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Sammanfattning  

 

Eftersom moderna konsumtionsnivåer är för höga, påstår forskare att det finns ett 

behov av hållbar marknadsföring samt en förändring av konsumenternas attityder till 

hållbarhet. Syftet med denna studie är att undersöka hur miljörelaterad-

marknadsföring av vardagsvaror såsom mjölk påverkar konsumenternas attityder, 

samt att ta reda på vilka som är de mest inflytelserika faktorerna som påverkar dessa 

attityder. Baserat på syftet och forskningsfrågorna är studien beskrivande och 

deduktiv. Den valda metoden för studien är en kvantitativ forskningsmetod, där en 

online undersökning distribuerades genom en icke-sannolikhetsurval med 

snöbollsurval. Undersökningen resulterade i 171 giltiga svar, vilket var mycket ojämnt 

angående respondentens ålder och kön. Studien ger ytterligare bekräftelse på tidigare 

studier, då den visar att kvinnor är mer benägna att ha starkare och positiva attityder 

till miljörelaterad marknadsföring än män. Samtidigt visar det också att dessa attityder 

inte skiljer sig åt mellan andra demografiska grupper som ålder och utbildning, 

eftersom skillnaden var statistiskt obetydlig. Sammanfattningsvis visade forskningen 

att positiva konsumenters attityder gentemot miljörelaterad-marknadsföring har ett 

något viktigt inflytande på köpbeteendet, samt att Perceived Consumer Efficiency är 

den största avgöraren bakom dessa attityder. 
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Abstract  

Due to modern consumption-levels being too high, researchers claim that there is a 

need for sustainable marketing as well as a change in consumer attitudes towards 

sustainability. The purpose of this study is to examine how environmental marketing 

on everyday commodities such as milk affects consumer attitudes, as well as to find 

out which are the most influential determinants affecting these attitudes. Based on 

the purpose and research questions, the study is descriptive and deductive. The 

chosen method for the study is a quantitative research approach, with an online 

survey that was distributed with a non-probability snowball sampling technique. The 

survey resulted in 171 valid responses, which was heavily uneven regarding the age 

of the respondents, as well as gender. The research present further confirmation to 

previous studies, as it displays women as more prone to have stronger, positive 

attitudes towards environmental marketing than men. However, it also showed that 

these attitudes do not differ between other demographic groups such as age and 

education, since the difference in scores where statistically insignificant. 

Conclusively, the research displayed that positive consumer attitudes towards 

environmental marketing have a somewhat important influence on purchasing 

behaviour, as well as declaring Perceived Consumer Efficiency as the biggest 

determinant behind these attitudes.  

 

 

Keywords: Environmental marketing, consumer scepticism, premium price, green 

consumer, consumer attitudes, subjective norms, consumer behaviour, loyalty, 

perceived consumer efficiency, knowledge.  
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1. Introduction  

In the first chapter of this paper we will present an introduction to our study, consisting 

of a background; problem statement; and purpose. This chapter will provide the 

reader with a general knowledge of the essence of our thesis and what we aim to do.  

 

1.1. Background  

With all the devastation brought by from the ongoing climate crisis, the collective 

concern and awareness of the environment has started to change the behaviour of 

the present-day consumer (Khan 2013). When realizing that consumers were also 

starting to be concerned about the ecological impact by corporations, marketers 

sought out a new possibility in adapting to the changes: “Hence, the birth of a new 

concept in the realm of marketing, namely 

Green/Environmental/Ecological/Sustainable Marketing.” (Khan 2013, p. 32).  

 

Cherian and Jacobs (2012) conducted a qualitative study to identify the relationship 

between consumer attitudes and environmental marketing. Due to modern 

consumption-levels being too high, the research of Cherian and Jacobs (2012) 

demonstrated a need for sustainable marketing as well as a change in consumer 

attitudes and behaviour towards sustainability. Already back in the 1990s the 

magnitude of the environmental marketing movement was enormous, and firms started 

to hastily position and advertise new products that would satisfy the needs of 

environmentally conscious consumers (Davis 1992). Firms are nowadays 

incorporating environmental aspects into their marketing strategies in order to remain 

competitive in the marketspace (Manon & Manon 1997). Environmentally ethical 

responsibility within corporations are nowadays also much more crucial to have in 

marketing strategies in order to build and communicate reliability to its customers 

(Davis 1992). 

 

Milk is an everyday commodity in Sweden, with the industry standing for a big part of 

the Swedish agricultural production (Livsmedelsverket 2019). However, with the 

increasing concern and knowledge of the big environmental impact the production has 

on the planet, a lot of consumers are  
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trading in the traditional cow milk to other milk substitutes such as oat milk, which has 

significantly lower submissions of greenhouse 

gas (Livsmedelsverket 2019). This has caused the consumption of traditional milk in 

Sweden to decrease. The statistics from Jordbruksverket (2019) show that in 2017, 

Sweden had the lowest milk production in twenty years. Milk consumers are buying 

more environmentally friendly milk products such as oat-milk to a much higher extent 

than before (Jordbruksverket 2019), presumably due to global trends and 

environmental awareness. When looking at a national level, the general attitudes 

towards the importance of protecting the environment in Sweden lays at 100 percent, 

evidently topping the lists of countries within the European Union (European 

Commission 2014). Narrowing the perspective to individual country levels, 95 percent 

believe that they can play a role in actually protecting the environment.  

 

1.2. Problem statement  

Environmental marketing has become a crucial topic within academic research (Khan 

2013). Some researchers even claim that consumer segmentation such as demographic 

profiling alone is deficient for firms in order to predict the socially responsible buying 

behaviour (Roberts 1996). Both Roberts (1996) and Bui (2005) argues that marketers 

need to take consumer attitudes, consumer behaviour and purchase intentions into 

consideration as well when conducting this kind of research.  

The increase of green consumers has led firms to revaluate their marketing tactics in 

order to satisfy the new needs. However, simultaneously with the growing popularity 

of environmental marketing, the phenomenon of greenwashing has emerged as well, 

which evidently has led to higher scepticism among the consumers (Khan 2013). 

Corporations are trying to formulate messages regarding sustainability towards its 

consumers to a higher extent than before, but this is however a complicated message 

to mediate according to Morsing (2005), where corporations often find themselves 

troubling to make the consumers trust and comprehend the information they are trying 

to communicate. Due to greenwashing, there is sometimes a dissonance between how 

the corporation perceive themselves and how the consumers apprehend their  
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sustainability-work. Although the interest towards greener consumption has risen 

during the last decade, green marketing is often met with scepticism (Du et al. 2010).  

Although most people would claim that they want to be more environmentally friendly 

with their consumption, their actual actions often differ from their attitudes (Ottman 

1998). Studies show that scepticism due to greenwashing have tendencies to negatively 

affect consumer attitudes on environmental marketing (Polonsky & Rosenberger 2001; 

Vermeir & Verbeke, 2006; Marder & Dodd 2012; Tugn et al. 2012; Johnstone & Tan 

2015; Muposhi et al. 2015). However, we found a lack of research encompassing a 

combination of factors that could affect the complexity of consumer attitudes, when it 

comes to everyday commodities such as milk-products. There has been a lot of 

research concerning consumer attitudes towards environmental marketing (Ajzen & 

Fishbein 1977; Ajzen 1991; Alwitt & Pitts 1996; Juric & Cornwell 2001; Vermeir & 

Verbeke 2006; Cherian & Jacob 2012), as well as research trying to bridge the gap 

between attitude and behaviour in a environmental context (Bray, Johns & Kilburn 

2011; Johnstone & Tan 2015), and although there are some researchers, such as 

Johnstone and Tan (2015), whose studies show that there are a lot of factors affecting 

attitudes towards environmental marketing, that area remains somewhat un-researched 

- specifically when dealing with everyday commodities. This is why our study intends 

to investigate how the factors of scepticism; environmental knowledge; perceived 

consumer efficiency; subjective norm; premium prices; behaviour; loyalty towards 

traditional products affects attitudes towards environmental marketing within the milk 

industry. 

