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Abstract 
Title: Talking green, behaving brown - A study about consumers intention-behavior gap among 
eco-labels 
 
Level: Bachelor thesis in Business & Administration 

 

Authors: Emma-Sophie Doksaeter & Julia Nordman 

 

Supervisor: Jonas Kågström 

 

Date: January 2019 

 

Purpose: The purpose of this study is to analyze consumers intention-behavior gap towards eco-

labeled products based on Carrington’s et. al. model considering more recent studies regarding 

different variables such as relations, moral and knowledge. 

 

Method: A quantitative survey design was developed based on variables from Carrington et al. 

(2010) and variables from more recent studies. Four surveys were made divided into three different 

countries; Sweden, Norway and Finland. The total number of participating respondents were 540. 

We used cluster, factor and SEM analysis to interpret our results. 

 

Result & analysis: The result shows that it exists a gap between intention and behavior when 

speaking of eco-labels among consumers. Variables such as knowledge, actual behavior control 

have a big impact on implementation intention. Situational context and relations have low 

significance on implementation intention. Although, by considering all of these variables, it is 

possible to close the gap. To close the gap, it is also important to consider different consumer 

groups.   

 

Contribution of the thesis: The study shows that it exists a gap between what consumers say they 

are going to do, and what they actually do, and that it is possible to close the gap between intentions 

and behavior when talking about eco-labels. 

 

Suggestions for future research: The study shows cultural differences in intentions and behavior 

towards eco-labels. It would be possible to study this further. Another study could look at how 

organizations could increase eco-labels credibility towards consumers.  
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Sammanfattning 
Titel: Talking green, behaving brown - En studie om gapet mellan konsumenters intentioner och 
faktiskt beteende kring miljömärkta produkter 
 
Nivå: C-uppsats i ämnet Företagsekonomi 

 

Författare: Emma-Sophie Doksaeter & Julia Nordman 

 

Handledare: Jonas Kågström 

 

Datum: Januari 2019 

 

Syfte: Syftet med denna studie är att analysera gapet mellan konsumenters intentioner och dess 

faktiska beteende kring miljömärkta produkter baserat på Carrington et al.’s modell och nyare 

forskning beträffande variabler som relationer, moral och kunskap. 

 

Metod: En kvantitativ studie utfördes baserat på variabler från Carrington et al. (2010) samt 

variabler från nyare studier. Fyra enkäter skapades och fördelades ut i tre länder: Sverige, Norge 

och Finland. Det totala antalet deltagare uppgick till 540 personer fördelat över de fyra 

enkätgrupperna. För att analysera våra resultat användes klusteranalys, faktoranalys samt SEM 

analys. 

 

Resultat & analys: Resultat klargör att det finns ett gap mellan konsumenters planerad intention 

och faktiskt beteende kring miljömärkta produkter. Variabler såsom kunskap och Actual Behavioral 

Control (ABC) har en stor inverkan på planerad intention. Situationsbaserad omgivning samt 

relationer har däremot en låg signifikans på planerad intention. Genom att ta hänsyn till dessa 

variabler samt olika konsumentgrupper är det möjligt stänga detta gap. 

 

Uppsatsens bidrag: Studien visar att det existerar ett gap mellan vad konsumenten påstår att de 

planerar och vad de i verkligheten gör, och det är möjligt att stänga detta gap mellan intentioner och 

faktiskt beteende gällande miljömärkta produkter. 

 

Vidare forskning: Studien påvisar kulturella skillnader gällande intentioner och faktiskt beteende 

kring miljömärkta produkter. Ett förslag till vidare forskning är att studera detta beteende mer 

djupgående. Ett annat förslag är att studera hur organisationer kan öka trovärdigheten gentemot 

konsumenter när det gäller miljömärkta produkter. 
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Nyckelord: 

Grön marknadsföring, beteende ekonomi, intention-beteende gap, miljömärkta produkter, 

miljömässig intention 
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1. Introduction 
 
1.1 Background 
Environmental issues are today one of the biggest global problems, which has engaged people to try 

to be more conscious and integrate environmental friendly aspects in the everyday life (Dangelico 

& Vocalelli, 2017, p. 1264). Environmental issues, sustainable brands and more consciousness are 

rising in emerging economies (Khare, 2015, p. 309). Due to the increased knowledge and awareness 

around environmental problems, it has led to greater concern among consumers (Barbarossa & De 

Pelsmacker, 2016, p. 239). Organizations try to consider such aspects when producing goods and 

services, and it has also become a big part of the marketing industry and how companies use 

marketing from an environmental perspective (Kumar, 2016, p. 137). Such marketing has been 

given the term ‘green marketing’ which is a term that originate from the 1980s. Green marketing 

can be defined as marketing that meets the needs of both consumers and organizations, and at the 

same time try to take care of the environment with future generations in mind (Dangelico & 

Vocalelli, 2017, p. 1265; Kumar, 2016, p. 137). One important aspect of the green marketing 

strategy, is the use of eco-labels to attract and inform consumers about how it is beneficial from an 

environmental aspect (Kar Yan & Yazdanifard, 2014, p. 36). 

 

Even though there is a market for green and eco-labeled products, there are studies showing that 

there is a gap between peoples’ environmental attitudes and their environmental purchase behavior 

(Carrington, Neville, & Whitwell, 2010, p.139; Grimmer & Miles, 2017, p.2; S.-J. Moon, Costello, 

& Koo, 2017, p.246). People are in general not so consistent when it comes to environmentally 

friendly behavior over time (Hope, Jones, Webb, Watson, & Kaklamanou, 2018, p. 402). This gap 

is called the attitude behavior gap and is a way of explaining consumers attitudes versus behaviors 

(Carrington et al., 2010, p.140). Such a gap does not only exist when talking about an 

environmental perspective, but is common in different studies of behavioral economics.  

 

1.2 Thesis statement 
Since the late 90’s, eco-labels have been one of the main tools of sustainable marketing, and have 

grown even more important over the past few years. At first it was mere product’s technical 

information, today it is a marketing tool to make a statement and attract consumers (Rex & 

Baumann, 2007, p. 569). Eco-labeling is a way of improving sales, make consumers more aware 

and protect the environment. Although, it is important that consumers understand the meaning of 

the labels (Cho, 2015, p. 74). However, this is not the case of the majority of the consumers. 

Consumers lack the knowledge of certain eco-labels, especially at the time of purchase when 

deciding what products to choose (Cho, 2015, p. 74; Thøgersen, 2005, p. 152). 
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The ethical minded consumer feels a responsibility towards the environment and the society, and 

therefore seeks to ethical consumption and purchasing (De Pelsmacker, Driesen, & Rayp, 2005, p. 

363). Studies have shown that 30% of consumers says that they purchase ethically, while only 3% 

of them actually purchases ethically (Carrington et al., 2010, p. 139). This result has fundamental 

implications for marketers of ethical products, because products are launched based on intentions to 

purchase and therefore give a wrong picture of the market. Understanding the gap between what 

consumers intend to do and actually do when purchasing is an important task, as well as how to 

close this gap (Carrington et al., 2010, p. 140). 

 

Research show that consumer’s engagement in pro-environmental purchase behavior is not always 

coherent with their intentions, there is a low correlation between environmental concern and 

behavior (Carrington et. Al., 2010, p. 141). By behaving in a moral way, people establish their 

morality, which makes them less reluctant to behave in such manner. This allows people to behave 

less morally but still see themselves as morally behaved people (Meijers, Noordewier, Verlegh, 

Zebregs, & Smit, 2018, p. 3). Studies have shown that people who just purchase environmental 

friendly products are more likely to cheat environmentally (Mazar & Zhong, 2010, p. 498). For 

example, a study by Tiefenbeck, Staake, Roth, and Sachs (2013, p. 160) claims that people who 

save water at the same time increases their consumption of electricity. This is a balancing of moral 

behaviors. 

 

There is a gap between what consumers say that they are going to do and what they actually do at 

point of purchase. This phenomenon is called the attitude behavior gap or intention behavior gap 

(Auger & Devinney, 2007, p. 362; Belk, Devinney, & Eckhardt, 2005, p. 8; Carrigan & Attalla, 

2001, p. 560). The difference between attitude and intentions, is that attitude is about your belief 

and approach, intentions is about what you plan to do in a specific purchase situation (Carrington et 

al., 2010, p. 141).  

 

Carrington et al.’s (2010, p. 140) have created a model that focuses on the individual’s intention to 

perform a given behavior. Intensions captures the motivational factors that influence a behavior, 

and are also indicators of how hard people are willing to try in order to perform the behavior. The 

stronger the intention to engage in a behavior, the more likely it is going to perform. Carrington et 

al.’s (2010) model is partly based on Ajzen’s Theory of planned behavior. Ajzen’s model is built on 

core values such as beliefs determine attitudes, attitudes lead to intentions and intention result in a 

certain behavior. Social norms and behavioral control also moderates intentions and behavior. This 

progression leads to two potential gaps: attitude-behavior and intention-behavior (Ajzen, 1991, p. 

181). Carrington et al. (2010, p. 140) focuses on the intention gap, and have included the aspect of 



Doksaeter & Nordman 

3 
 

implementation intentions from Gollwitzer (1999), Ajzen’s (1986) actual behavioral control, and 

the situational context from Belk’s (1975) model. 

 

There are many studies regarding the existing gap between consumers’ attitude and intention 

towards environmental purchases and their actual purchase behavior (Carrington et al., 2010, p. 

139; Grimmer & Miles, 2017, p. 2; S.-J. Moon, Costello, & Koo, 2017, p. 246). Although there are 

several studies regarding this, there is a lack of studies regarding consumers’ knowledge and trust 

towards specifically eco-labeled products, and how this leads to an attitude-intention-behavior gap 

(Taufique, Vocino, & Polonsky, 2017, p. 14). Carrington et al. (2010, p. 155) anticipate and 

encourage further research on their model to strengthen and challenge it, while looking at different 

types of ethical consumers, which is why this is the theoretical framework. 

 

Rex and Baumann (2007, p. 574) welcome more research regarding why eco-labels seems like such 

a huge marketing trend, but looking at real numbers it is not as popular when it comes to sales. 

Within the food sector the market of ecological food products has an annual increase in sales of 20 

percent, but today the eco-labeled food products only make up 5 percent of sales in Europe. These 

numbers are an indication that there is a gap between what people say or wish they do, and actually 

do at the point of purchase (Rex & Baumann, 2007, p. 567). Taufique et al. (2017, p. 14) also give 

direction for future research and claim there is lack of studies regarding consumers intention-

behavior gap towards eco-labeled products among different product categories as well as different 

countries. 

 

Taufique and Vaithianathan (2018, p. 53) highlight the need of future studies about investigating 

consumers’ actual behavior regarding purchasing and other consumption-related behavior. Another 

suggestion of Taufique and Vaithianathan (2018, p. 53) are that future studies may also integrate 

constructs of environmental knowledge to get a better understanding of pro-environmental 

consumer behavior. Hence this, they suggest that future research could apply the Theory of Planned 

Behavior framework with additional constructs in the context of more specific green consumer 

behavior, for example; green product and purchase behavior. Variables such as relations, moral and 

knowledge are still poorly understood in how they affect the intention-gap (Taufique & 

Vaithianathan, 2018, p. 53). These variables have a big impact on the gap and needs more research 

on how this affect eco-labels.  

 

Taufique and Vaithianathan (2018, p. 53) have recently studied moral, knowledge and relations. 

Moral is an aspect that is determinant of the consumers’ behavioral intention and could contribute 

to deciding on the final purchase behavior. The stronger the moral, the stronger the desire is to 
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perform (Taufique & Vaithianathan, 2018, p. 53). Knowledge is another aspect that could have an 

effect on consumers attitudes and intentions. Lack of knowledge could create misunderstandings 

and prejudices. Close relations could also affect consumers and their purchase decision, according 

to Meijer et al. (2018, p. 3). Even though these variables recently have been brought in the light of 

the intention-gap research, they are all poorly understood to what extent these variables have an 

actual effect on the gap. 

 

As mentioned in the research above, the intention behavior gap is a complex subject with poor 

research around certain variables and is in need of more research. There are no studies regarding the 

Carrington et al. (2010) model in relation to eco-labels specifically. There are only studies regarding 

bigger environmentally terms, but not eco-labels. There is also need of more research around the 

poorly understood variables; relations, moral and knowledge. Based on these findings, the purpose 

of this study has been developed and delimitations have also been considered. 

