest effect on 
Generation Y's attitude towards sustainable concern. This may partially be explained 
because of Generation Y’s knowledge of sustainability thanks to the internet (Evans 
et al. 2010) Therefore Generation Y might see advertisements as a positive appeal as 
potential greenwashing and therefore feel less concerned (Schmuck et al. 2018). On 
the other hand, this theory is opposed by Wang, Ma and Rubing (2019), who argue for 
the education of consumers through showing the positive effects of sustainable 
development. 
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6. Conclusion and Discussion 

This chapter presents the most important conclusions of the research, which is a 
combination of empirical and theoretical information. While from those conclusions the 
most remarkable practical implications will also be mentioned. Finally, limitations to this 
study will be identified and possibilities for future research that could not be treated in this 
research will be presented. 

6.1. Conclusion 

Coming back to the purpose and aim of this study: to examine and compare how 
sustainability advertisements with either a positive or negative appeal affect generation 
Y’s attitudes towards sustainable concerns. The authors found in the theory that 
sustainability advertisements with positive and negative appeals indeed affect 
Generation Y’s attitudes towards different sustainability concerns. This could be either 
through creating a feeling of guilt or danger in the negative advertisements (Chang 
2012; Lockie 2006). Alternatively, as indicated by Wang, Ma and Rubing (2019) 
through educating and informing consumers about the positive effects of sustainable 
development. In addition to that, Evans et al. (2010) note Generation Y are striving 
for pleasure and self-satisfaction, which makes them more subject to advertising as it 
is a way to enhance relative respect to how a consumer sees him or herself (Reynolds 
& Olson 2001). As can be seen in the conceptual framework of chapter 2.7, this study 
tested not only the overall effect of a positive or negative approach but also the 
personal advertisements of the six factors of chapter 2.3. In the literature review, there 
was no clear theoretical evidence to which of the six factors would be most effective 
in affecting Generation Y’s attitudes. The primary research data and analysis show the 
sustainability advertisements that are most effective in affecting Generation Y attitudes 
is the negative appeal of pollution when solely looking at the increase of the mean 
score. While the highest positive correlation was found for the advertisement showing 
the negative effects of child labour, this means either of those two advertisements most 
positively affect Generation Y’s attitudes towards the sustainable concerns; pollution 
and child labour. Advertising with the positive effects of renewable energy is the least 
effective of the tested advertisements when trying to affect Generation Y’s attitudes. 

Looking at the two different strategies, sustainability advertising with a positive or 
negative appeal, the secondary data mostly looked into the two ways to use either a 
positive or negative appeal. This research focusses more in the effectiveness of the two 
different appeals when brought into practice. The primary data indicates that both 
appeals are effective in affecting Generation Y’s attitudes. Interestingly respondents 
thought seeing a positive sustainability advertisement would make them value a 
product or service more than a negative one would concern them, but the individual 
responses for the practical test of the sustainability advertisements show the opposite. 
Namely that sustainability advertisements showing the negative effects of 
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unsustainable behaviour affect generations Y’s attitudes more than sustainability 
advertisements with a positive appeal. 

6.2. Limitations and future research 

Like many research studies, this study has some potential limitations that should be 
considered when interpreting the results. The first limitation is the sample bias; this 
research was conducted in Europe and is solely focused on Generation Y. Therefore, 
the results cannot be generalised in other geographical contexts or for other 
generations. The sample size in this study at N =104 was sufficient for the statistical 
measure Kendall’s Tau, but larger sample sizes are advised for other statistical 
measures of correlation. Further, some of the previous research used was solely based 
on a different geographical context (Ruanguttamanun 2014). And, other sources used 
only used charity advertisements while this research also considered for-profit 
advertisements (Erlandsson et al. 2018). In addition to that, most research in the field 
of sustainability focuses on the environmental side, and this study has also taken into 
account social issues such as child labour. Also, this study uses the separate positive or 
negative sustainability advertisements as representatives of either a positive or negative 
appeal, which could not be entirely valid when not factor loaded into a combined 
variable as well. 

Another primary limitation is the social desirability bias mentioned in chapter 3.10 
method reflection. Milfont (2009) mentions a weak impact on respondents attitudes 
due to social desirability bias in environmental studies. With part of this study focusing 
on environmental issues, the authors validated this study but did see it as a limitation. 
Finally, this study has a time constraint in terms of a thesis deadline. In an ideal 
situation to increase the validity and reliability of the study, the authors advise doing a 
retest of the survey a few days after the first take. 

For future research, the authors suggest building further on the findings of this study, 
especially on the underlying reasons why Generation Y is more concerned about one 
sustainability issue than another. A suggestion would be to build theoretical 
foundations on why one sustainability concern is more important than the other. 
Another suggestion would be expending the scope of this study by focusing on other 
generations or societies than Europe. As mentioned earlier, the authors suggest doing 
similar research with a retest after a while to confirm the research results. Finally, this 
study tested several concerns named the six factors in chapter 2.3 that were identified 
in secondary research. The authors suggest adding more sustainability concerns and 
factor load the positive and negative appeals in order to create a variable that represents 
those appeals.  
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