1.3. Purpose 

There is often a glitch between the consumers’ willingness to buy environmentally 

friendly products over traditional products and their actual buying behaviour. The 

purpose with this study is to examine how environmental marketing on everyday 

commodities such as milk affects consumer attitudes. The research questions we seek 

to answer are: 

 

• Is there a significant relationship between attitudes to environmental marketing 

and consumer’s buying behaviour within the milk industry? 
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• Is there a significant difference of consumer attitudes between consumer 

demographic segments?  

• What are the most influential determinants affecting consumer attitudes?  
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2.  Theory 

In this chapter we will present a literary review on earlier studies linked to our 

research, such as theories regarding environmental marketing; consumer scepticism 

and greenwashing; knowledge; perceived consumer efficiency (PCE); consumer 

attitudes; subjective norms; premium price; green consumption behaviour; loyalty; 

and the green consumer. By establishing a solid theoretical framework in this chapter, 

we can later use this knowledge on our research and further analysis.  

 

2.1. Environmental marketing 

Environmental marketing - or green marketing - is the process of selling ecologically 

beneficial products or services. Although there is a lack of a universally agreed 

definition of the term, the core objective of environmental marketing is to “satisfy 

company objectives and customers while simultaneously minimizing its effects on the 

environment” (Khan 2013, p. 32). Belz & Schmidt-Riediger (2010, p. 402) argues that 

the definition on so called sustainable marketing concludes in “building and 

maintaining sustainable relationships with customers, the social environment and the 

natural environment”. Responsible environmental marketing is a relatively new 

phenomenon, sprung from societal activism, that has evolved into a process that is 

complex, integrated, strategic and tactical (Manon & Manon 1997; Polonsky & 

Rosenberger 2011).   

 

Within the field of environmental marketing the focus lays on satisfying corporate 

objectives as well as consumer needs all while ensuring that the planet is not made 

worse off. This entails that firms keep a global perspective while conducting their 

activities as well as minimizing activities that are deemed harmful for the environment 

(Ashley 1993). According to Polonsky and Rosenberger (2001), one of the most 

challenging strategies within environmental marketing is what kind of environmental 

information that should be communicated and how the message will look. In order for 

green promotion to be successful it needs to have real ecological meaning, meaning 

that firms need to match their rhetoric to the consumer expectations (Khan 2013). The 

message should inform and educate the consumers in order to influence attitudes and 

buying decision (Polonsky & Rosenberger 2001).  
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2.2. Consumer scepticism and greenwashing  

It is usual for consumers to experience distrust towards environmental marketing due 

to greenwashing (Marder & Dodd 2012). Research conducted by Bray, Johns and 

Kilburn (2011) suggest that consumers often feel like ethical claims from corporations 

only acts as a marketing ploy in order to establish premium prices, while other studies 

also show that many consumers have high scepticism towards eco-labelled goods 

(Tugn et al. 2012; Johnstone & Tan 2015; Muposhi et al. 2015).   

 “While many have been trying to promote a greener image, some have been unable to 

live up to their claims. So, consumer scepticism of ‘green hype’ is an understandable 

reaction”. (Polonsky & Rosenberger 2001, p. 21). In order for environmental 

marketing to be long-termed beneficial for firms it needs to be integrated across all 

organizational areas and activities to match consumer’s expectations. Otherwise the 

action will be ineffective, both from a business point of view and an environmental 

stand.  

 

Deviations from stated corporate eco-values frequently generate extensive 

negative publicity, usually resulting in lost consumer confidence. It often seems 

that firms promoting themselves as environmentally responsible are held to a 

higher standard than others lacking the same eco-values (Polonsky & Rosenberger 

2001, p. 24). 

Johnstone & Tan (2015) argues that the low trust that some consumers feel towards 

environmental marketing can influence their actions to purchase more traditional 

products, as well as stopping the consumer from searching for more information 

regarding environmentally friendly products. This would imply that even consumers 

with positive attitudes towards environmentalism could choose not to make greener 

purchases due scepticism (Vermeir & Verbeke, 2006).  

 

2.3. Knowledge  

Environmental knowledge is a fundamental factor that drive green consumption 

behaviour (Peattie 2010). As Peattie (2010) states, this factor has positive effects on 

green consumer behaviour. However, there is a difference and relationship between 

environmental knowledge, understanding environment issues, and consequences of 

consumption behaviour.  
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The extent of green behaviour in short term aspects depends heavily on specific factors 

such as habits, attitudes, personal preferences as well as the possibilities to engage in 

green consumption (Thogersen et al. 2012). According to Peattie (2010) there are 

factors such as knowledge and economic rationality that affect green consumer 

behaviour. However, in practice emotional factors such as attitudes, beliefs and values 

are more helpful in shaping behaviours.  

 

2.4. Perceived Consumer Efficiency  

Perceived consumer efficiency (PCE) is defined as” the extent to which the consumer 

believes that his personal efforts can contribute to the solution of a problem” (Vermeir 

& Verbeke 2006, p.175). Vermeir and Verbeke (2006) claim that, if consumers believe 

that their purchase will positively impact the environment, they will purchase more 

environmentally friendly products. Therefore, high perceived consumer efficiency 

help consumers to transform their attitudes into purchase (Vermeir & Verbeke 2006). 

According to Kollmus and Agyeman (2002), in order to transform attitudes into actual 

purchase, consumers need to be aware of the environmental issues and their impacts. 

Consumers with a high level of PCE act in a more environmentally friendly way and 

they are not influenced by other people’s opinions (Gupta & Ogden 2009).   

2.5. Consumer attitudes 

A consumer’s attitude has a direct or indirect influence on his or her behaviour, which 

is why consumers with positive attitudes towards environmentalism buy more 

environmentally friendly goods than consumer who do not have positive attitudes 

(Ajzen 1991). Research conducted by Alwitt and Pitts (1996), as well as Juric and 

Cornwell (2001), support the theoretical relationship between attitude and intention, 

where green consumer attitudes impacts the consumer’s purchase intentions of buying 

more environmentally friendly products instead of traditional goods.  

 

Consumers who believe in their personal consumer effectiveness have more positive 

attitudes towards environmentally friendly products and also have more intentions of 

buying them (Vermeir & Verbeke 2006). Predictions on consumer behaviour is 

directly influenced by the consumer attitude, which is linked to knowledge and 

personal experience (Cherian & Jacob 2012). Consumers often contemplate the  
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consequences of their actions before they decide whether to participate in a given 

behaviour, according to Ajzen & Fishbein (1977). Evidently, conforming to this 

theory, the attitudes of the consumers come to play a highly important role when it 

comes to act in a certain behaviour.  

2.6. Subjective norms  

Consumer attitudes are very hard to change (Vermeir & Verbeke 2006), but subjective 

norms, or in other words influences from family-members and friends, has shown to 

affect attitudes better than marketing (Oliver & Bearden 1985; Tarkiainen & Sundqvist 

2005).   

Subjective norm affects behavioural intention. A definition of the term provided by 

Ajzen (1991) is “the perceived social pressure to perform or not to perform the 

behaviour”. People that have a close or important role in a consumer’s life will have 

influence on his/her feelings towards something (Paul et al. 2016): if a consumer has 

positive subjective norms to a specific behaviour then the given behaviour intentions 

are more likely to be positive too. Conclusively, when someone feels like their close 

friends or family-members endorse greener purchase behaviour, they are too more 

prone to adopt these attitudes and behaviour (Paul et al. 2016). Tarkiainen and 

Sundqvist (2005) also argues that consumers with a positive attitude towards a certain 

good will often influence the attitudes of the same product to those close to them.  

 

2.7. Premium price 

According to Khan (2013), consumers nowadays are only willing to pay a small 

premium price for environmentally friendly products, or no premium at all. When 

discussing premium prices of greener products, we often talk about out-of-pocket 

expenses and long-term costs (Polonsky & Rosenberger 2001). Environmentally 

friendly products, for example eco-friendly light bulbs, may have a higher initial out-

of-pocket cost but since they usually last longer than regular light bulbs they have 

lower long-term costs - an important aspect to take into consideration when dealing 

with price-sensitive consumers. However, there are also products (such as milk- 
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products or any other grocery product) that may cost more both in the initial out-of-

pocket expenses as well as in the long terms with no additional financial return. 