 

1.3 Purpose 
The purpose of this study is to analyze consumers’ intention-behavior gap towards eco-labeled 

products based on Carrington et al.’s model considering recent studies regarding different variables 

such as relations, moral and knowledge. 

 

1.4 Delimitation 
This study is aimed at people who have studied business administration at a bachelor level. Based 

on previous research and the different research gaps, we have limited our study to look at eco-

labeling within the household- and food market, because Rex and Baumann (2007, p. 574) claim it 

is one of the categories that suffers the most in relation to the behavior gap. The study is conducted 

on the Swedish, Finnish and Norwegian market with consumers over 16 years. These Nordic 

countries were chosen because there is in need of more research around specific countries (Taufique 

et al. 2017, p. 14). We are aware that in some research, such as Gordon and Hastings (2011, p. 149) 

green marketing got two other components; social marketing and critical marketing, which together 

builds sustainable marketing. In our study, we have chosen to demarcate into green marketing and 

omit primarily critical marketing and to some extent also social marketing. 
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Model 1. Delimitation (self-made). 
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2. Previous research 
 
2.1 Green marketing 
Human activity and its consumption patterns have caused a change in climate and global warming. 

A rapid economic growth that have resulted in overconsumption as well as overuse of natural 

resources have triggered environmental deterioration worldwide (Chen & Chai, 2010, p. 28; 

Taufique & Vaithianathan, 2018, p. 46). Because of these concerns about the environment, 

companies worldwide face a challenge of integrating environmental issues into business strategies 

and activities. Challenges like companies’ functional areas, including research, design, 

manufacturing and marketing must be considered (Dangelico & Vocalelli, 2017, p. 1264). To be 

able to reduce the environmental impact, reduce the industrial activities and foster cleaner 

production, it is essential to successfully develop environmentally sustainable products or services 

(Rex & Baumann, 2007, p. 567).  

 

Marketing is, in the light of the environmental impact, important since it can create a green market 

by communicating with consumers to build awareness and concern regarding environmentally 

sustainable products (Dangelico & Vocalelli, 2017, p. 1264). There are many different definitions 

and terms to describe green marketing. ‘Environmental’ and ‘green’ marketing may have slightly 

different meaning, depending on what study you look at. In this paper, these words are considered 

synonyms, just like Dangelico and Vocalelli (2017, p. 1264) claims in their paper.  

Dangelico and Vocalelli (2017, p. 1264) use the green marketing definition by Fuller (1999), which 

is: “the process of planning, implementing and controlling the development, pricing, promotion, and 

distribution of products in a manner that satisfies the following three criteria: (1) customer needs are 

met, (2) organizational goals are attained, and (3) the process is compatible with eco-systems”. This 

definition clearly highlights building and maintaining sustainable relationships with customers as 

well as the environment. Peattie (2001, p. 129) on the other hand define green marketing as 

something that “has been used to describe marketing activities which attempt to reduce the negative 

social and environmental impacts of existing products and production systems, and which promote 

less damaging products and services”. Dangelico and Vocalelli (2017, p. 1264) summarize it as 

“integration of environmental sustainability into marketing”. 

There are three different terms in literature under the label of environmental marketing; ecological, 

green and sustainable (Kumar, Rahman, & Kazmi, 2013, p. 603). Ecological marketing is 

environmental friendliness motivated by moral issues, and is concerned with marketing activities to 

help cause environmental problems and to provide a remedy for these problems. Green marketing 
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on the other hand, is driven by market pressure, it focuses on market pull and legislative push 

towards improved, environmentally friendly corporate performance (Kumar et al., 2013, p. 605). 

Sustainable marketing on the other hand can help companies to adopt a long-term perspective and 

value continuity profit and to find a balance between business objectives and environmental issues. 

Sustainable marketing incorporates three dimensions of sustainability; economic, environmental 

and social. This means that sustainable marketing is defined as the building and maintaining 

sustainable relationships with customers, the social environment and the natural environment while 

it is also supportive of the economic development (Kumar et al., 2013, p. 605). 

Green Marketing is about developing and marketing more sustainable products and services while 

introducing sustainability efforts at the core of the marketing and business process (Gordon, 

Carrigan, & Hastings, 2011, p. 146). It is also defined as environmental sustainability as the third 

aim beyond consumers’ satisfaction and company profitability (Dangelico & Vocalelli, 2017, p. 

1274). Green marketing is also about companies applying sustainable thinking holistically, from 

production to post-purchase service and aiming to balance the company’s need for profit with the 

wider need to protect the environment. Green marketing also puts a lot of responsibility on the 

commercial world and environmental factors to promote sustainability, which is a consequence of 

largely neglecting individual consumer behavior (Gordon et. al, 2011, p. 149).  

One mistake when talking about green marketing is to limit the concept to a tool on top of 

traditional marketing or to consider it merely referred to promotion. Green marketing is more than 

that. The focus should be on specific environmental problems and to try to change consumers 

behaviors regarding their consumption patterns (Peattie, 2001, p. 144). Green marketing is, of 

course, insufficient to solve environmental problems, but governments and consumers should play 

their part to reduce the impact on the environment (Wymer & Polonsky, 2015, p. 253). 

Based on the fact that green marketing can’t maximize social welfare alone, Gordon et al., (2011, p. 

146) have established two other concepts complementary to green marketing; social marketing and 

critical marketing. Since green marketing is unable to target individual behavior, it is not as 

effective as sustainable marketing. When green marketing and social marketing is combined, 

however, sustainable marketing is much more effective (Gordon et al., 2011, p. 149). Social 

marketing focuses on changing human behavior and is a marketing of social change. It tries to 

increase the benefits for the society, by combining harmful behavior and encouraging the most 

socially responsible ones. This type of marketing is difficult to combine with economic profits and 

is because of this solely a tool of not-for profit organizations and governments (Gordon et al., 2011, 

p. 149). 
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The third component of the framework that is proposed by Gordon et al. (2011, p. 146) is critical 

marketing. This component is required when marketing alone cannot produce the desired outcomes 

(Gordon et al., 2011, p. 154). Critical Marketing reflects to a criticism of marketing schemes, 

systems, paradigms, methodologies and even marketing itself. This component derives from the 

critical theory that is developed and aims for criticizing and changing the society in contrast to the 

traditional theory that seeks to explain and understand the society. Green marketing, social 

marketing and critical marketing will promote the activities in and build the framework of 

sustainable marketing (Gordon et al., 2011, p. 154). Our study will be delimited into green 

marketing, while critical marketing and partially social marketing will be omitted. 

2.1.1 Green consumers 
Green behaviors are generally associated with green consumption, consuming products that don’t 

cause pollution or damage the environment in addition to acting with social awareness and social 

responsibility. This also embraces concerns about the sustainability of resources for future 

generations; avoid excessive consumption by choosing recyclable products with durability, high 

quality and ecological labels while reducing consumption of resources and energy (Paço, Shiel, & 

Alves, 2018, p. 4).  

By also implementing the Hartwick rule in the society the future generations could be better off. 

This rule defines as the amount of investment in produced capital (buildings, machines, tools, 

infrastructure, knowledge) that is needed to exactly offset declining stocks on non-renewable 

resource subject to the constraint that future generations are left no worse off than the current 

generation (sustainability). The Hartwick rule states that as the amount of the resource used each 

period falls over time, an economy should invest the entire scarcity rent into produced capital. This 

will maintain GDP and marginal extraction cost (Hamilton, Ruta, & Tajibaeva, 2006, p. 518). 

Norway is for example one of the countries that are the closest to implementing the Hartwick rule 

because of their investment in oil funds for future generations (Asheim, 1996, p. 421). 

 

2.2 Green marketing strategy 
Marketing strategy contains four different steps: segmentation, targeting, positioning and 

differentiation (Dangelico & Vocalelli, 2017, p. 1269). Segmentation and targeting as well as 

positioning and differentiation will be jointly considered. 

2.2.1 Segmentation and targeting 
A company identifies the group or groups of consumers to serve through segmentation and 

targeting. In green marketing, there are two approaches for segmenting consumers: According to 

consumer characteristics and according to purchase’s ones (Dangelico & Vocalelli, 2017, p. 1269). 
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Modi and Patel (2013, p. 100) state that demographic and psychographic variables are not as 

effective as behavioral ones for green segmentation. Segmentation is also not only based on 

environmental awareness, but also how rational and emotional the consumer choice is and green 

marketing should help firms to enlarge their segments and understand what the consumers need. 

Therefore, it is important not to try to understand the buying behavior through the characteristics of 

the consumers, rather than the purchase perception (Dangelico & Vocalelli, 2017, p. 1270).  

Regarding targeting, Rex and Baumann (2007, p. 574) state that green marketing should be 

reconsidered: from targeting green consumers with green products to broadening the targeted 

consumers by including green characteristics as one of many features of the products. Marketers 

may target the most suitable market as their prime target, after that, the marketers should try to 

influence the large group of undecided consumers (Dangelico & Vocalelli, 2017, p. 1269). A single 

standardized green marketing program is not effective and therefore different green marketing 

strategies should be implemented for each consumer cluster (Jain & Kaur, 2006, p. 140). Green 

targeting actions for firms should be tactical, such as advertisement in green focused media and 

mentioning green features of products. Actions can also be quasi-strategic by developing a green 

brand in addition to existing brands. They can also be strategic by launching new green strategic 

business units (Dangelico & Vocalelli, 2017, p. 1270). 

2.2.2 Positioning and differentiation 
Investing resources to increase green perceived value could have a positive effect on green purchase 

intention and green trust that is also boosted by green brand image and leads to a higher green brand 

equity and strengthens the brands reputation (Chen & Chang, 2012, p. 515; Chen, 2010, p. 316). 

According to D’Souza, Taghian, & Sullivan-Mort (2013, p. 552) positioning strategies that 

communicate green marketing mix is an advantage for the brand.   

A green brand can be positioned through various attributes that will contribute to differentiate it 

from competitors. This positioning can be both functional and emotional product attributes. A 

positioning strategy based on functional attributes of products can be improved by environmental 

benefits coming from production processes or product usage. (Hartmann, Apaolaza Ibáñez, & 

Forcada Sainz, 2005, p. 20). The success of the positioning strategy according to its functional 

attributes may be limited by the fact that better product environmental performance does not 

guarantee individual benefits to the buyer, therefore, benefits received by the customer may be 

insufficient to justify their purchase. Strategies strictly based on the functional characteristics of the 

product could also have some disadvantages: they can be easily imitated, assume that the consumer 

only act in a rational way and can reduce flexibility or brand differentiation (Dangelico & Vocalelli, 

2017, p. 1270).  
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The second positioning attribute is emotional positioning, this is based on three types of benefits 

provided by the brand: Feeling of well-being, possibility of expression through consumption of 

green brand as a symbol for status and benefits arising from sensations and feelings that are 

experienced (Dangelico & Vocalelli, 2017, p. 1270). Both functional and emotional positioning in 

green marketing have a positive effect on brand attitude and the effect is even stronger when these 

two are combined (Hartmann et al., 2005, p. 20). There are several ways of segmenting consumers; 

studies converge in giving greater relevance to green brand positioning rather than to green product 

positioning and many of them see it as a chance of differentiation (Dangelico & Vocalelli, 2017, p. 

1263).  

2.3 Green marketing mix 
In the green marketing context, the study of the 4Ps (Product, Price, Place and Promotion) is of big 

importance. These 4Ps are useful for implementing a green marketing strategy and for positioning 

products, once green consumers are identified (Rex & Baumann, 2007, p. 574). According to 

studies by Davari & Strutton (2014, p. 19) there is a significant relationship between the 4 green Ps 

and brand loyalty. 

2.3.1 Product 
Green products are created through more environmental friendly processes and yield more 

environmentally better outcomes as they are consumed (Davari & Strutton, 2014, p. 4). 

Environmentally friendly features in products are shown in their whole life-cycle: before usage, 

during usage and after usage and products should be designed as “green” from the conception stage 

(Dangelico & Pontrandolfo, 2010, p. 1617). Green products tend to be more durable and less toxic. 

The tactics of green products are the following: recycling, repurposing, or dematerializing products; 

reducing packaging materials; re-consumption; making products more durable, repairable, 

compostable, or disposable; or delivering safer or more salutatory products (Davari & Strutton, 

2014, p. 4). 