Polonsky and Rosenberger (2001) gives an explanation to why this is, arguing that firms 

that sells traditional goods do not include the environmental costs (or ecological 

externalities) connected to the production, which consumers of environmentally friendly 

products must cover.  

 

The issue with premium prices to environmentally friendly products is that the 

customers usually do not want to pay that much extra, while still expecting the products 

to be as good as the traditional ones (Polonsky & Rosenberger 2001). Polonsky and 

Rosenberger (2001) argues that that it is not always possible to achieve equal 

performance between traditional and greener products and that the challenge for 

marketers is to change the consumer’s perception of what they expect from the 

product.  

 

2.8. Green consumption behaviour   

It is common that consumers use their consumer power to influence corporations to 

develop greener goods (Polonsky & Rosenberger 2001; Belz & Schmidt-Riediger 

2010). However, many consumers that claim they are green often fails to support their 

attitudes and values in their everyday life decisions (Ottman 1998; Vermeir & Verbeke 

2006). It remains somewhat unclear as to which extend the seemingly green consumer 

is willing to purchase environmentally friendly products over traditional ones (Ottman 

1998).  

 

Consumption behaviours are divided into three groups which are purchase decisions, 

habits and recycling. These consumption behaviours are related with consumers 

lifestyles, sociodemographic characteristics and values (Peattie 2010).  

  

Differences in green consumers behaviour might be dependent on socio-demographic 

segmentation which include variables as age, sex, education level, socioeconomic 

class and presence or number of children. Sociodemographic segments are significant 

factors, but they are limited when understanding green consumer behaviour 
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(Peattie 2010). Laroche (2001) noted that green consumers are trying to save the 

environment in different ways, a fact that has spawn sub-categories of eco-concerned 

consumers within academic research. These consumers show their concern with 

different kinds of actions, for example, a person may buy oat-produced milk instead 

of traditional milk-products in order to reduce his or her personal environmental 

impact, while another person may choose to travel with public transports over a car 

(Bui, 2005).  

 

2.9. Consumer loyalty  

Brand loyalty is psychological process of prejudiced behavioural response which is 

developed over time regarding alternative brands and results in brand commitment 

(Bloemer & Kasper 1994). According to Bloemer and Kasper (1994) a consumer who 

is loyal to a specific brand feels a commitment to the brand which leads to repeated 

purchase the next time consumers buy the product. Romaniuk and Thiel (2013) claim 

that there are three ways consumers develop memories about a brand which are: 

marketing communications interactions, word-of-mouth and personal experience. 

Personal experience has the strongest influence since consumers who have purchased 

brand more frequently earlier have more reinforcement.  

Chi et al. (2009) states that brand loyalty consists of behaviour factors and attitude 

factors. Behaviour factors include repurchase behaviour while attitude factors include 

emotional commitment to a brand. Therefore, real brand loyalty involves brand 

preference as well as repurchase behaviour in a long-term commitment (Bloemer & 

Kasper 1994).  

 

2.10. The green consumer 

Consumers have a varying degree of environmental concern which is why marketers 

have the opportunity to divide segments into different shades of green consumers, 

based on their behaviour and green tendencies (Ginsberg & Bloom 2004, p. 80). 

Studies show that variables such as age, gender and education can be used to explain 

individuals’ level of environmental consciousness (Khan 2013). Similar data suggests  
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that green consumes have a higher education, income and socioeconomic status, but 

that the willingness to pay premium price for green products also depends on the 

consumer’s motivation, values and attitudes (Khan 2013).  

 

With the growing concern for the environment the assumptions of who the green 

consumer is getting more diffuse.  When trying to find green consumers, looking at  

demographic factors alone are usually not enough and requires looking at 

psychographic segmentation as well. Chin-Feng (2002) argues that people from the 

same demographic group can show very different psychographic profiles, and that 

firms can find marketing possibilities by dividing segments by lifestyle and personal 

values as well.  

 

2.11. Summary of the theory  

Based on the theoretical framework within the research field of environmental 

marketing presented in this chapter, we have identified some of the most important 

factors that could affect consumer attitudes. It is still unclear whether positive attitudes 

towards environmental marketing truly affects consumer behaviour when it comes to 

every-day commodities, as Laroche (2001) stated: green consumers are trying to save 

the planet in different ways. The attitude of a consumer has a direct or indirect 

influence on his or her behaviour (Ajzen 1991). Greener consumer attitudes affect the 

purchase intentions of buying more environmentally friendly goods over traditional 

goods. Conforming to the theory of Ajzen and Fishbein (1977), the attitudes of the 

consumers come to play a highly important role when it comes to act in a certain 

behaviour. However, the work of Ottman (1998) as well as Vermeir and Verbeke 

(2006) both claim that many ‘green’ consumers often fail to show their greener 

attitudes in their everyday life purchases.  

 

Ginsberg and Bloom (2004) argues that attitudes can differ depending on the age, 

gender and level of education of the consumers. The data collected from the online 

survey will therefore be analysed to see if there indeed are significant differences in 

attitudes between demographic segments, or if future research needs to include 

psychographic characteristics and values as well (Peattie 2010).  
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As mentioned in the introduction chapter, both Roberts (1996) as well as Bui (2005) 

argues that marketers need to include other factors such as behaviour and purchase 

intentions when conducting research regarding consumer attitudes towards 

environmental marketing. Based on the theoretical framework, our study will include 

the factors of scepticism; knowledge; perceived consumer efficiency; subjective norm; 

premium prices; behaviour; and loyalty. Knowledge, attitudes and behaviour have a 

complex relationship, but strongly influence each other. A consumer’s sense of 

contribution to the environment has, according to Vermeir and Verbeke (2006), a 

strong influence on their purchase behaviour. The perceived consumer efficiency is 

therefore a factor likely to correlate with consumer attitudes. The influence of close 

friends and/or family-members (in other words subjective norms) has proven to affect 

consumer attitudes even better than marketing, according to the work of Oliver and 

Bearden (1985) and Tarkiainen and Sundqvist (2005). People that have a close or 

important role in a consumer’s life will have influence on his or her feelings towards 

a specific product (Paul et al. 2016). Consumers also often experience scepticism 

towards green or eco-labelled products due to greenwashing from corporations, which 

have a tendency to affect attitudes. Premium prices as well, since people often do not 

want to pay that much extra for environmentally friendly goods. Everyday 

commodities such as milk products also have a higher initial out-of-pocket cost with 

no additional financial return. Lastly, consumer loyalty towards traditional goods 

could affect attitudes towards environmental marketing negatively, since the consumer 

already have a commitment to another product or brand. 
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3. Methodology  

In this chapter we will present the different methods used in order to conduct our 

paper, by explaining our research approach; research design; source- and data 

collection; as well as our choice of using a quantitative method for our research 

regarding consumer attitudes towards environmental marketing.  

3.1. Research design and data collection  

3.1.1. Deductive approach  

According to Saunders et al. (2019), the research approach of Lewis and Thornhill 

(2019) is a plan of a detailed method of data collections, analysis and interpretation 

which shows the way and direction of the collecting data and answering research 

questions. There are two main research approaches: deductive and inductive approach. 

As the purpose of this study is to examine how environmental marketing 

communication within the milk industry affect consumer attitudes and how these differ 

between consumer segments, instead of gathering new theories existing theories 

regarding the subjects are studied. In this study, the research approach is deductive due 

to availability and quantity of theories regarding the subjects studied. The theoretical 

foundation is built based on the previously generated academic literature to formulate 

a hypothesis to be tested.  

 

3.1.2. Descriptive research  

Saunders et al. (2019) state there are three main categories of research design which 

are exploratory, explanatory and descriptive. Exploratory studies are useful when 

understanding a research problem. The aim of the descriptive research is to achieve 

clear descriptions of individuals, circumstances or events. Furthermore, the 

explanatory research is used to explain the relationships between chosen variables 

(Saunders et al. 2019). Based on the purpose and research questions of this study, the 

chosen design is the descriptive research design to understand how environmental 

marketing on milk affects consumer attitudes and buying behaviours.  
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3.1.3. Data sources and data collection  

According to Saunders et al. (2019), there are three categories of data sources, namely 

primary, secondary and tertiary. Primary literature sources are first-hand data collected 

by a researcher, which can be collected by interviews, focus groups surveys or 

observations. Secondary literature sources refer to data collected by someone else such 

as books, articles, journals, government publications. However, tertiary literature 

sources refer to search tools such as indexes, dictionaries, encyclopaedias or abstracts 

(Saunders et al. 2019). 

 

In the primary stage of the research, secondary data is collected in the form of 

academic articles and books to build the theoretical foundation. In order to be assured 

of the quality of the sources, the peer-reviewed academic articles are studied. 

Additionally, books written by authors who had a good reputation in their field is 

chosen. Research databases that are used to find academic articles and books for this 

study consists of One search and Google scholar. In order to find relevant sources, the 

keywords searched are: Environmentalism, green marketing, consumer behaviour, 

consumer attitudes, social norms, green consumer, consumer scepticism, 

greenwashing, consumer loyalty and premium price. Furthermore, on the next stage 

of the survey, the primary data is collected by an online survey.  

3.1.4. Quantitative research strategy  

As Saunders et al. (2019) claims research strategy indicates how the research will be 

conducted. The choice of research strategy will be based on research questions, the 

purpose of the study, existing knowledge and time. (Saunders et al. 2019). As the 

purpose of this study is to examine how environmental marketing communication 

affects consumer attitudes and how these differ between consumer segments, the 

quantitative research approach in the form of a survey will be useful. Since this strategy 

is closely related to the deductive approach, numerical calculations and larger sample 

sizes are used through gathering data. The chosen strategy will be an effective way of 

understanding consumer attitudes and opinions and will give more control over the 

research process (Saunders et al. 2019).  
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3.1.5. Sampling 

According to Saunders et al. (2019), it is time-consuming and impracticable to collect 

data from an entire population. Therefore, the sampling technique can be used. A 

sample can be divided into two categories: probability and non-probability sampling 

(Saunders et al. 2019). Probability sampling involves a randomly selected sample, 

whereas the non-probability sample refers to a sample that is not randomly chosen 

(Saunders et al. 2019). 

  

In this study, the non-probability sampling technique is used. There are five categories 

of non-probability technique which are quota, purposive, snowball, self-selection and 

convenience (Saunders et al. 2019). The snowball sampling is the most appropriate 

technique for this research since the survey was distributed online to friends and family 

where they are asked to share the survey further as well. The survey is also distributed 

on different social media channels such as Facebook and Instagram.  

 

3.1.6. Quality of data collected  

To evaluate the quality and credibility of data collected two concepts are used which 

are validity and reliability (Saunders et al. 2019). 

 

Reliability  

Saunders et al. (2019) state that reliability is the consistency of a method. If the same 

results are achieved by using the same methods under the same circumstances the 

measurement is reliable. This can be examined by the following questions:  

1.     Will the measures yield the same results on other occasions?  

2.     Will similar observations be reached by other observes? 

3.     Is there transparency in how sense was made from raw data (Saunders 

et al. 2019)? 

 

According to Saunders et al. (2019), there are four threats to reliability which should 

be considered in order to gain further understanding. These threats are subject or 

participant error, subject or participant bias, observer error and lastly observer bias 

(Saunders et al. 2019).  
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To confirm the internal reliability of the research Cronbach’s Alpha is used to 

minimize measurement errors and their impact on the results. According to Pallant 

(2016), Cronbach’s Alpha values are relatively sensitive to the number of items in the 

construct. Constructs with fewer than ten items may lead to low Cronbach’s Alpha 

values. Therefore, inter-item correlation is necessary to report besides the Cronbach’s 

Alpha. According to Bryman and Bell (2015), an alpha coefficient is calculated 

between 0 and 1. The acceptable limit should not be lower than 0,6 (Bryman & Bell 

2015). The optimal range for the inter-item correlation is between 0,2 and 0,4 (Pallant 

2016). Since there are smaller than ten items in the constructs in this research, the inter-

item correlation is computed as well. However, constructs with one item could not be 

computed at all. 

 

 Validity  

According to Saunders et al. (2019), validity refers to if the findings are truly about 

what they appear to be about and whether there is a correspondence between the 

different variables. Validity includes both design and methods of the research. To gain 

further understanding of the validity, there are threats that should be considered. 

Threats are history, testing, instrumentation, mortality, maturation and ambiguity 

about causal direction (Saunders et al. 2019). Saunders et al. (2019) claim that 

generalizability is an important aspect of external validity which refers to whether the 

findings can be applied to another research.  

 

In the case of this research, the survey consists of 18 statements which measure three 

different batteries: norms, behaviour and scepticism. In order to gain higher reliability 

and validity, a pre-test was conducted to ensure that the survey was feasible without 

any complications as understanding the questions or layout problems. Furthermore, to 

ensure that respondents understand and interpret the questions in the same manner as 

the researchers, their point of view has been asked after the pre-test. 

 

Validity also refers to how well the chosen measuring instrument measures the central 

concepts of the study. Therefore, the choice of the measuring instrument may affect 

the credibility of the results (Saunders et al. 2019). In this research, SPSS is used 

which, according to Bryman and Bell (2015), strengthens the validity of the research.  
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Furthermore, to increase the validity the survey questions are designed based on the 

theoretical frame which means that the survey only measures the central concept. 

  

External validity is difficult to achieve since the research is based on a limited sample 

of respondents which according to Saunders et al. (2019) leads difficulties in 

generalizing the results. Therefore, the findings of this research cannot be generalized 

for the entire population’s attitudes towards environmental marketing on an everyday 

commodity such as milk.  

 

3.2. Conducting the research  

The questionnaire was created in the Google survey tool. To increase the chances of 

precise answers, it was translated accurately into Swedish. Both versions of the 

questionnaire can be found in Appendix 1 and 2. 

 

At the beginning of the survey, there is an informational text about the authors, the 

purpose of the research and contact information as well as permission to collect 

personal data. The respondents are asked to fill in gender, age, education, dietary 

preferences and the type of milk they usually buy. The question type for the online 

survey is closed-ended, implying the respondents were offered a number of defined 

response choices, which according to Pallant (2016) can be easily converted to the 

numerical format required for SPSS. According to Saunders et al. (2019) rating 

questions is used to collect opinions. In this type of questions Likert-style rating scale 

is used to comprehend how strongly respondent agree or disagree with a statement, 

mainly with five, six- or seven-point scale. In the present questionnaire, six-point 

rating scale is used where one stands for highly disagree and six stands for highly 

agree. Saunders et al. (2019) claims that an even number of scales forces the participant 

to take a stand.  

 

Multiple item-batteries presents the opportunity to obtain in-depth knowledge. The 

entire survey consists of 18 statements including the personal information where they 

are divided into different categories such as personal information, norms, behaviour 

and scepticism. At the end of the survey, respondents have an optional choice of filling 

their Email to participate in a giveaway of two movie tickets to two randomly chosen  
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respondents. The purpose with the giveaway is to help to prevent low contribution 

numbers of respondents.  

 

Before distributing the online survey, a pre-test was conducted, which was beneficial 

to the research. By doing a pre-test, potential issues can be identified and then modified 

for the final questionnaires (Saunders et al. 2019). Various reformulations were made 

based on the feedback from the pre-test, to ensure a better understanding of the 

questionnaire which will generate more correct answers from the respondents. A 

question regarding the respondent’s milk-preference was added in the personal 

information section since this will be interesting for the analysis.  In order to prevent 

any missing data for the analysis all of the questions on the survey was made 

mandatory. To make the data appropriate for a correlation-analysis, the question 

regarding the respondents age changed from categorical answers to specific answers, 

which later on can be manipulated in the IBM SPSS system to age segments.  

3.2.1. Data analysis 

In order to analyse the data, responses from the survey was exported from Google 

forms into Microsoft Excel document. To comprehend the collected data from the 

survey the SPSS program will be used, which will generate an interactive, statistical 

analysis of the findings. The result of the collective data from the online survey was in 

total of 171 completed responses that were valid and could be used for further analysis. 