2.3.2 Price 
Price is closely related to quality of the product and it consider the consumers’ willingness to pay 

for a product (Dangelico & Vocalelli, 2017, p. 1271). Green prices explain the premium that 

consumers often pay to acquire green products. These premiums are often necessary because 

production costs are higher for environmental friendly products (Davari & Strutton, 2014, p. 4). The 

price depends on different reasons, such as more expensive materials for their quality, higher 

production costs for more restrictive constraints, the internalization of environmental costs through 

increased taxation (Dangelico & Vocalelli, 2017, p. 1271). Consumers are willing to pay more for a 

product if they think that the offering delivers more value than other comparable alternatives. This 

means that the product category and perceived benefits still influence this willingness to pay. The 
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key here is differentiation and it might emerge through improvements, superior design, aesthetic 

appeals, new green characteristics or environmental sympathy (Davari & Strutton, 2014, p. 4). 

2.3.3 Place 
Green place involves management or tactics related to distributing green products from their point 

of origin to the point of consumption. Some consumers actively search for green products just 

because they are “green”, therefore decisions about how and where to make green products 

available are important. There is a need to reach green consumers where they shop and niche-like 

distribution is rarely a good option for green products. Consumers’ need to be exposed repeatedly of 

green products across market sectors (Davari & Strutton, 2014, p. 4).  

2.3.4 Promotion 
Green promotion plays the most important role in the green marketing mix. Green promotional 

tools are used to perform messages in order to convince customers that deciding to “go-green” has a 

beneficial impact on the environment. Green promotion should satisfy one or more of these three 

criteria: (1) they explicitly or implicitly reveal and elevate the relationship between products and the 

biophysical environment; (2) endorse green lifestyles, with or without highlighting a product and 

(3) present, enhance, or sustain environmentally responsible corporate images (Davari & Strutton, 

2014, p. 4). Promotion can be done through advertising, which should highlight the environmental 

benefits, promote a sustainable lifestyle and improve the green image of the brand (Dangelico & 

Vocalelli, 2017, p. 1271). 

 

2.4 Eco-labeled products 
Between 1980 and 1990 the trend of organic products emerged, but it is in recent years that organic 

products have received great attention because of the recent environmental problems (Sandu, 2014, 

p. 556). Organic products are recyclable, biodegradable, consist of natural ingredients, free from 

toxins and does not harm either the environment or animals, according to Sandu (2014, p. 558). 

Explained shortly, they can be defined as non-chemical products. Organic products are often 

labeled with different eco-labels to show the consumers which products are durable and which are 

not. According to Kar Yan and Yazdanifard (2014, p. 36) eco-labeling are one of the most 

important factors when marketing environmental products. It is an effective tool to help the 

consumer to orientate between many different products and contribute to the purchasing decision. 

Eco-labels have emerged as one of the main tools of green marketing. It does this by conveying 

information about consumers’ demands to reduce environmental impact and promote environmental 

friendly products (Rex & Baumann, 2007, p. 267). Eco-labeling has also become an important tool 
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for product differentiation, as an assurance for consumers and as a reflection of the company’s 

sustainable marketing philosophy (Dangelico & Vocalelli, 2017, p. 1273).  

2.4.1 Eco-labels and marketing 
Eco-labels are often integrated into the packaging, which is a promotional tool. Companies should 

therefore use environmental friendly packaging with environmental friendly materials (eg. 

Recycled, compostable materials) or minimize the material used (Dangelico & Vocalelli, 2017, p. 

1275). The communication of the environmentally friendliness of the product is also of high 

importance. Testa, Iraldo, Vaccari and Ferrari, (2015, p. 259) found that the higher the consumer’s 

awareness and information of a product’s environmental performance, the higher the probability 

that the consumer will buy a product with reduced impact on the environment. Cho (2015, p. 79) 

highlights that a consumer prefers sustainable products if the advertising of these emphasize the 

personal impact on the consumers and focuses on the consequences of reducing their consumption.  

A task of eco-labeling is to signal the best option available on the market for those consumers who 

want to express their preferences through purchasing choices. These tasks are best fulfilled if the 

consumer is informed and aware of the labels meaning, characteristics and requirements (Testa et 

al., 2015, p. 261). Consumers generally prefer more information regarding a products sustainability 

dimensions, such as environmental impact and contribution to national wealth (Engels, Hansmann, 

& Scholz, 2010, p. 48). Eco-labels can also be used by companies as a marketing tool, only if they 

are supported by a communication strategy and if a complete set of information is addressed to the 

consumer. This information needs to be reliable and a guide for the consumers purchasing choice 

(Testa et al., 2015, p. 261). This shows that labeling can only be effective when it provides 

consumers with detailed information regarding their own environmental impacts (Cho, 2015, p. 79). 

Rademaker, Royne, and Wahlund (2015, p. 805) also claim that efficiently green marketing should 

not only focus on a company’s product supply chain, products, production processes and its 

packaging. It should also involve the company’s communication strategy including advertising 

media choice and eco-media information. This should be based on targeted customers’ existing eco-

media perceptions.  

2.4.2 Positive effects of eco-labeling  
Consumers are today more environmentally responsible and therefore chooses less environmentally 

harmful products. Even when the economy is weak, consumers attitudes towards eco-friendly 

products remains strong and demand remains high (Kanchanapibul, Lacka, Wang, & Chan, 2014, p. 

533). Successfully developing sustainable products are above all, essential for reducing the impact 

on the environment, such as the impact of industrial activities and encouraging cleaner production 
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(Dangelico & Vocalelli, 2017, p. 1264). An effective green marketing is also a key success factor 

for companies (Amores-Salvadó, Castro, & Navas-López, 2014, p. 363).  

Grundey and Zaharia (2008, p. 138) have found that eco-labels might benefit both consumers and 

companies. Eco-labels can improve the sale and the image of a product and encourage 

manufacturers to support the environmental impact of their products. It can also make consumers 

aware of the environmental problems that we are facing, as well as help to protect the environment 

and reduce the environmental impact. Studies have also shown that green consumers do not 

consider price as a priority when it comes to eco-labeled products, because they are willing to pay a 

higher price for these products (Michaud, Llerena, & Joly, 2013, o. 353).  

When firms use green marketing, and implement green product development, it can reduce their 

operation and production costs in long term. Firms can use green product development to 

standardize the product modification and manage the raw material with environmental concern and 

decrease negative impacts on human health and environment. (Tsai, Chuang, Chao & Chang, 2012, 

p. 4438). Firms can also reduce the material used and determine whether it is environmentally 

harmful or decide if it is possible to reduce the material in order to enhance recyclability and 

reusability (Kar Yan & Yazdanifard, 2014, p.34). 

 

Green marketing and green product development are useful for firms to increase their competitive 

advantage and gain satisfaction for consumers in order to achieve the firm’s mission and vision. 

Green products increase the sustainable environmental benefits for the firm as well as increasing the 

awareness of the firm's brand image (Kar Yan & Yazdanifard, 2014, p.33). Ankit and Mayur (2013, 

p. 13) state that most marketers use green advertising with messages regarding pollution free in 

order to attract consumers’ attention. It can increase their knowledge of the product and ecological 

problems. By doing so, the firm can increase their ecological image and get consumers’ perception 

and attention. This will also increase sales and enable access to new international markets, get 

competitive advantages as well as a more stable position for the firm. 

2.4.3 Negative effects of eco-labeling 
Although eco-labeling attracts certain consumers, there are brands that fail to market their organic 

products sufficiently, or fail to educate about their eco-labeling. Due to insufficient knowledge for 

some consumers, it can lead to the consumer not purchasing the good, because of failed eco-

labeling knowledge (Kar Yan & Yazdanifard, 2014, p.37). As eco-labels have become more 

important in the marketing mix, there has also been an increase in different type of labels. Brands 

do this to improve their competitive position. Because of all the information the eco-labels 

represent, there is a risk of information overload which occur when consumers with limited 
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cognitive abilities are presented with too much information. This can again lead to poorer and less 

effective decision making and consumer confusion.  

 

Purohit (2012, p. 160) have studied the impact of eco-labels on consumers, and the study claims 

that most consumers have a positive attitude towards products that use ecolabels in their marketing. 

Although, other studies claim that the producers have to provide correct information that is easy for 

the consumers to understand. If such criteria are not fulfilled, it can lead to the green product with 

eco-labels not being purchased, because it is time consuming and confusing for the consumer. This 

will then lead to a gap between consumers intentions and actual behavior. (Rademaker, Royne, & 

Wahlund, 2015, p. 804; Moon, Florkowski, Brückner, & Schonhof, 2002, p. 98).   

When the brand is not clear enough about the information of the labeling, or use too many labels on 

their products, it can lead to distrust and dissatisfaction (Moon et al., 2002, p.98). When companies 

fail with one of the marketing mix aspects, the sustainable marketing could fail in giving the right 

impression of the qualities and also be misleading towards the consumer. Misleading green 

marketing is called greenwashing and could either be intentional to increase sales, or accidental 

(Chen & Chang, 2013, p. 489). Such an aspect could contribute to creating a gap between people’s 

buying intentions and their actual purchasing behavior when it comes to choosing eco-labeled 

products.  

2.4.4 Greenwashing 
Greenwashing refers to the general attempt to appear better than one is. It was introduced in the 

1980s and is today widely known as excessive or poorly substantiated environmental claims, 

expressed by organizations aimed to gain market shares (Dangelico & Vocalelli, 2017, p. 1269; 

Saxena, 2015, p. 111). The concept is an overall term for various types of misleading environmental 

claims (Kim & Lyon, 2015, p. 233). This may be caused by misleading information or visual 

representation, weak or excessive argumentation or by the retention of important information 

(Chen, Lin, & Chang, 2014, p. 2413; Dangelico & Vocalelli, 2017, p. 1269).   

 

Greenwashing is also described as environmental marketing without environmental substance (De 

Jong, Harkink, & Barth, 2018, p. 79) and it implies an organization that highlights information that 

indicates a positive environmental approach while simultaneously providing information that 

suggests the opposite is retained (Lyon & Maxwell, 2011, p. 5). Based on this, greenwashing is 

defined as environmental messages that mislead consumers in order to create a positive perception 

of an organization or product (Chen m.fl., 2014, p. 2412).  
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According to Dangelico and Vocalelli (2017, p. 1269), the most common practices that are related 

to greenwashing is: 1. Green spinning, when a company presents its own version of environmental 

facts, 2. Green selling, which means when a company is adding some environmental benefits in a 

traditional product’s campaign and 3. Green harvesting, when a company decreases costs thanks to 

a sustainable practice but sells products at a premium price to earn extra profits. Greenwashing can 

be done with misleading words, mislead with visual/graphics, vagueness in claims, exaggeration 

and avoidance of important information (Dangelico & Vocalelli, 2017, p. 1269). 

 

The concept Greenwashing can have negative effect on consumer confidence in green products, 

eroding the consumer market for green products and services. Greenwashing can also negatively 

affect investors’ confidence in environmental friendly firms, eroding the socially responsible 

investing capital market. Greenwashing also implies risks for when consumers, non-governmental 

organizations or government entities questions claims from firms. Because of this, firms have faced 

lawsuits for engaging themselves in false advertising (Delmas & Burbano, 2011, p. 65). 

 

Firms that greenwash have poor environmental performance and positive communication about 

environmental performance (Delmas & Burbano, 2011, p. 67). The environmental performance for 

a firm can be considered to fall along a spectrum. Firms can be grouped into two environmental 

performance categories. The first performance includes environmental performance, where firms 

are classified as either green or brown. Poor environmental performers are called “brown” firms 

while good environmental performers are called “green” firms (Delmas & Burbano, 2011, p. 67; De 

Jong et al., 2018, p. 80). The second performance is the organization's environmental 

communication in a firm's marketing, where firms are classified as either “vocal” (communication 

towards consumers) or “silent” (no communication towards consumers) (Delmas & Burbano, 2011, 

p. 67; De Jong et al., 2018, p. 80). 

Firms that are environmentally friendly and positively communicate about their environmental 

performance through marketing and public relations (PR), for example through campaigns, can be 

described as “vocal green firms”. Those who don’t communicate about their environmental 

performance and are environmental friendly can be described as “silent green firms” (Delmas & 

Burbano, 2011, p. 67; De Jong et al., 2018, s. 80). Considering brown firms, those who don’t 

communicate regarding their environmental performance and are not environmentally friendly are 

called “silent brown firms”. There are also firms that positively communicate their environmental 

performance, but actually has a poor environmental performance. These are called “greenwashing 

firms” (Delmas & Burbano, 2011, p. 68; De Jong et al., 2018, s. 80). Out of these types of 

marketing strategies, greenwashing represents a social problem when information is distorted and 

consumers are misled (Lyon & Montgomery, 2015, p. 223). 
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Model 2. Delmas and Burbano’s (2011, p. 67) Typology of Firms based on Environmental Performance and 
Communication. 
 