The techniques that are used in this research are Descriptives, Cronbach’s Alpha test, 

Pearson correlation, Independent sample t-test and analysis of variance (Kruskal-

Wallis Test). 

Descriptive statistics enables to describe and compare different variables numerically 

(Saunders et al. 2019). Descriptive statistics was performed on all individual 

statements including the amount of responses, mean, standard deviation, skewness and 

kurtosis. The corresponding Descriptives for each of the individual items was the 

empirical basis for all of statistical analysis done and is attached in Appendix 3. 

Descriptive statistics was also performed on the computed values for each of the 

constructs. Before doing this, negatively worded items such as S1, S2, P1, L1 needed 

to be reversed in order to ensure that high scores represented high levels of the 

characteristic being measured (Pallant 2016).  
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According to Bryman and Bell (2015), the acceptable limit for Cronbach’s Alpha is 

above 0,6 - while the optimal range for the inter-item correlation is between 0,2 and 

0,4. When values on the inter-item scale is lower than 0,2 it indicates that the items 

may not be representative of the same content domain, while if the value is higher than 

0,4 - the items may only be capturing a small bandwidth of the construct.  

 

A Pearson correlation analysis aims to show if there is a connection between variables 

(Pallant 2016). The Pearson correlation test was done for the three research questions. 

Starting off by looking if there is a significant relationship between consumer attitudes 

and buying behaviour, then if there is a significant difference on consumer attitudes 

between consumer segments and lastly what the most influential factors behind 

consumer attitude are.   

 

The second research question in this paper was to see if there are differences in 

attitudes towards environmental marketing between demographic segments regarding 

age, gender and education. By conducting an independent-samples t-test we will be 

able to see if there is a statistically significant difference in the mean scores between 

the two groups of gender (Pallant 2016). In order to see if there is a difference in 

attitudes towards environmental marketing between age groups, as well as level of 

education, we need to conduct a one-way analysis of variance. This kind of analysis is 

similar to a t-test in the sense that it compares the mean scores of different groups on  

a continuous variable but is used when dealing with more than two groups (Pallant 

2016). 

 

3.2.2. Operationalization of constructs 

An operationalization table defines variables into measurable factors, which allows 

broad concepts to be measured quantitatively.  According to Bryman and Bell (2015), 

by applying an operationalization table it can ensure that the collected data will be 

relevant as well as providing a framework for the analysis. Constructs such as: 

Scepticism (S), Knowledge (K), Perceived consumer efficiency (PCE), Attitudes 

towards green marketing (A), Subjective Norm (SN), Price (P), Behaviour (B), and 

Loyalty (L) were operationalized into measurable items (see table 1 on the next page). 
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Table 1: Operationalization table (self-created). 

Construct Operational definition of variable Adapted items 

Scepticism (S) 

 

 

The extent of consumer cynicism on  

products that are marketed to be  

environmentally friendly (Polonsky &  

Rosenberger 2001).  

 

 

S1: I am sceptical towards milk brands and  

their products which claim to be  

environmentally friendly (for example Oatly).    

S2: I am often unsure if a milk product that 

is marketed as environmentally friendly 

really is.  

Knowledge (K)  

 

Environmental knowledge is a  

fundamental factor that drive green  

consumption behaviour (Peattie 2010).  

 

K1: I feel like I have good knowledge when it  

comes to environmentally friendly milk  

products.  

 

Perceived 

consumer 

efficiency 

(PCE) 

Consumers who believe in their personal 

consumer effectiveness have more 

positive attitudes towards 

environmentally friendly products and 

also have more intentions of buying 

them (Vermeir & Verbeke 2006). 

PCE1: I believe that every person’s 

individual actions can make a meaningful 

difference when it comes to environmental 

issues.   

Attitude 

towards green 

marketing (A) 

“the degree to which a person has a 

favourable or unfavourable evaluation or 

appraisal of the behaviour in question.” 

(Ajzen, 1991, p. 188). 

A1: I am highly affected by milk products 

that is marketed as environmentally friendly. 

A2: I am positively affected by 

environmentally related marketing 

communication on milk packages.  

A3: I am positively affected by 

environmentally related marketing on other 

communication-channels (such as webpages, 

TV-commercials etc.).  

Subjective norm 

 (SN) 

The degree to which attitudes and  

behaviour is influenced by family  

members and friends (Vermeir & Verbeke  

2006).  

SN1: When it comes to decisions regarding  

milk products, I am highly influenced by other  

people, such as family and friends.  

 

Price (P) The willingness to pay a premium price 

for environmentally friendly products 

(Khan 2013).  

P1: A higher price on environmentally 

friendly milk products is something that 

prevents me from buying them.  

Behaviour (B) Consumption behaviours that are based 

on habits in relation to the consumers’ 

lifestyles and values (Peattie 2010).  

H1: I am actively looking up information on 

environmentally friendly milk products 

before buying.  

H2: I often buy milk products that appears to 

be environmentally friendly.  

Loyalty (L)   The degree of prejudiced behavioural 

response which is developed over time 

regarding alternative brands and results 

in brand commitment (Bloemer & 

Kasper 1994).  

L1: My loyalty towards traditional milk-

products prevents me from buying 

environmentally friendly milk products.  
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4. Research findings  

In this chapter we will display our research findings of the collected data conducted 

in IBM SPSS, were we will present demographics, Cronbach’s Alpha, descriptive 

statistics and Pearson correlation.  

4.1. Demographics 

The online survey received 171 completed and valid responses (N=171). Table 2 

presents the demographic distribution of the respondents in the variable of gender 

while table 3 displays the distribution of respondents regarding the variable of age, and 

lastly table 4 the variable of education. 

In the online survey, the question regarding age were formulated as open-ended, which 

later needed to be manipulated into IBM SPSS as age categories for further analysis. 

This implies collapsing the continuous variable of age into equal groups, but since 

most of the respondents were younger demographics the cut points in making equal 

percentiles was placed low as shown in table 2, resulting in an uneven distribution 

regarding age for the analysis.  

Table 2: Age in two groups. 

 

 

The demographic result of the quantitative research showed that 62.1 percent of the 

respondents were under the age of 24, while 37.9 percent were over the age of 25. 
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Table 3: Gender. 

 

 

The second demographic variable regarding gender (see table 3) showed that of all the 

respondents, 31 percent were male and 68,4 percent were female (one respondent 

identified as other, or preferred not to say), which indicates that there is a somewhat 

uneven gender-, as well as a highly uneven age-distribution in the research. 

 

 

Table 4: Education. 

 

 

Regarding education (see table 4), the majority of respondents had either a university 

education (53.2 percent) or secondary education (38.0 percent).  

 

4.1. Cronbach’s Alpha  

In order to test the reliability of the study, a Cronbach’s alpha test was performed (see 

table 5). This is a measure used to look at internal consistency and to see to which 

extent the items hang together (Pallant 2016). 
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Table 5: Cronbach’s Alpha and Inter-item scale. 

 

 

Since Attitude, Scepticism, and Behaviour were the only subjects with more than one 

item in the survey the Cronbach’s Alpha test was only suitable on these three 

constructs. The results show that two of the constructs indicates a value higher than 

0,6; Attitude (0,805) and Scepticism (0,722). The third construct Behaviour indicates 

a value of 0,586 which is lower than 0,6. Because there are fewer than 10 items in the 

scales, inter-item scale is computed as well. Result of inter-item scale shows that the 

value is optimal with Scepticism (0,569), Attitude (0,577) and lastly Behaviour 

(0,415). The remaining constructs cannot be computed because there is only one item 

in the constructs.  

 

4.2. Descriptive statistics  

Table 6: Descriptive Statistics of computed values on each construct. 
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By looking at the statistics presented in appendix 3 as well as table 6, we can see that 

the highest mean values were among the construct of Perceived Consumer Efficiency 

(4,60). Following the higher scores are Scepticism (3,7018), Knowledge (3,41), 

Attitude (3,3216), Subjective Norm (3,28) and Price (3,25). The lowest mean values 

were found in the construct of Behaviour (2,9825) and Loyalty (2,32).  