According to Kågström and Hartwig (2019), this typology of firms based on environmental 

performance and communication can probably be transmitted into consumer behavior. It may be 

possible to claim there are two types of consumer environmental performances: poor environmental 

performance (brown) and good environmental performance (green). Likewise, there are two types 

of consumer communication about environmental performance: No communication (silent) and 

positive communication (vocal). Vocal green consumers have high environmental performance and 

communicate this clearly to other consumers. Consumers with low environmental performance and 

no communication about this are referred to as silent brown consumers. Silent green consumers are 

characterized by their high environmental performance as well as its sparing communication about 

this. Lastly, vocal brown consumers have a low environmental performance and clearly 

communicates about it. This is what Delmas and Burbano (2011, p. 67) claims about firms, 

translated into consumer behavior instead.  

 

2.5 Intention behavior gap 
An ethical minded consumer can be defined as one that feels responsibility towards the society 

and/or environment, and try to express their values through the way they consume and purchase (or 

boycotts) goods (Carrington et al. 2010, p. 140). Ethically minded consumers, rarely purchase 

ethical products, even though they have ethical intentions (Carrington et al., 2010, p.141). 
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Carrington et al. (2010, p. 139) state in a study that only 3% actually purchase ethically out of the 

30% that stated they would purchase ethically and had such intentions. There exists a gap between 

what people say they are going to do, and what they actually do when it comes to point of purchase. 

This is called the attitude-intention- behavior gap (Carrington et al., 2010, p.141). Attitude is all 

about the consumers belief, morals and approach to something specific, while intention is about 

what the consumer actually plan to do in the specific purchase situation (Carrington et al., 2010, p. 

141). Intention can be defined as a desire to achieve a certain outcome, for example to buy a pro-

environmental product (Grimmer & Miles, 2017, p. 4).  

 

2.5.1 Environmental intention-behavior gap	
Often people have an intention towards something, like pro-environmental purchase decisions, but 

are not so consistent with planning the intentions and buying behavior. Consumers engagement are 

not always so consistent over time in their purchasing behavior either, and there is proven a low to 

moderate correlation between environmental concern and behavior. There are many different 

studies with different models that have tried to explain the attitude-intention-behavior gap, such as 

Ajzen’s (1991) Theory of Planned Behavior. This model takes both the attitude gap and intention 

gap into account. Most work on pro environmental consumer behavior only takes the attitude-

behavior gap into consideration and assumes that attitude will also determine the intentions. Such 

an assumption has been criticized as an oversimplification of the issues complexity that is 

associated with translating intentions into behavior (Grimmer & Miles, 2017, p. 2).  

 

Carrington et al. (2010, p. 144) have developed a model that focuses on the intention-behavior gap 

using variables such as implementation intentions (plans), actual behavioral control and situational 

context to explain the process of going from intentions to behavior and how this could close the 

gap. Taufique and Vaithianathan (2018, p. 53) claims that variables such as relations, moral and 

knowledge lack the most studies in relation to the intention-gap. These have a big impact on the 

variables of the Carrington et al. (2010) model.  
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Model 3. Carrington et al.’s (2010) model. 

 

2.6 Carrington et al.’s (2010) version of Theory of Planned Behavior 
There are several models that have tried to explain both the attitude and the intention gap. 

Carrington et al. (2010, p. 139) have developed a model to describe why ethically minded consumer 

rarely purchase ethical products, despite their intentions. Carrington’s et al. (2010, p. 140) model is 

mainly based on the Theory of Planned Behavior (TPB) by Ajzen (1991), but also theories by Belk 

(1975) and Gollwitzer (1999). Ajzen’s TPB model is based on core values such as beliefs determine 

attitudes, attitudes lead to intentions and intention result in a certain behavior. 

 

Carrington’s et al. (2010, p. 139) model focuses specifically on the intention-behavior gap, using 

implementation intention, actual behavioral control and situational context to explain the gap. The 

model is trying to explain the best of consumers intention and their actual pro-environmental 

purchase behavior towards environmental products, and why ethically minded consumers rarely 

follows through with their intentions of buying ethical products. To close the gap, the model 

suggest that implementation intentions needs to have a positive impact on behavior and actual 

behavior control needs to have a positive impact on implementation intentions. The situational 

context could either have a positive or negative impact. 

 

Carrington et al. (2010, p. 139) claim that Ajzen’s (1991) original model of TPB suggest that ethical 

consumers are driven by personal values, moral norms, internal ethics and other such factors when 

trying to identify purchase behavior. This model was developed because the gap between what 

people say they are going to do, and what they actually do is poorly understood within the 

environmental consumerism context. This intention-gap model is made up of the three aspects: 

Gollwitzer’s (1999) Implementation Intention, Ajzen’s (1991) Actual Behavioral Control and 

Belk’s (1975) Situational Context (Carrington et al., 2010, p. 140; Grimmer & Miles, 2017, p. 2).  
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2.6.1 Implementation Intention 
This aspect of the model defines as a plan to implement the intention, for example; to plan to buy an 

ethical product next time going shopping. Implementation intention differs from intentions because 

a plan to do something is more concrete and have more strength. An implement intention is more 

likely to occur because it is planned (“when situation x arises, I will initiate response y”) 

(Gollwitzer, 1999, p. 494; Grimmer & Miles, 2017, p. 4). Gollwitzer (1999, p. 493) claims that 

“good intentions have bad reputation”, because of the gap between intentions and behavior. 

Implementation intentions is all about planning to do something in a specific situation, which 

increases the likelihood of it happening. Intentions differs from attitude, because attitude is about 

wanting to reach a certain goal, while intention is planning to do something specific to reach the 

goal (Grimmer & Miles, 2017, p. 4).  

 

Implementation intentions tries to maintain the intentions by mentally rehearsing the intentions to 

pass control of their behavior when it comes to the situational environment. By doing such mentally 

rehearsing, the consumers are more able to control their behavior to a more automatic state where 

their actual behavior is more effortless guided by situational cues that the consumer pictures in their 

mind (Carrington et al., 2010, p. 144). The effect on the implementation intention is only as strong 

as the intention of the consumer. If the intentions are very weak, the plan of following up will be 

just as weak, and vice versa if the intention is strong (Carrington et al., 2010, p. 145).   

 

To form a plan before going shopping can be a useful tool, to try to close the gap between intention 

and buying behavior. To implement the plan is often complex and difficult to construct because of 

many aspects when going shopping. Such aspects could be higher cost, convenience or quality. 

Some of these might be sacrifices and barriers that the consumer have to overcome to implement 

the intentions. In certain product categories, it is harder to plan the outcome, and the commitment 

and sacrifice might be a bigger effort than expected (Carrington, Neville, & Whitwell, 2014, p. 

2763).  

 

There are different behavior modes such as premeditated and rapid shopping behavior which is the 

most effective way of shopping when trying to close the intention-behavior gap. This method is 

built on habits and a well thought through implemented plan. Effortful decision-making at the point 

of purchase can be frustrating and time consuming because the consumer lacks a specific and solid 

plan and lack of strong habits. Spontaneous shopping is also a way of getting easily affected and 

easily forgetting the ethical mindset. When the habits and plans are strong, it will be easier to 

translate the intentions into actual purchasing behavior for the consumer (Carrington et al., 2014, p. 
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2764). One of the most important factors that could form an intention and implementation 

intentions are moral. Consumers are in need of a specific moral and attitude that would want to 

implement something into the purchasing behavior. Actual behavior control will have a positive 

effect on the implemented intentions, while the situational context can either have positive or 

negative effects on the implemented intention (Taufique & Vaithianathan, 2018, p. 52). 

 

2.6.2 Actual Behavioral Control (ABC) 
ABC defines as the performance of the intention, and if the consumer is able to control and 

implement this in the purchasing decision. Carrington et al. (2010, p. 143) use perceived behavioral 

control (PBC) as a proxy for actual behavioral control (ABC). PBC is a fraise more commonly used 

in the TPB theory. According to the TPB model, the consumers mentally develop the buying 

scenario before the actual buying behavior. PBC refers to and individual’s perception of their ability 

to commit to a certain behavior, in other words; if it is within their external control and internal 

abilities. Such external and internal factors that could affect the behavioral control could be price, 

availability, convenience, information, ethical issues and time. Knowledge about such internal and 

external factors are what determines the ABC. Therefore, a consumer’s intentions may not be an 

accurate representation of its behavior, and the PBC/ABC may be one of the most important factors 

to why there is a gap between intention and actual purchasing behavior (Carrington et al., 2010, p. 

143). 

 

2.6.3 Situational context 
Belk (1975, p. 157) defines a situation as something that occurs at a point in time and space. When 

transitioning from intention to actual buying behavior, the consumer enters the physical and social 

environment; the shopping environment (Carrington et al., 2010, p. 147). Belk (1975) suggests that 

such situational context could either be an obstacle or opportunity to fulfill the purchase intentions. 

According to Belk (1975) there are two types of environmental stimulus: Situation and object. The 

situation refers to a point of time and space. Object refers to certain characteristic of the product 

such as packaging or price. Belk has come up with five different situational context factors 

(Carrington et al., 2010, p. 148):  

 

1.     Physical surroundings – Marketing surrounding such as placement and visibility. 

2.     Social surroundings – Consideration of present people, their roles and interactions. 

3.     Temporal perspective – Time related aspects. 

4.     Task definition – The purpose of the situation. 

5.     Antecedent states – Consumers mood or mental state. 
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Carrington et al. (2010, p. 144) have chosen to make Belk’s (1975) five original situational contexts 

into two variables; social context and shopping context. The social context includes subjective 

norms, and to act based on what other people think. Such people could be family, friends or 

colleagues of the consumer, and has an influence on what the consumer purchase. Shopping context 

refers to the environment around the consumer when going shopping. Example of such surrounding 

could be if the product the consumer intent to buy is sold out, there is a great price campaign on a 

competing product, or the consumer is in a hurry or not in the mood to implement the original plan. 

All of these situational factors are a part of creating the intention-behavior gap (Carrington et al., 

2010, p. 144). 

 

2.7 Variables affecting the aspects of Carrington et al.’s model (2010) 
Variables such as moral, knowledge and relations are the ones that lack the most research on how 

and why they affect the gap, and they can all be implemented into Carrington et al.’s (2010) model 

and plays an important role in Carrington et al.’s three aspects. Moral, knowledge and relations 

have an important effect on implementation intentions, either positive or negative (Taufique & 

Vaithianathan, 2018, p. 52; Carrington et al., 2010, p. 144). Moral and attitudes determine the 

intentions, knowledge often determine the actual behavior control and relations is a big part of the 

situational context that again affects intentions and behavior. 

 

2.7.1 Moral  
Moral and attitude are determinants of behavioral intention and could either be strong or weak 

depending on the importance of your attitude towards a subject. The willingness to perform a 

specific behavior will depend on your morals and attitude. Even though there is a big gap between 

pro-environmental intentions and behavior, consumers attitudes towards the environment is still 

positively related to their environmental friendly behavior (Taufique & Vaithianathan, 2018, p. 52). 

 

Green products and green consumption are manifestations of high ethical and moral standards. In a 

study by Mazar and Zhong (2010, p. 495), there is evidence that people generally attach social and 

moral values to green consumerism rather than conventional. Moral behavior tends to boost self-

image, and people prefer to have a positive self-image and moral self. Although maintaining it is 

often not as easy and there could be social and ethical dilemmas involved that creates a conflict of 

interest, which again can lead to immoral actions. Thus, people tend to be strongly motivated to 

keep their morals high if their moral self are threatened by transgression (Mazar & Zhong, 2010, p. 

498). 
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2.7.2 Knowledge 
Knowledge is closely linked to ABC. Taufique et al. (2017, p. 13) found in their study that 

environmental knowledge and eco-labels knowledge have a positive effect on consumers attitudes 

and intentions towards the environment. Although such findings were made, they also claim that 

consumers need to be more educated about both the environment and eco-labels specifically. 

Consumers are in general quite skeptical about the eco-label information because the consumer are 

not always sure about the source of the information. The fact that people think it is difficult to 

understand the information of eco-labels often leads to the wrong information and mistrust 

(Taufique et al., 2017, p. 13). Although these finding have been made, it is still poorly understood 

why and how eco-label knowledge influence intentions, and not only attitudes, in the purchasing 

decision (Taufique & Vaithianathan, 2018, p. 53) 

 

Lack of knowledge could contribute to consumers choosing not to purchase an eco-labeled product. 