 

The standard deviation (Std. Dev) is a measurement to see how the different values of 

the sample deviates from the mean value. If the standard deviation is low, it implies 

that the values from the sample were all close to the Mean score, while values that are 

distributed far below, or above, the Mean score results in a high standard deviation. 

Looking at table 6, we can see that the standard deviation on all constructs are at 

1,23300 - or higher - meaning that the values on each construct were not close to the 

mean scores. Evidently it shows that the answers from the respondents were pretty 

incoherent on each item in the survey.  

 

Many statistical studies are depending on normality assumptions. The Skewness value 

indicates the symmetry - or more precisely, the lack of symmetry - of the distribution, 

while the Kurtosis value gives information regarding its peakedness.  If there is a 

significant skewness and kurtosis in the data collection it indicates that the data is not 

normal. In order for the distribution to be considered to be normal, the skewness needs 

to be zero. The data showing low values (positively skewed) implies that the left tail 

is long in relation to the right tale and vice versa. On the other side, in order for the 

distribution to be normal regarding its Kurtosis values, the Kurtosis needs to be at 

three. 

 

Figure 1: Histograms of Loyalty and PCE. 
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Looking at both table 6 as well as the histograms presented in appendix 5, we can see 

that the construct of Knowledge has a fairly normal distribution (S=0,092 K=-0,835), 

while subjective norm has a double-peaked distribution (S=-0,114 K=-1.270). Both 

constructs of Price (S=0,205 K=-1,296) and Loyalty (S=0,817 K=0,671) are right-

skewed, while PCE have a left-skewed distribution (S=-0,850 K=-0,246) – see figure 

1. Scepticism has a comb distribution (S=-0,024 K=-0,714) and lastly Behaviour 

(S=0,253 K=-0,357) and Attitude (S=-0,088 K=-0,722) had a Plateau or Multimodal 

Distribution.  

 

4.3. Pearson correlation  

This part of the research will be sectioned off into the three research questions: starting 

off by looking if there is a significant relationship between consumer attitudes and 

buying behaviour, then if there is a significant difference on consumer attitudes 

between consumer segments and lastly what the most influential factors behind 

consumer attitude are.   

4.3.1. Research question 1 

The first research question was to see if there is a significant relationship between 

consumer attitudes and buying behaviour. Since the correlation includes two 

continuous variables, a Pearson product-moment correlation coefficient (r) is 

appropriate for the interpretation of their relationship.  

There is no missing data since N=171 and the direction of the relationship is positive 

(i.e. high scores on one are associated with high scores on the other as well). 

Correlation is significant at the 0,01 level (2-tailed). Correlation coefficients between 

0,10 to 0,29 can be considered small values, coefficients between 0,30 and 0,49 can 

be considered medium and between 0,50 and 1,0 are considered large values (Cohen 

1988). Table 7 shows that the value of the Pearson Correlation Coefficient is of 

medium value (0,463). The percentage of shared variance is represented by the square 

of the correlation coefficient, r2. Calculating the coefficient of determination, gives the 

Pearson correlation of 0,463 a 46,3 percent shared variance between the two variables. 
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Table 7: Correlation between attitude and buying behaviour. 

 

 

Table 7 shows that positive attitudes towards environmental marketing results in 

positive buying behaviour, however, we cannot know which variable affects the other 

in a correlation analysis.  

 

4.3.2 Research question 2 

 

Gender 

The second research question in this paper was to see if there are differences in 

attitudes towards environmental marketing between demographic segments such as 

age, gender and level of education. Independent sample t-tests are used when 

comparing the mean score on a continuous variable - in this case Total Attitude - for 

two different groups of respondents - in this case male/female.  

 

Table 8: T-test on gender and Total Attitude.  

 

 

Table 8 displays the mean and standard deviation for each of the groups, as well as the 

number of participants (N).  

 

 



 

 

 

33 

 

 

 

 

 

 

 

Table 9: Independent Samples Test. 

 

 

The Sig. value for Levene’s test is larger than 0,05 (0,779) - meaning that the 

assumption of equal variances has not been violated and we will use the t-value 

provided in the first line of the table (see table [nr]). When assessing the differences 

between the groups we need to look at the Sig. (2-tailed) value. Since the value is less 

than 0,05, we can tell that there is a significant difference in the mean scores on the 

dependent variable for each of the two groups.  

 

An independent-samples t-test was conducted to compare the attitude scores for males 

and females. There was a significant difference in scores for males (M=2,6667) and 

females (M=3,6154), which means that women have more positive attitudes towards 

environmental marketing, then men.  

 

Education 

There was no missing data since N=171. In this case it was necessary to collapse the 

number of categories into two categories representing respondents with lower levels 

of education (primary education and secondary education), and respondents with 

higher levels of education (university education and master). An independent sample 

t-tests was also used when comparing the mean score on Attitude and education.  

Table 10: T-test on level of education and Attitude. 
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Table 10 displays the mean and standard deviation for each of the groups, as 

well as the number of participants (N).  

Table 11: Independent Samples Test on levels of education. 

 

The Sig. value for Levene’s test is larger than 0,05 (0,443) - meaning that the 

assumption of equal variances has not been violated and we will use the t-value 

provided in the first line of the table (see table [nr]). When assessing the differences 

between the groups we need to look at the Sig. (2-tailed) value. Since the value is more 

than 0,05 (0,491), we can tell that there is a insignificant difference in the mean scores 

on the dependent variable for each of the two groups.  

 

An independent-samples t-test was conducted to compare the attitude scores for lower 

levels of education and higher levels of education. There was an insignificant 

difference in scores for lower levels of education (M=3,2394) and higher levels of 

education (M=3,3800), which means that education does not affect the consumers’ 

attitudes regarding environmental marketing.  

 

Age 

In order to compare scores on a continuous variable for four groups we need to conduct 

an analysis of variance. The research question is: is there is a difference in attitudes 

across four age levels?  

 

Table 12: Kruskal-Wallis Tests on different age groups.  
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When interpreting the output from the Kruskal-Wallis Test we found that there was a 

statistically insignificant difference in the continuous variable across the four groups, 

since the significance level was more than 0,05 (0,092).   

4.3.2. Research question 3 

The third and last research question was to find out the most influential determinants 

affecting consumer attitude towards environmental marketing. There is no missing 

data since N=171 on all constructs (see table 13 for summary, or appendix 4 for all the 

correlation tables). The direction of the relationship between the variables are positive 

on all constructs except for Loyalty (L1) and Price (P1) - i.e. high scores on one 

variable are associated with high scores on the other, unlike Loyalty and Price, where 

high scores on one are associated with low scores on the other (otherwise known as 

inverse correlation). 

Table 13: Summary of correlation of all constructs to attitude. 

 

 

Next step within the interpretation of the output from the correlation analysis is to 

determine the strength of these relationships. The constructs of Price (-0,001), 

Scepticism (0,063) and Loyalty (-0,069) have values so close to 0 that it indicates no 

relationship at all, while the construct of Knowledge (0,119) is of small value but still 

have a correlation - although it is not significant. The constructs of Social Norms 

(0,404) and Perceived Consumer Efficiency (0,482) have a significant correlation, 

whereas both relationships have medium values.  
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5. Discussion  

In this chapter we will discuss the findings from the conducted research with regards 

to the theory presented in chapter two.  

 

5.1. The relationship between attitudes to environmental marketing and 

the consumers’ buying behaviour 

The descriptive statistics of computed values on each construct showed that Attitude 

had a mean score of 3,3216, while Behaviour had a mean score of 2,9825. Ottoman 

(1998) claimed that people's’ attitudes towards environmentalism often differ from 

their actual buying behaviour, which shows in our research since the construct Attitude 

has a higher Mean score than Behaviour. Evidently, our study shows that the attitudes 

towards environmental marketing with regards to milk products were not that high, 

which contradicts the reports of the European Commission (2014) that claims that the 

population of Sweden have very high attitudes towards the importance of protecting 

the environment. However, the standard deviation on Attitude was 1,31153, and 

1,23300 on Behaviour, showing that they were not that close to their Mean scores - 

meaning that the responses on the survey were pretty incoherent on each item, which 

tells that some respondents gave very low scores, some medium scores and some high 

scores. Looking at the histograms, both Attitude and Behaviour had a Plateau or 

Multimodal Distribution (S=0,253 K=-0,357), meaning that several processes with 

normal distribution are combined. This makes it harder to make trustworthy 

conclusions in our analysis.   