Firms need to do more than just apply labels to their product, they need to raise awareness and 

proper information. If the information of eco-labels is confusing or contains misleading information 

(greenwashing), it can lead to the product not being purchased (Taufique et al., 2017, p. 2). 

Consumers prefer more detailed information when it comes to environmentally friendly products. 

Without relevant and adequate supporting information, it may not have as great impact on the 

consumers as intended. When the information is not as detailed and lack important information, 

consumers may be skeptical and confused in the absence of information and suspect greenwashing 

(Cho, 2015, p. 7). This can then lead to lack of Actual Behavior Control, which will contribute to 

the gap between intention and behavior (Carrington et al., 2010, p. 145).  

 

2.7.3 Relations 
Relations is an important aspect of the situational context of the Carrington et al. (2010) model. 

Studies have shown that people seek balance in their moral behaviors, and that they can feel 

licensed to behave less morally after a previous act of moral (e.g. acting environmentally friendly 

when purchasing a product). Such an effect is called the licensing effect. By doing so, people feel 

they cleanse previous questionable behaviors by behaving more morally, also called the cleansing 

effect. This effect could also occur when you have a close relation that previously have acted in a 

moral way (Blanken, van de Ven, & Zeelenberg, 2015, p. 541). To illustrate, a consumer may think 

it is okay to buy a less environmentally-friendly product after a close friend or other relation have 

made a donation to for example Greenpeace or similar organization. This kind of behavior makes 

the person feel like it makes a justification to the less moral behavior act, and use it as an excuse to 

make up for it later (Meijer et al., 2018, p. 2-4; Tiefenbeck et al., 2013, p. 161) 
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This behavior could depend on the fact that when people feel close to another person, they 

experience a so called “oneness” with their relations such as partners or relatives. They view 

themselves and the other person as one, and treat the other person as if it was themselves that acted 

in a moral or not so moral way. Actions of relations may be perceived as actions of oneself, and act 

as if it was its own action and not the other person. People tend to present the information to 

themselves in such a way that it justifies for bad behavior. For example, will people think about 

their partners previous environmentally choices in the act of a less environmentally friendly 

behavior to make themselves feel better (Meijer et al., 2018, p. 19). 

 

Research also show that consumers are not always consistent when it comes to environmentally 

friendly behavior in different situation and over a long period of time. If someone decreases their 

water consumption, it is more likely that this person will increase their electricity consumption, 

which shows that it not as consistent as it could have been (Meijer et al., 2018, p. 19). Meijer et al. 

(2018, p. 6) claim in their study that when a close relation of a participant buys an environmentally 

friendly refrigerator, participants reported lower environmentally friendly intentions, than when the 

close relations bought a conventional one. People also reported about beliefs about the fact that a 

certain behavior compensated for other kinds of behavior. For example; To recycle would 

compensate for driving a car (Meijer et al., 2018, p. 20). These examples and studies show that 

consumers tend to look at how their closest relations acts, and is influenced by this.  

 
 
Model 4. Variables implemented in the Carrington et al.’s (2010) model (Self-made). 

 

2.8 Hypotheses 
Based on previous research, hypotheses have been developed to answer the thesis statement. These 

hypotheses are mainly based on the research that is presented in the literature review. 
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Hypothesis 0 

Intentions have no significant effect on behavior towards eco-labeled products. 

 

Hypothesis 1a  

Implementation intention will positively influence the purchase behavior towards eco-labeled 

products. 

 

Hypothesis 1b 

Consumers moral will influence the relationship between implementation intentions and purchase 

behavior towards eco-labeled products. 

 

Hypothesis 2a 

Actual behavior control will positively influence the relationship between implementation 

intentions and purchase behavior of eco-labeled products. 

 

Hypothesis 2b 

Knowledge will influence the relationship between actual behavior control and implementation 

intentions towards eco-labeled products. 

 

Hypothesis 3a 

Situational context will influence the relationship between implementation intentions and consumer 

behavior towards eco-labeled products, either positive or negative. 

 

Hypothesis 3b 

Relations will influence the relationship between the implementation intentions and purchase 

behavior towards eco-labeled products. 

 

Due to the previous literature, a measure of environmental involvement will most logically 

contribute positively to the purchase intentions and behavior which is why hypotheses 1a and 2a 

states that it has a positive effect. Looking at the Carrington et al.’s (2010) model, it is possible to 

read that implementation intentions have a positive effect on behavior, actual behavior control will 

have a positive effect on implementation intentions. The situational context could either affect the 

behavior positive or negative, which is why hypothesis 3a is considering both these aspect 

(Grimmer & Miles, 2017, p. 3).   
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Model 5. Our hypotheses in relation to our model (Self-made). 
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3. Methodology 
 
3.1 Ontology, epistemology and approach 
The study has a quantitative approach to concepts and measurements. Ontology is a concept that 

specifies what is important in the empirical phenomenon represented by a concept. The quantitative 

approach assumes an unmeasured or latent variable and then seek to identify good indicators that 

have a causal relationship with the latent variable (Goertz & Mahoney, 2012, p. 206). 

Epistemology, on the other hand is in the quantitative approach, the field of statistics that is 

concerned with producing valid knowledge in a context in which error is present. Errors is 

inherently epistemological and is about the quality of our knowledge (Goertz & Mahoney, 2012, p. 

206).  

 

Positivism means that the theory should create different hypotheses, which should be able to be 

tested in the study. A positivistic approach focuses on measurability, with an objective approach 

where the pursuit verifiable and falsifiability is important (Sohlberg & Sohlberg, 2013, p. 262). The 

approach of the study is positivistic, since we have created hypotheses that are tested in “the real 

world”. The aim of this study is to analyze consumers intention-behavior gap towards eco-labeled 

products based on Carrington’s et. al. model in the light of more recent studies regarding different 

variables such as relations, moral and knowledge, we have done this by generalizing these concepts 

to be applicable in the survey that is conducted. Another reason for choosing the positivistic 

approach is because relevant previous research that is used in the study had a positivistic approach 

on the topic. 

 

This study is conducted from a deductive approach, since the foundation for the study consists of 

previous research. The survey and its questions is also based on existing theories. A deductive 

approach is according to Eriksson and Finn (2011, p. 83) when a study is based on existing theories 

and when these theories is applied on the hypothesis of the study. After this, the hypotheses are 

tested to see if the theories and their hypotheses are consistent in the “real world”. Deduction is an 

end result that leads to a logical conclusion, provided that the premise that is the starting point for 

the final conclusion is true (Sohlberg & Sohlberg, 2013, p. 143). This means that if all the existing 

premises are true, then there are clear terms of which a deductive approach has been followed by. 

The conclusion becomes true in accordance to the hypotheses (Eriksson & Finn 2011, p. 83).  

 

3.2 Research method 
This study is based on a quantitative method where we chose to do a survey. We based this on 

previous studies, were the majority of the articles we read on this subject, have used a quantitative 

method using either surveys or experiments. Carrington et al. (2010, p. 150) used this method when 
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doing their study and argues that a survey would be most suitable for all the components that are 

involved in their model. Taufique and Vaithianathan (2018, p. 49) also used a survey when they 

were researching about the variables moral, knowledge and relations. Meijer et al. (2018, p. 5) 

combine both surveys and experiments to research about relations and ethical consumer behavior. 

Based on this we chose to use a quantitative method using a survey to study our hypotheses. 

 

Carrington et al. (2010, p. 150) claim that either an experiment or scale survey would be the best 

option to measure consumers implementation intention. The limitation of a survey in such situations 

is that the response relies on the respondents own interpretation of the plan and behavior. Measuring 

behavioral control could either be belief based or direct. Measuring belief based behavior control 

can be done by using a survey based on previous surveys about behavior control, or by doing a pilot 

study and basing a new survey on these answers. Direct behavior control can be done by 

experiments in combination with surveys (Carrington et al., 2010, p. 151). When measuring 

situational context, there is possible to use either experimental methods, semi-structured interviews 

or survey research methods (Carrington et al., 2010, p. 151). When making a survey to measure 

this, it is possible to use Belk’s (1975) original five aspects of the situations or use Carrington et 

al.’s, modified two aspects; shopping context and social context (Carrington et al., 2010, p. 151). 

 

A quantitative research method has been used to answer the purpose of the study. A quantitative 

research is when researchers decide to collect numerical data. By using numerical data and different 

variables, it could give a consistent result (Yin 2015, p. 22). Trost (2012, s.18) and Larsson, Lilja & 

Mannheimer (2005, s.66) claim that researchers using this method focus on causality, which means 

they want to explain the phenomenon, and not just state that there is one. Another component of 

quantitative method is that results can often be generalized to other groups and situations outside 

the participation in the study.  

 

There are several benefits by doing a survey, according to Couper and Miller (2008, p. 834), it is 

cheap to administrate and conduct, it is easier to reach out too many respondents in different 

geographical areas, and it is also easier for the respondent than doing, for example, an interview. 

There is also a risk of the respondents misunderstanding the survey or certain questions since the 

researchers cannot communicate with its respondents as they are doing the survey, like they could 

in an interview. In our survey, we have included a small explanation of what the survey is about to 

try to avoid any confusions or misunderstandings.  
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3.3 Data collection 

3.3.1 Survey design 
To collect the data needed for this study, we used four different versions of web based surveys. One 

survey was in Norwegian, one in Swedish and two aimed at the Finnish market because of the two 

official languages there, Swedish and Finnish. All of the surveys were developed in Google Forms 

and had 45 questions. We have chosen an online survey because it is of global reach (Evans & 

Mathur, 2005, p. 196). Because we are focusing on three different countries; Sweden, Finland and 

Norway it is effective for us to use online surveys. According to Evans and Mathur (2005, p. 197), 

when most of a society have internet access, the lack of representativeness disappears. The internet 

will then be an even more valued tool to obtain information from respondents living in different 

parts of a country, simply and at a low cost. Online surveys are also administered in a time-efficient 

manner, the period it takes to get the survey into the field and for the data collection is minimized. 

Online surveys also get access for interactions with geographically diverse respondent groups and 

information servers (Evans & Mathur, 2005, p. 197). 

 

Since our study is conducted on four markets with four different surveys translated into three 

languages, online surveys are according to us regarded as an appropriate design for us. An online 

survey can easily be tailored to customer demographics and language etc. by having multiple 

versions of a survey (Evans & Mathur, 2005, p. 198). Another reason for choosing online surveys, 

is the capability of including multiple-choice questions, Likert and semantic differential questions. 

By using online surveys, it is easier to obtain a large sample and doing so with a low cost (Evans & 

Mathur, 2005, p. 199). Couper and Miller (2008, p. 831) claim that web based surveys are 

becoming more and more common within the research field, and that it is easier for the researchers 

to use because of the high response rate and it’s time saving.  

 

We used four different surveys to investigate the differences on different markets among the three 

Nordic countries. Table 1 describe examples of where the question is originally coming from, the 

English question modified to fit our eco-labeled survey and the Swedish, Norwegian and Finnish 

version. The complete version of all the survey questions is in appendix 1, 2, 3 and 4. 
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ORIGINAL 

SOURCE 

ENGLISH 

(modified) 

SWEDISH NORWEGIAN FINNISH 

Grimmer & 

Miles (2017) 

Next time I go 

shopping I 

plan to buy 

eco-labeled 

products. 

Nästa gång jag 

handlar 

planerar jag att 

köpa 

miljömärkta 

produkter. 

Neste gang jeg 

handler 

planlegger jeg å 

kjøpe 

miljømerkede 

produkter. 

Seuraavan kerran kun 

ostan, aion ostaa 

ympäristömerkittyjä 

tuotteita. 

Grimmer & 

Miles (2017) 

By buying 

eco-labeled 

products, I 

can make a 

difference in 

helping the 

environment. 

Genom att 

köpa 

miljömärkta 

produkter kan 

jag göra en 

positiv 

skillnad för 

miljön. 

Gjennom å 

kjøpe 

miljømerkede 

produkter kan 

jeg gjøre en 

positiv forskjell 

for miljøet 

Ostettaessa 

ympäristömerkittyjä 

tuotteita voin vaikuttaa 

positiivisesti 

ympäristöön.  

Davari & 

Strutton 2014 

My behavior 

is influenced 

by special 

promotions 

and deals like 

discount 

coupons when 

it comes to 

eco-products. 

Mitt köp 

påverkas av 

speciella 

erbjudanden 

och rabatter 

när det gäller 

miljömärkta 

produkter 

Mine kjøp 

påvirkes av 

spesielle tilbud 

og rabatter når 

det gjelder 

miljømerkede 

produkter 

Erikoistarjoukset ja 

alennukset 

ympäristömerkin 

tuotteiden osalta 

vaikuttavat 

ostopäätöksiini. 

Taufique & 

Vaithianathan 

(2018) 

In my view, it 

is very 

important to 

raise 

environmental 

concern 

among our 

Jag anser att 

det är viktigt 

att värna om 

miljön i 

samhället. 

Jeg mener det er 

viktig å verne 

om miljøet i 

samfunnet. 

Pidän tärkeänä 

ympäristön 

suojelemista 

yhteiskunnassa. 
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people in 

society. 

Self-made I usually plan 

ahead that I 

am buying 

eco-labeled 

products. 

När jag 

handlar har jag 

oftast bestämt 

mig i förväg 

att handla 

miljömärkta 

produkter. 

Når jeg handler 

har jeg som 

oftest bestemt 

meg i forvei for 

å handle 

miljømerkede 

produkter 
 

Kun ostan, olen 

yleensä päättänyt ostaa 

ympäristömerkittyjä 

tuotteita etukäteen. 

 
Table 1. Examples of questions used and their translation.  

 

All of the four surveys did have the same questions, and the only difference was that they were in 

different languages, and when asking about monthly income, it was translated to the country’s 

currency. The questions were originally in English so it would be easier to translate into the 

different languages without it changing the meaning. We had people living in each country reading 

through and making sure our translations for every survey were correct. Based on the feedback from 

our translators we changed a couple of words and sentences so the meaning would be more correct 

in the specific language. In the beginning of the survey, we briefly explained what it was about. If 

the respondent left their email in the end of the survey, they would be competing about 200 SEK 

worth of food from their favorite food store. Because of the new GDPR rules, that came year 2018, 

we had to state the fact that our survey was voluntary, that all the answers are confidential and that 

the result only will be used for this study (European Union Law, 2018).  

 

We have used closed-ended questions, which means that the respondent only has to range the 

importance of the question from one to seven. The questions can easily be answered and processed. 

These questions can also be translated into different languages (Kylén, 2004, p. 71), which 

facilitates for us, because our survey is translated into three different languages. This translation 

places great demands on how the questions is expressed in different languages, it must be perfectly 

adequate for us to expect everyone to answer the same questions (Kylén, 2004, p. 71). 
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A 7-degree Likert scale has been used, where the respondents could either agree or disagree in 

certain claims regarding their behavior towards environmental issues and their intentions and 

behavior towards eco-labels. Garland (1991, p. 1) claims that it is beneficial when the respondent is 

given the opportunity to answer a question neutral, or else it would force the respondent to take a 

stand. Therefore, we chose a 7-degree scale so the respondent could choose themselves if they 

would be neutral or not. By choosing number four on the scale, they would be neutral to that 

specific claim (Pallant, 2010, p. 85). 

 

3.3.2 Survey questions 
We based our survey questions on previous survey questions, but developed them so they would be 

more aimed towards eco-labels and the variables connected to the Carrington model. Previous 

questions were either self-made or collected from Taufique and Vaithianathan (2018, p. 50), 

Grimmer and Miles (2017, p. 4), Davari and Strutton (2013, p. 14) and Meijer et al. (2018, p. 5). 

The survey questions were measuring variables from the Carrington et al. (2010) model, such as 

implementation intention, actual behavior control and situational context. The questions also 

measured variables that affects the Carrington model’s aspects. The surveys variables were divided 

into different categories: implementation intention, actual behavior control, situational context, 

moral, knowledge and relations. We also considered demographic variables and environmental 

habits (appendix 1,2,3,4). 

 

Demographics 

Questions in this category was about age, gender, education and income. 

 

Environmental habits 

This category had 9 questions about the respondent’s environmental habits in general, but also 

habits regarding eco-labels. Examples of such questions are: “I do not buy products that could harm 

the environment” or “I make every effort I can to buy eco-labeled products”. Most of these 

questions were inspired by Taufique and Vaithianathan (2018, p. 50) and the survey they conducted 

in their study. 

 

Implementation intentions 

This category is one of the variables of the Carrington et al. (2010) model and consist of 10 

questions in our survey. Examples of these questions were: “Next time going shopping, I plan to 

buy eco-labeled products” and “If I do not buy eco-labeled products, I do this because I tend to shop 

spontaneous”. This category consists of 10 questions, but we have chosen to divide them into sub 

dimensions such as localization, spontaneity and intention questions in general.  
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Actual Buying Behavior 

Some examples out of the 4 questions in this category is: “I believe eco-labeled products rather 

focus on profit than the environment” and “I make an effort buying eco-labeled products”. 

 

Situational context 

Situational context consists of two categories; social context and shopping context. Since the 

questions regarding these two categories are very different from each other, we have chosen to have 

3 questions for social context and 4 questions for shopping context. Example on questions regarding 

the social context is “my family and friends think eco-labeled consumerism is a good thing for the 

environment”. Questions regarding shopping context were mainly about the different things that 

could influence the respondent while shopping: “My behavior is influenced by special promotions 

and deals/discounts when it comes to eco-labeled products”. 

 

Relations 

4 questions were developed, mostly based on Meijer’s et al. (2018, p. 5) survey in their study. 

Example: “My purchase behavior is influenced by my close relations” 

 

Moral 

Moral is one of the variables that has a great impact on implementation intentions. Examples of 

questions in the survey are “I believe eco-labeled products reach a high ethical standard” and “by 

buying eco-labeled products, I believe it does a difference in helping the environment”. This 

category consists of 3 questions.  

  

Knowledge 

This category included 4 questions regarding consumers knowledge, with questions like “I do not 

buy eco-labeled products because I do not trust the labels”. 

 

3.4 Pilot study 
A pilot survey was conducted with all of our four surveys with a sum of 14 participants to ensure 

the four survey's information, disposition and clarity. A pilot study is described by Lancaster, Dodd 

and Williamson (2004, p. 307) as a method in which the survey is conducted more generally and as 

a tool for completing the final survey. A well-conducted pilot study gives a clear list of aims and 

objectives within the framework, encourages methodological rigour and ensures that the work is 

scientifically valid, which in turn lead to higher quality. In order to design the best survey as 

possible, we see an advantage in implementing a pre-test of the survey before the data collection 
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will take place. The participants in the pilot study reported how long they took to answer the 

questionnaire and gave feedback and discovered deficiencies. An average of the timings was 

calculated and reported to respondents as an approximate time for the completion of the survey (6 

minutes). The aim of the pilot study was to increase the survey's accuracy (Rejeski et al., 2005, p. 

141). 

 

Because our results are based on the survey, it is important that the questions are appropriately 

designed and that it collects and measures the data we consider us to use. A well-design 

questionnaire will help us meet the purpose of the study and improve the study as a whole 

(Lancaster et al., 2004, p. 307). With the help of the pilot study, we were able to correct what was 

needed and send out the questionnaires to our selected segmentation. Subsequently, the survey was 

slightly modified with respect to the level of knowledge required and the wording of the questions. 

There was no criticism regarding the layout or the length of the survey. Furthermore, no respondent 

at pre-test stage complained about the format of the questionnaire or the time it took to complete the 

study. The pilot study resulted in a question being excluded because the question was experienced 

too similar. 

 

3.5 Procedure 
The surveys of the study were shared via the social network platform Facebook to be able to 

efficiently reach a large number of respondents (Evans & Mathur, 2005, p. 200). The four surveys 

were shared into both closed groups as well as public posts shared by us and some participants in 

Sweden, Finland and Norway. In order to limit the survey to these countries, the surveys were 

published into different groups for respondents living in Sweden, Norway and Finland, where 

Swedish- and Finnish speaking were separated. The survey started with presenting the study with 

instructions about the study as well as a brief description of eco-labeled products. The description 

was then followed by questionnaires divided by question categories, in the order presented above. 

All questions were mandatory and respondents were unable to change given answers after 

completing all the questions. 

 

3.6 Sampling strategy 
A population consists of all units that respondents for the survey are chosen from (Trost 2012, p. 

25). The population of the study has been defined to consumers in Sweden, Norway and Finland 

which in this case includes people over the age of 16. The age limit of 16 years has been decided for 

research ethical reasons (Denscombe, 2016, p. 442). The number of Swedish consumers over 16 

years old is 8 467 576 people (SCB, 2018). 94 percent of the Swedish population that are 12 years 

and over are Internet users, and 74 percent of them uses Facebook (SOI, 2018). 5.1 percent of 
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Facebook users are between 12-15 years (SOI, 2018) and are therefore excluded from the 

calculations. This results in a Swedish population of 5 484 110 people. 

 

The Norwegian population of consumers over 16 years old is a number of 4 295 312 consumers 

(SSB, 2018). 90 percent of the Norwegian population in the age 16-79 are using internet, while 80 

percent is using Facebook (SSB, 2018). This contributes to a population of 3 436 250 people. The 

total Finnish consumers contributes a number of 4 620 003 consumers over 16 years old 

(Tilastokeskus, 2018). The number of Finnish speaking Finns in Finland is 87,9 percent of the hole 

population while the Swedish speaking Finns is 5,2 percent (Tilastokeskus, 2018). 88 percent of the 

Finnish population in the age 16-89 are using Internet, while 60 percent is using Facebook 

(Tilastokeskus, 2018). This results to a population of 2 772 002 people. The whole population of 

Facebook users in Sweden, Norway and Finland is in this study is a number of 11 692 362 people. 

This contributes to a large population and it makes it difficult to study the actual target population 

because no good register is found that makes sense to name a selection frame (Körner & Wahlgren, 

2012, p. 22). 

 

Due to the absence of a given selection frame, non-random selection methods have been used in this 

study (Eliasson, 2013, s. 49–50). We have used a convenience sample and a snowball sample. A 

convenience sample can be used when research questions are so general that it does not matter that 

the sample is not random (Kjellberg & Sörqvist, 2015, s. 211). In this study, the assessment has 

been made that the research question is of general nature because it can be applied to consumers as 

a whole. A snowball sample is on the other hand a good sample method when there is no selection 

frame or when the population is not defined in any register. (Denscombe, 2016, p. 77; Kjellberg & 

Sörqvist, 2015, p. 211; Eliasson, 2013, p. 50). 

 

When using a convenience sample, there is a risk that the sample will not be representative of the 

population. It is not a coincidence that determines who volunteered in a survey. Volunteering can 

thus often lead to a distortion of the sample's results (Kjellberg & Sörqvist, 2015, s. 216). Although 

random selection is preferable, Banerjee and Chaudhury (2010, p. 63) argue that the goal is 

representativeness. Hence this, the goal of this study has been to achieve as much representativeness 

as possible, therefore Facebook was used to reach as many participants as possible. 

 

Since the questionnaire was shared via social forums, the participants as well as demographics 

varied between different surveys. In order to make the groups comparable, questions regarding 

demographics; age, gender, income, education were added (Gersten et al., 2005, s. 154–155). These 

demographic variables were tested between groups via a descriptive analysis. An examination of 
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gender and age shows that there is a similar distribution between the different groups, women are 

overrepresented in all surveys while age differs from each other. In the Swedish survey people aged 

25 to 34 and 34 to 44 are overrepresented, while the age distribution in the rest of the surveys are 

quite similar, an age of 35 to 44 years is overrepresented. 

 

3.7 Data loss 
To increase the response rate, a gift card to an optional supermarket with a value of 200 SEK was 

awarded to one of the participants. To be able to participate in the draw, the respondents required an 

email address. This created an opportunity to check that none of the respondents participated in 

more than one questionnaire. Before the survey started, respondents were informed about an 

approximate time for completing the survey. This time was based on participants in the pilot study 

statements. 

 

The total number of respondents was ultimately 540, of which 173 were in the Swedish survey, 98 

in the Swedish speaking Finn survey, 102 in the Finnish survey and 167 in the Norwegian survey. 

 

3.7.1 Internal data loss 
We have avoided having an internal data loss which, according to Ejlertsson (2005, p.129), means 

lapsing on single questions by unanswered respondents by making all the questions in the 

questionnaire mandatory. 8 respondents in total were though excluded from the result, 1 because of 

an age under 15 years old, due to our age limit of 16 years old and 7 because of response option “do 

not want to enter” on the gender question. 

 

3.7.2 External data loss 
In cases where respondents choose not to participate in the study, they are called External Loss 

(Ejlertsson, 2005, p.26). The total population in this study amounts to 11 692 362 consumers using 

Facebook in Sweden, Norway and Finland. 5 484 110 of the population is Swedish, while 3 436 

250 people are Norwegian and the rest of the population, 2 772 002 are Finnish. The external data 

loss is calculated as dividing the sample with the total population, (S/N), this gives us the response 

rate of: 540/11 692 362=0,0046%.  