 

Looking at Cronbach’s Alpha, Attitude received a value of 0,805 while Behaviour 

received 0,586. According to Bryman and Bell (2015), the acceptable limit for 

Cronbach’s Alpha is above 0,6, while the optimal range for the inter-item correlation 

is between 0,2 and 0,4. The construct of Attitude is internally consistent, meaning it is 

reliable, however the construct of Behaviour which had an inter-item scale value of 

0,415, may only be capturing a small bandwidth of the construct.  
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The direction of the relationship between the two variables were positive, with a 

significant correlation of medium strength (0,463), which implies that there was a 46.3 

percent shared variance between the variables.  

The data tells us that positive values towards environmental marketing results in 

positive buying behaviour and thus agreeing with the work of Ajzen and Fishbein 

(1977); Alwitt and Pitts (1996) and Ajzen (1991) that consumers attitudes has an 

indirect influence on their buying behaviour, where positive attitudes towards 

environmental marketing generates more purchases of environmentally friendly 

marketed goods. However, something worth considering here is the fact that 

correlation indicates the relationship between variables, but not which variable that 

causes the other. The correlation between two variables (A and B) could possibly be 

influenced by a third variable.  

 

5.2. Difference between consumer segments 

According to Khan (2013), variables such as gender, age and level of education are 

useful to explain consumers’ differences in environmental concern, where studies 

often show that younger females with higher education levels are more aware and 

environmentally friendly in their consumption. Chin-Feng (2002) however, argues that 

people from the same demographic group can show very different 

psychographic profiles. For our research we wanted to test these theories by seeing if 

there were differences between demographic segments.  

 

Independent-samples t-tests were conducted to compare the attitude score between 

both gender as well as the levels of education. Regarding differences between age-

groups, a Kruskal-Wallis Test was conducted instead, since it included more than two 

groups. The analysis show that there is a statistical insignificant difference in scores 

regarding both age-groups and level of education. The t-test regarding gender 

however, showed that the difference was significant, which means that the women 

(M=3,6154) in this research have more positive attitudes towards environmental 

marketing than men (M=2,6667). 

 

Conclusively, our research somewhat confirms the previous theories of Khan (2013) -

displaying women as more prone to be greener consumers over men - but that the  
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other demographic factors such as age and education does not affect attitudes 

towards environmental marketing, thus also agreeing with the work of Chin-

Feng (2002), that green consumerism is not only affected by demographic 

aspects.  

 

5.3. Influential determinants affecting consumer attitudes 

When calculating the coefficient of determination on each construct, the Pearson 

correlation of the construct of Perceived Consumer Efficiency showed the highest 

percentage (48,2) of shared variance between the two variables. The remaining 

constructs showed the following percentages: Subjective Norm – 40,4 percent, 

Knowledge – 11,9 percent, Loyalty – 6,9 percent, Scepticism – 6,3 percent, Price – 0,1 

percent. Hereafter, we will present the discussion of the determinants to attitude in this 

specific order.  

5.3.1. Perceived consumer efficiency  

According to the European Commission (2014), 95 percent of the Swedish population 

believe that they can play an influential role when protecting the planet, which our 

research supports since Mean value on Perceived Consumer Efficiency was at 4,60 - 

which was the highest Mean score of all constructs as well as negative skewness when 

looking at the histogram - showing high, positive values.  Consumers with high trust 

in PCE have more environmentally friendly attitudes and thus are more likely to be 

more positively affected by environmental marketing (Vermeir & Verbeke 2006; 

Gupta & Ogden 2009), which is also confirmed in our study since PCE had the highest 

significant correlation (0,482).  

 

5.3.2. Subjective Norm  

People that have an important role in a consumer’s life will have influence on their 

attitudes towards a product (Paul 2016). The respondents did somewhat agree to the 

statements regarding Subjective Norm, whereas the descriptive statistic showing a  

Mean score of 3,21. The standard deviation (1,588) show that the distribution of 

responses was spread across the scale, meaning that people have given very different  
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answers, which is the case on all constructs in our research. Social Norms showed 

however the second highest significant correlation towards Attitudes, which was of 

medium strength (0,404). The histogram show that the construct had a double-peaked 

distribution, telling us that the respondents answers were divided between those who 

felt like they were highly influenced by close friends and family members and those 

that were not.  

The result tells us that close friends or family-members have for some respondents 

high influence on consumers attitudes when it comes to environmentally friendly 

commodities, thus conforming with the work of Paul (2016) on how other people’s 

endorsement of greener purchase behaviour have the potential to influence the 

consumer to adopt the same attitudes. The construct where however not suited for a 

Cronbach’s Alpha test, since the subject only consisted of one item on the survey. This 

would therefore be necessary to apply when, or if, conducting further studies on this 

topic.  

 

5.3.3. Knowledge  

The responses regarding perceived level of Knowledge on environmentally friendly 

products was considered low to neutral, since the Mean value was 3.41 and had a fairly 

normal distribution (S=0,092 K=-0,835).  This could tell us that milk consumers in 

Sweden are not that familiar of the concept of greener types of milk products. The 

knowledge about environmental is an important factor to green consumption behaviour 

and attitudes (Peattie 2010; Thogersen et al 2012).  There was a positive relationship 

between Knowledge and Attitude, where the strength of the variables’ relationship was 

of small value, but still showed a correlation (0,119), although not significant. The 

conclusion we can draw here is that consumers that have good environmental 

knowledge, will have more positive attitudes towards environmental marketing, but 

that our research show that this knowledge differs among the respondents. However, 

Peattie (2010) also argued that there is a difference between environmental knowledge 

and understanding the consequences of consumption behaviour. Consumers might not 

think of the environmental impact when buying normal everyday commodities in the  
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same way as other bigger purchase decisions. It is also important to consider the 

argument of Laroche et al (2001) - that green consumers are trying to save the 

environment in different ways.  

 

5.3.4. Loyalty  

According to Bloemer and Kasper (1994), consumer loyalty towards a certain brand 

(or traditional products) is a psychological process of prejudiced behavioural response 

which is developed over time and results in commitment to that specific brand, or 

product. We wanted to test this theory in our research and see how it would affect 

attitudes, since loyalty consists of both behaviour factors and attitude factors (Chi et 

al 2009). The responses regarding consumer loyalty was however considered low, 

since Mean value was 2,32. The histogram show that Loyalty had a positive skewness 

in the distribution of scores (S=0,817 K=0,671) - meaning clustered negative values. 

This could potentially tell us that the respondents of the survey are not loyal to the 

extent that it affects their consumer attitudes regarding environmental marketing, 

evidently not agreeing with the statement of Bloemer and Kasper 1994 that real brand 

loyalty result in a long-term repurchase behaviour. However, the Standard Deviation 

was at 1,540 - which means that the answers were distributed high above or low below 

the Mean score. The direction of the relationship between the variables Loyalty and 

Attitude was negative, meaning that high scores on one variable are associated with 

low scores on the other. There was an inverse correlation (-0,069), although the value 

was so close to 0 that it indicated no relationship at all.  

 

5.3.5. Scepticism  

In the reliability test of the constructs, Scepticism received a Cronbach’s Alpha value 

of 0,722 which was acceptable. Due to the phenomena of corporate greenwashing, 

consumers often lack trust towards environmental marketing (Polonsky & 

Rosenberger 2001; Bray, Johns & Kilburn 2011; Marder & Dodd 2012; Tugn et al 

2012; Muposhi et al 2015). The constructs of scepticism had a comb distribution of 

scores (S=-0,024 K=-0,714) - meaning that the bars were alternately tall and short. 