 

This data loss is extremely large because the target population can’t be defined with narrower 

criteria than Swedish, Norwegian and Finnish consumers over 16 years old. We excluded 

consumers under 16 years old and consumers that does not have a Facebook account. Even though 

we considered this, it is hard to calculate the exact response rate. 
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A loss greater than 50 percent is completely unacceptable according to Mangione (1995, pp. 60-61), 

while Denscome (2016, p. 53) on the other hand, argues that there are no guidelines for response 

rates because everything depends on the circumstances. According to Lantz (2014, p. 50) it is more 

common for a larger data loss in internet surveys, and in survey surveys with large populations, a 

response rate below 10 percent is normal (Denscome, 2016, p. 54). 

 

3.8 Art of literature 
For the gathering of previous research and background literature, the databases Discovery and 

Google Scholar were primarily used. When we first started with the research, we used broad terms 

such as “green marketing”, “attitude behavior gap” and “intention behavior gap”. Then the 

keywords were narrowed down to be more specific and precise. Keywords such as “eco-labels”, 

“environmental attitude behavior gap” and “environmental behavior intention gap” were used. 67 

articles were viewed as highly relevant, which were read carefully and later used in the previous 

research chapter. The insight in previous studies regarding these keywords were necessary to 

determine what knowledge already exists in these fields of research, as well as strengthen our 

credibility (Bryman & Bell, 2014, p.111). Bryman & Bell (2014, 111) also highlights the 

importance of having a critical approach to literature as well as using it to support own opinions. 

 

DATABASE KEYWORD NUMBER 

OF HITS 

READ 

ABSTRACTS 

SELECTED 

ARTICLES 

Google 

Scholar 

(Any time) 

“Green marketing” 16 194 28 13 

Discovery 

(1991 and 

forward) 

“Eco-labels” or “Eco-

labeling” or “Eco-

labeled products” 

7 889 51 29 

Discovery 

(1991 and 

forward) 

“Intention-behavior 

gap” and “attitude 

behavior gap” 

1 937 22 7 
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Discovery 

(1991 and 

forward) 

“Environmental 

attitude behavior gap” 

and “Environmental 

intention behavior gap” 

399 10 2 

Google 

Scholar 

(2010 and 

forward) 

“Carrington et al. 

model” 

23 100 13 7 

Google 

Scholar 

(2010 and 

forward) 

Variables affecting the 

aspects of Carrington et 

al.’s (2010) model 

17 700 7 4 

 
Table 2. Summary of literature search (self-made). 

 
Model 6. Model to connect the literature (self-made). 

 

3.9 Method of analysis 

3.9.1 Coding 
Since we used a Likert scale in our survey, most of the answers did not need to be coded. Only age, 

gender, education and income needed to be coded to be able to analyze the variables in SPSS. We 
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used the same coding numbers for all four of the surveys so we could compare the answers 

correctly. The potential defaults were coded with -99. Defaults were considered people under the 

age of 15 and respondents not wanting to specify gender. In our analysis, we have used “Finland 

(Fin)” for Finnish speaking Finns, and “Finland (Swe)” for Swedish speaking Finns. 

 

Country: 

Sweden = 1 

Norway = 2 

Finland (Swedish speaking) = 3 

Finland (Finnish speaking) = 4 

 

Age: 

16 – 18 years = 1 

19 – 24 years = 2 

25 – 34 years = 3 

35 – 44 years = 4 

45 - 54 years = 5 

55 – 64 years = 6 

65 years and over = 7 

 

Gender: 

Man = 0 

Woman = 1 

 

Education: 

Primary School = 1 

Trade qualification/apprentice = 2 

High School = 3 

Bachelor = 4 

Master = 5 

PhD= 6 

 

Individual monthly income before tax (SEK) (every country had their own currency translated from 

Swedish krona): 

0 – 14 999 = 1 

15 000 – 24 999 = 2 
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25 000 – 49 999 = 3 

50 000 – 79 999 = 4 

80 000 and over = 5 

Do not want to enter = 6 

 

3.9.2 Descriptive statistics 
The descriptive statistics have a number of uses, which include describing the characteristics of the 

sample, checking the variables for any violation of the assumption underlying the statistical 

techniques that will be used to address the research questions, as well as addressing specific 

research questions. It is important to check that you are not violating any of the assumptions made 

by the individual tests. Testing of assumptions usually involves obtaining descriptive statistics of 

the variables. These descriptive statistics include the mean, standard deviation, range of scores, 

skewness and kurtosis (Pallant, 2010, p. 53).  

 

As we said, descriptive values provide information concerning the distribution of scores. The 

skewness value provides an indicator of the symmetric of the distribution, while kurtosis on the 

other hand, provides information about the “peakedness” of the distribution. If the distribution is 

perfectly normal, a skewness and kurtosis value of 0 is obtained. A positive skewness means that 

the distribution is rather peaked while negative skewness values indicate a distribution that is 

relatively flat. The mean and the median can be distorted when there is skewed data. Whenever the 

median is presented, an indicator of the spread should be provided (Pallant, 2010, p. 57). 

 

By using descriptive statistics, false or misleading values can be detected, in these cases, the 

misleading or incorrect values should be questioned whether the values occur randomly, or whether 

there is some systematic pattern. It is also important to consider how to deal with missing values 

when doing statistical analyses, because it can have a dramatic effect on the results. A descriptive 

statistic ensures that the answers from the questionnaire can be considered as complete, it also helps 

detecting patterns within missing data (Pallant, 2010, p. 58). 

 

3.9.3 Bivariate Correlation Analysis 
A correlation analysis measures the different variables covariance, where it is possible to see the 

relationships between different variables. It is used to describe and explore the linear relationships 

between two or more variables. Correlation is measured between +1 and -1 where a high plus (+) 

number means that it is a positive correlation where one variable is strongly connected to the other 

variable. A correlation that has minus (-) number can be described as a negative correlation where 
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one of the variables being higher and the other one being lower, which means there is a negative 

correlation between those two. If the correlation is zero (0) there is no relation between the 

measured variables (Lövås, 2006, p. 144).  

 

Confidence interval is another important aspect of the analysis, where there is an interval that 

estimates the population. This is a method used to estimate the reliability, and if the confidence 

interval is 95 percent or 99 percent between the variables, it means that there is 95 or 99 percent 

certainty that there is a correlation between the different variables measured. If the percent is lower 

than 95 it is not possible to be certain about the significance. One or two stars (*, **) are used to see 

what percent the number shows on the confidence interval. One star (*) represent 95 percent 

certainty, two stars (**) represent 99 percent certainty (Lövås, 2006, p. 225). In our correlation 

analysis, we will only look at the 99 percent certainty because it has the strongest correlation and 

we can be more certain about the result. 

 

A bivariate analysis only measures the correlation between two variables. Pearson’s Correlation 

Coefficient (PCC) is a tool to calculate this. PCC can be explained as a measurement of linear 

association, which means that the variables could be perfectly related. If there is no such linear 

regression, the PCC would not be the most suitable option (Sullivan, 2012, p. 190). 

 

3.9.4 Factor analysis 
A factor analysis is about reducing the surveys variables into different components (factors). This 

method is usually used when having a Likert scale, which we have in our study. The aim of the 

analysis is to find the different components that correlates the strongest with each other (Pallant, 

2010, p. 180). A factor analysis does not test the different hypothesizes, but only summarize or 

shorten the material into smaller set of factors. There are two types of factor analysis, Exploratory 

Factor Analysis (EFA) and a Confirmatory Factor analysis (CFA). CFA is viewed as a more 

complex approach because it is driven by testing different hypothesis or theories. EFA focuses more 

on exploring patterns in data where all common factors are correlated to some degree or not. 

Because of our many hypothesis and quantitative data, we are using CFA factor analysis.  

 

Kaiser-Meyer-Olkin measure of Sampling Adequacy (KMO) is a test that provides information on 

how appropriate data is for a factor analysis. The test measures the sampling ability of each variable 

in the model. Variables that do not have any affiliation with other variables, cannot help identifying 

factors. The SME test warns for such factors by providing a value between 0 and 1. The SME value 

should be between 0,8 and 1 to be able to claim that the sampling is sufficient. Looking at our tables 
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3, 4, 5 and 6 from SPSS, we can see that the value of this test is approximately 0,8 for every 

country, which indicates that our sampling is sufficient (Pallant, 2001, p. 153). 

 

 
Table 3. KMO and Bartlett’s test; Sweden 

 
Table 4. KMO and Bartlett’s test; Norway 

 
Table 5. KMO and Bartlett’s test; Finland (Swedish speaking) 

 
Table 6. KMO and Bartlett’s test; Finland (Finnish speaking) 

 

3.9.5 Cluster analysis 
Cluster analysis is a way of dividing different observations into similar groups. The observations 

that are located in the same groups are the most similar ones and often have something in common. 

This means that cluster analysis involves collecting objects into different clusters, where all the 
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objects within the same cluster should resemble each other. A cluster analysis is relevant in this 

study because this is a method of analysis that is often used within market research and find similar 

customer groups or companies groups within marketing (Ketchen & Shook, 1996, p. 441; Körner & 

Wahlgren, 2015, p. 182).  

 

3.9.6 Structural equation modeling 
Structural Equation Modeling (SEM) is a multivariate data analysis method. SmartPLS is a program 

created in 2005, and has been used to create such a SEM path model to see the connection between 

our variables. The purpose of such a statistical technique is to estimate the probability that the 

pattern of the data collected is occurring by chance rather than theory being tested (Lowry & 

Gaskin, 2014, p.123). In SEM a variable is either exogenous or endogenous, where endogenous 

variables represent the effect of other variables, while exogenous variables have different arrows 

pointing outwards (Wong, 2013, p. 1). It is possible to use SEM in many types of research fields, 

the most common ones are marketing, organization, business strategy and management information 

system (Wong, 2013, p. 2; Hair, Jr., Sarstedt, Matthews, & Ringle, 2016, p. 63). 

 

An advantage with SEM (also called 2G technique) is that it can test the plausibility of an entire 

collection of propositions compromising a causal theory simultaneously, while 1G techniques such 

as correlation, regressions or mean tests, only can test small fragments of a theory. By using SEM 

we get a complete picture of the connection between our variables, without needing to separate 

theoretical propositions from each other. SEM statistical model represent relationships as paths, and 

a path is a correlation between variables representing the theoretical propositions. Each path can be 

viewed as a hypothesis (Lowry and Gaskin, 2014, p. 131). 

 

To make our SEM model a tutorial article by Lowry and Gaskin (2014, p. 123) has been used. This 

article guides the reader step by step in how to use SmartPLS and how make a model and to 

interpret it. Our survey results were converted into SPSS and then into a SmartPLS document. A 

consistent PLS algorithm has been used to find the different paths between the variables. To make 

sure the paths are statistically significant, a Bootstrapping was used in addition to see that the paths 

reach a significant number over 1,96. By using Bootstrapping, we could easily see if the null 

hypothesis is to be rejected or not (Lowry and Gaskin, 2014, p. 131). An f-square test, also called 

effect test, can be used to see if the significant number have a big or no impact on the model. By 

combining bootstrapping and f-square it is possible to see what variables have a significant effect 

on other variables (Lowry and Gaskin, 2014, p. 131). 
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3.10 Reliability 
Reliability refers to that the measuring instrument have to provide reliable and precise answers. 

Reliability deals with issues related to the measurement, reliability and consistency of 

measurements. This concerns the question whether the results of a survey will be the same if the 

survey should be re-implemented or if they are affected by random or temporary conditions (Larsen 

2009, pp. 41-42, Kjellberg & Sörqvist, 2015, p. 84).  

In order to assess internal reliability, Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 

and Bartlett's Test of Sphericity has been used (Pallant, 2001, p. 153). Several tests should be used 

to assess the suitability of the respondent data for factor analysis. These tests include Kaiser-Meyer-

Olkin (KMO) Measure of Sampling Adequacy and Bartlett's Test of Sphericity. The KMO index 

ranges from 0 to 1, with 0.50 considered suitable for factor analysis (Williams, Onsman, & Brown, 

2010, p. 5). The value should be between 0,8 and 1 to be able to claim that the sampling is sufficient 

(Pallant, 2001, p. 153). The Bartlett's Test of Sphericity should be significant (p<0.05) for factor 

analysis to be suitable (Williams, Onsman, & Brown, 2010, p. 5). 