Low trust towards environmental marketing can influence consumers actions to 

purchase more traditional products (Johnstone & Tan 2015), which could mean that  
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even consumers with positive attitudes towards environmentalism could choose not to 

make greener purchases due scepticism (Vermeir & Verbeke, 2006). Our study, 

however, showed that the relationship between the variables of Scepticism and 

Attitudes was positive (0,063) but did not have a significant correlation since the value 

was so close to 0. This shows us that although the some of the respondents remain 

sometimes sceptical towards products that are marketed as environmentally friendly 

(M=3,7018), it does not affect the general attitudes towards greener products in a 

higher extent, which agrees with Vermeir and Verbeke (2006) argument that people 

can still have a positive attitude towards environmental marketing while being 

sceptical to how genuine green marketed products really are. 

 

Johnstone & Tan (2015) argues that the low trust that some consumers feel towards 

environmental marketing can influence their actions to purchase more traditional 

products. This would imply that even consumers with positive attitudes towards 

environmentalism could choose not to make greener purchases due scepticism 

(Vermeir & Verbeke, 2006).  

 

5.3.6. Price  

The direction of the relationship between the variables of Price and Attitudes were 

negative but since the value was at -0,001 it indicates no correlation between the two. 

The Mean score was at 3,25, but the Standard Deviation was at the highest value of all 

constructs (1,746) - telling us that the distribution of answers were very spread out on 

the scale, which also shows as a comb distribution in the histogram (S=0,205 K=-

1,296).  

 

Earlier studies show that consumers are only willing to pay a small premium price for 

environmentally friendly products, or in some cases no premium at all (Polonsky & 

Rosenberger 2001; Khan 2013). Everyday commodities such as milk products have 

higher out-of-pocket expenses than traditional milk products with no additional 

financial return (Polonsky & Rosenberger 2001). However, when talking about these  

kinds of commodities the difference in price is not that remarkable, which could 

explain why premium prices on greener milk products does not show any influence on 

attitudes in our research.  
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6. Conclusion  

In this last chapter we will reference back to our purpose and answer our research 

questions by summarizing the material presented in chapter two, three, four and five. 

The conclusion will be followed up by a reflection as well as limitations to our 

conducted study and suggestions for future research.  

The purpose of the study was to examine how environmental marketing on everyday 

commodities such as milk affects consumer attitudes. The research questions where: 

is there a significant relationship between attitudes to environmental marketing and 

consumer’s buying behaviour within the milk industry; is there a significant difference 

of consumer attitudes between consumer demographic segments; and lastly, what are 

the most influential determinants affecting consumer attitudes.  

 

The findings of the research showed that the respondents’ attitudes towards 

environmental marketing contradicts the data from the European Commission, since 

the values presented were not that high. There was, however, a significant correlation 

between attitudes and behaviour - meaning that consumers’ attitudes to green 

marketing/products within the milk industry generates more purchases of 

environmentally friendly milk-products. Evidently, ‘green’ consumers make different 

efforts when trying to protect the planet, where small purchase decisions regarding 

everyday commodities such as milk are sometimes looked over, even though it also 

has an environmental impact.  

 

The second research question was too understand whether demographic segments 

differ significantly in terms of their attitudes. Our research present further confirmation 

to previous studies, as it displays women as more prone to have stronger, positive 

attitudes towards environmental marketing than men. However, it also showed that 

these attitudes do not differ between other demographic groups such as age and 

education, since the difference in scores where statistically insignificant.  

 

The research showed that the most influential determinants affecting consumer 

attitudes was Perceived Consumer Efficiency: meaning that consumers with high level 

of trust in their personal contributions to environmental sustainability are more likely 

to be positively affected by green marketing and ‘greener’ milk products. Although  
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subjective norm was divided among the respondents, there was a significant 

correlation between the construct and attitudes. Based on the collected data, 

Knowledge plays a somewhat neutral role when it comes to influential factors behind 

consumer attitudes, but that more knowledge regarding the environment will have a 

positive impact. The findings also imply that the levels of Loyalty do not influence 

attitudes to a higher extent, which also is the case of Premium Prices. Lastly, 

scepticism and attitude did not have a significant correlation where the value was close 

to 0 - indicating that consumers can be sceptical towards environmental marketing, but 

not let it affect their attitudes towards it.  

 

Conclusively, the study failed to present any proper insight regarding the difference of 

attitudes among consumer segments but showed that there is a positive relationship 

between consumer attitudes towards environmental marketing and consumer 

behaviour. Lastly, the research displayed that positive consumer attitudes towards 

environmental marketing have a somewhat important influence on purchasing 

behaviour, as well as declaring Perceived Consumer Efficiency as the biggest 

determinant behind these attitudes.  

 

6.1. Reflection  

6.1.1. Practical and Theoretical implications  

A substantial amount of earlier research has been conducted regarding consumer 

attitudes towards environmental marketing and its influential factors (Jacoby & Lyner 

1973; Ajzen & Fishbein 1977; Alwitt & Pitts 1996; Roberts 1996; Kollmus & 

Agyeman 2002; Tarkiainen & Sundqvist 2005; Vermeir & Verbeke 2006; Gupta & 

Ogden 2009; Bray et al 2011; Cherian & Jacob 2012; Marder & Dodd 2012; Tung et 

al. 2012; Khan 2013; Johnstone & Tan 2015; Muposhi & Dhurup 2015). However, as 

mentioned in the introduction of this paper, there seem to be a lack of this kind of 

research in relation to everyday commodities (Thogersen et al 2012). Therefore, this 

research makes a theoretical contribution within this field of work and could also act 

as a starting point for further research on this specific topic.  
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The contribution of this kind of research will present marketers - and other decision 

makers of corporations that produces and sell everyday commodities - with knowledge 

about consumers’ attitudes and behaviour, as well as influential factors affecting their 

consumerism. The findings showed that women have more positive attitudes towards 

environmental marketing, as well as illustrating Perceived Consumer Efficiency as the 

most influential determinant affecting these attitudes. This means that consumers with 

high level of trust in their personal contributions to the environmental sustainability 

are more likely to be positively affected by green marketing and greener milk products. 

The research also showed that there is a somewhat lack of knowledge regarding the 

environmental aspects when it comes to everyday commodities such as milk. 

Furthermore, corporations should focus on formulating effective and strong messages 

regarding their sustainability work to their customers to a higher extent than before, in 

order to increase knowledge as well as the feeling of PCE, which in turn will affect the 

consumers attitudes and purchase behaviour.  

 

6.1.2. Limitations and further research  

The research strategy of this study was a quantitative approach by conducting a survey 

which was then quantitatively analysed. The number of questions in the survey has 

been limited to ensure that the respondents did not lose attention. Since the questions 

are fixed and limited, it is difficult to make deeper discussions and understand the 

underlying factors that might be affecting consumers behaviour. Therefore, the 

researchers of this study suggest for further research by using a qualitative approach 

by conducting interviews with focus groups to gain deeper and detailed discussions 

about the subjects. This could confirm the findings in this study and contribute new 

information.    

 

The summary of the valid answers was 171. Since the sampling technique was 

snowball and convenience among mainly younger age group, friends and family, this 

have influenced the sample population. Furthermore, the data collected from the online 

survey was uneven regarding the demographic segment of gender, where female 

respondents accounted for more than two quarters of the sample. In order to conduct 

successful, further studies on this topic there needs to be a much bigger sample in order  
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for the result to be representative. What this study failed to do was to get an even 

collection of data regarding the gender, age and educational level of the respondents. 

Also, for further studies, the researchers of this study would suggest having at least 

three items on each construct when testing the internal reliability with Cronbach’s 

Alpha. By doing this, internal reliability will be confirmed.  
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Appendices 

Appendix 1: Online Survey in Swedish  
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Appendix 2: Online survey in English  
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Appendix 3: Descriptive statistics on individual items 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix 4: Correlation of each construct 

 

 Correlation between Attitude and Subjective Norm (SN1). 
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Correlation between Attitude and Perceived Consumer Efficiency (PCE1). 

 

 

Correlation between Attitude and Knowledge (K1). 

 

 

 

 

 

 

 

 
 

 

 

Correlation between Attitude and Price sensitivity (P1). 
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Correlation between Attitude and Scepticism. 

 

 
 

 

 
Correlation between Attitude and Loyalty (L1). 

 

 
 

 

 

 

 

 

 

 

Appendix 5: Histograms 
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