The internal reliability of this study is considered high since all surveys shows a Kaiser-Meyer-

Olkin measure are above 0,8, except for the Swedish speaking Finn survey that lies a bit below. The 

Swedish survey has a value of 0,854 while the Norwegian survey is 0,870. The Swedish speaking 

Finn survey lies on o value of 0,739 while the Finnish speaking survey is 0,836. These values show 

that the KMO value is sufficient and high. 

The Bartlett's Test of Sphericity measure on the other hand, shows that all surveys have a 

significance level that indicate that a factor analysis may be useful with our data. All of our surveys 

have a significance level 0, which is considered to be suitable, since the Bartlett's Test of Sphericity 

must be less than 0.05. The KMO and Bartlett's Test of Sphericity measure shows that the internal 

reliability of our study is considered high. 

3.11 Validity 
Validity is concerned with whether the methods of research and subsequent observations provide an 

adequate reflection of the truth (Roe & Just, 2009, s. 1267). Validity refers to if a measure of a 

concept reflects what it is supposed to measure and what is being measured have to be accurate to 

what the survey measures. This makes is essential to collect data that is relevant to the research gap 

and to the problem of the research (Larsen 2009, p. 40-41). There are two separated aspects of 

validity: internal validity and external validity. 
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3.11.1 Internal validity 
Internal validity is defined as the ability of a researcher to argue that observed correlations are 

casual and measures if there is a causality between two or more variables (Roe & Just, 2009, s. 

1268). The internal validity can be judged based on how certain the independent variable alone has 

affected the result (Kallet, 2004, p. 1230). Gersten et al., 2005, p. 157 argues although that it is hard 

to be completely sure of the factors that have affected the outcome.  

 

In order to eliminate as many of the irrelevant variables as possible, a statistical control method has 

been used by asking questions about people's environmental interest in the surveys (Kjellberg & 

Sörqvist, 2015, p. 200–201). Because of this, the internal validity is considered as quite high. To 

help increase the internal validity, when formulating questions, we used previous acceptable 

methods from other similar studies, a pilot study was also conducted to increase the internal 

validity. Since our findings were clear, the internal validity is given (Campbell, 1986, p. 71-72). 

 

3.11.2 External validity 
External validity is primarily judged by the selection of participants in the study, however, the issue 

of external validity can never be answered in full (Kallet, 2004, p. 1230; Roe & Just, 2009, p. 

1267). According to Kallet (2004, p. 1230) random selection reduces the risk of skepticism and 

since a non-random selection has been used, it is more difficult to generalize the result to a greater 

opinion than the participants in the survey (Eliasson, 2013, p. 49-50).  

 

Because of this non-random selection method, the study’s external validity is considered as low. 

Since we haven’t named a narrow selection frame, other than consumers over 16 years old in 

Sweden, Norway and Finland, the external validity will also have a negative effect on the external 

validity. Studies have been conducted in this specific subject before, studies by Taufique and 

Vaithianathan (2018, p. 50), Grimmer and Miles (2017, p. 4), Davari and Strutton (2013, p. 14) and 

Meijer et al. (2018, p. 5) which strengthen the external validity. Using established methods to assess 

the validity of research is a way to produce a reliable research result (Roberts, Priest & Traynor, 

2006, p. 45). According to Eliasson (2013, p.142), a survey with high validity is considered to have 

credible results. In order for a study to be considered valid, it implies reliability (Bryman & Bell, 

2017, p.179).  

 

A related but distinct concept is ecological validity. Ecological validity implies how applicable the 

results is in people's everyday lives and in their natural social environments (Kjellberg & Sörqvist, 

2015, s. 200; Roe & Just, 2009, s. 1268). High ecological validity is demanded when studies 

technically can be valid but if they have a weak connection with the applicability in real life 
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(Bryman & Bell, 2017, s. 69). Roe & Just, 2009 (s. 1268) states that as studies with high ecological 

validity have established meaning in a relevant aspect, these studies are less likely to establish high 

external validity compared to studies that have low ecological validity. The ecological validity of 

our study is low, since the external validity is low. The ecological validity decreases because we 

haven’t selected a specific sample group and we haven’t used an experimental study. 

 

3.12 Generalizability 
In a quantitative survey, the researchers are usually interested in being able to say something about 

the extent to which the results can be generalized to other situations than those that were relevant in 

the specific study. Generalization is a term that deals with the extent to which the outcome of a 

study is useful in other situations and for groups other than the current field of study. It is important 

that the selection is as representative as possible to claim that the results are not unique to the 

specific group used in the research. In other words, you want to generalize the results in addition to 

the specific case (Malhotra, 2007, pp. 287–288).  

The ambition is to test a hypothesis that is assumed to have a general validity. This generalizability 

is affected by three things. Firstly, it is influenced by the selection of the sample. Secondly, it is 

influenced by if the results can be replicated if the same survey is repeated in a new group with 

similar characteristics as the participants in the original study. Lastly, it is affected if the results can 

be replicated in a new group that differs from the respondents in the original study (Kjellberg & 

Sörqvist, 2015, s. 218). Since we have not used a probability sample, it is harder to be able to create 

a representative selection. This means that we haven’t eliminated skew or bias in our sample 

because we have not chosen the sample in a random way. Our sample also consists of mostly 

women, which further reduces the generalizability of the study. 

 

The population of this study is 11 692 362 people and we received 540 responses. This corresponds 

to a respondent rate of 0,0046%, which is very low. According to Krejcie and Morgan (1970, p. 

608), a study group of 1 000 000 respondents requires 384 useful answers to be considered 

generalizable and a population size larger than that don’t require a larger sample size. As our 

respondent group consists of 11 692 362 people and it requires 384 answers. In comparison with 

our 540 collected responses, our study wouldn’t need additional answers. According to the Krejcies 

and Morgans (1970, p. 608) our study is considered to be generalizable, even though our respondent 

rate is low. To sum up, our study isn’t considered generalizable, since we have used a non-random 

sample and since our sample mostly consist of women, even though Krejcies and Morgans (1970) 

accept our response rate. 
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3.13 Criticism of the sources  
The articles we have used are peer-reviewed which means that the articles have been reviewed by 

other researchers before they were published. We have primarily used prime sources to avoid 

misunderstanding and misinterpretations from other people. In our theoretical reference framework, 

we have used 67 scientific articles. The articles are published between 1975 and 2018. The fact that 

we have used some quite old articles, is because they are viewed as classics and have been 

frequently used even in modern research. For example, are Ajzen (1991), Belk (1975) and Krejcies 

and Morgans (1970) one of the oldest articles we used, but also articles that has been 

groundbreaking in their field. These older articles have also been used to explain the new research 

on certain themes because they are based on the older research. Many modern articles have also 

been used to be updated in the subject and to keep this study more relevant. In total, we have used 

110 articles, including theoretical framework and method articles. 

 

3.14 Method criticism 
The primary deficiency of this study is the lack of generalizability, that is a result of the non-

random selection that is used. The low response rate also shows that the study is not representative 

of the population. Eriksson and Hultman (2016, p.102) claim that low response rates are a problem 

with questionnaires and that this can’t be predicted, to be discovered at the stage when the 

researcher will reuse and analyze the results. Since the study consisted of mostly women, the lack of 

representativeness is a fact. However, due to the extent of the study, available resources and time 

limit, this approach was chosen. 

 

By sharing the surveys on a social media forum such as Facebook, a natural data loss group was 

created. This group consist of older people that don’t use Internet and does not have Facebook. 

Although the proportion of older people using Internet and Facebook has increased, it creates a 

natural data loss group (Ejlertsson, 2014, p. 14; Kröner & Wahlgren, 2012, p. 27). People with 

lower social standards without any Internet or computer access is included in this group 

(Denscombe, 2016, p. 55), as well as people with limited linguistic skills (Eliasson, 2013, p. 52). 

This also makes our study even less generalizable.  

 

According Kröner & Wahlgren (2012, p. 42) there is always a risk of measurement and processing 

errors when using surveys. One of them is the risk of measurement errors, that can occur when 

respondents may have misunderstood or misinterpreted the questions. Of course, we can never be 

completely sure that this did not happen, but to try to avoid this a pilot study was designed. There is 

also a risk that prestige bias has occurred (Kröner & Wahlgren, 2012, p. 42; Lantz, 2014, s 48), 

especially regarding the issues of environmental interest. Processing errors may have occurred 

when transferring and processing data in the analyzes performed in the SPSS computer program. 
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Online surveys have potential weaknesses, an example is that online surveys have skewed attributes 

of internet population. Until recently, users of internet were not truly representative of the general 

population in countries. In many nations, this is changing because the difference between offline 

and online populations is quickly closing (Evans & Mathur, 2005, p. 201). In our study, we find that 

the population is representative because most people in Sweden, Finland and Norway have internet 

access. Since there is no human contact in an online survey, it can limit the ability of depth in a 

study. There is no time for reflection and when respondents answer a questionnaire there is no one 

that can answer their thoughts and questions about the survey. Neither can a follow-up question be 

asked in order to get the respondent to deepen his answers. This leads to the method being very 

impersonal (Evans & Mathur, 2005, p. 202).  

 

Since the surveys were designed in three different languages; Swedish, Norwegian and Finnish, 

there is a risk that important information has been lost in the translation of the questionnaire 

questions from English to Norwegian and English to Finnish due to the writers' language 

shortcomings. There is also a risk that respondents perceived questions in different ways in different 

surveys due to language differences. We have tried to avoid this, by having people with Finnish and 

Norwegian as their native language to read it through, by having the English original questions 

aside to compare. Although, we can’t guarantee that the Finnish survey is completely grammatically 

correct, since neither of us have Finnish as our native language. 

 

Since we have used a convenience sample, it is of big importance to pay attention to possible 

critical and distinctive characteristics of our sample (Kjellberg & Sörqvist, 2015, s. 217). We don’t 

think that the fact that we have used a convenience sample has got a big significance on the result, 

the size of the effect may have changed, but the direction is not likely to have changed if we have 

used a randomly chosen sample. Based on previous research, our findings show similar results 

which indicates that the fact that we have used a convenience sample hasn’t got a big effect on the 

study’s result. According to Kjellberg & Sörqvist (2015, p. 217) two things have been pointed out 

to the convenience samples defense. First, variables (eg. knowledge, moral and relations) that 

integrate with other variables (eg. the effect on the relationship between the implementation 

intentions and purchase behavior towards eco-labeled products) rarely affect those who have higher 

education. From this point of view, there is not such a high risk that the sample has become non-

representative just because we choose students.  

 

Secondly, we are usually not interested in the magnitude of the effect of the manipulation when the 

survey is done (for example, the effect that knowledge, moral and relations have on the relationship 
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between the implementation intention and purchase behavior towards eco-labeled products). We are 

usually primarily interested in proving that there is an effect of manipulation at all (eg. that 

knowledge, moral and relations have an effect on the relationship between the implementation 

intention and purchase behavior towards eco-labeled products) (Kjellberg & Sörqvist 2015, p. 217). 

In that case, it is less likely that it will matter if we get a non-representative selection, especially if 

this only leads to the underestimation of the effect. The reason for this is that non-representative 

selection usually only results in the size of the effect changing, not that it changes direction. As long 

as there are strong reasons for believing that non-representative selection only reduces the size of 

the effect we want to study, and our goal is merely to show that some manipulation actually has an 

effect, so non-representative selection is a small problem (Kjellberg & Sörqvist 2015, p. 217). 

 

Consumers' confidence in environmental marketing may already have decreased (Chen et al., 2014, 

p. 2413). This may be one of the reasons why our survey raised many strong feelings and reactions 

among our respondents. Some respondents consider that there were several perspectives missing in 

the surveys, an example of a missing aspect is whether you prefer a Swedish/Nordic conventionally 

grown product in front of an organic product as well as preferences and environmental behavior 

when visiting other countries, standard of excellence in the field of environmental responsibility and 

sustainable operation within the tourism industry such as Green Key and Nature’s Best. The reason 

why these aspects were not addressed was that it was not our main focus and our study would have 

become too comprehensive, as well as our survey. We also received criticism that the study 

contained questions that were considered to be similar to each other. Although, this was done to 

ensure respondents' answers.  
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4. Results & analysis 
 
4.1 Descriptive analysis 
According to Pallant (2010, p. 58) the descriptive analysis is used so researchers can get an 

overview of the results and see where there is any skewness in the result. Since we had four 

different surveys, we have made four descriptive analysis. The Swedish survey had 172 respondents 

where the youngest were between 16 to 18 and the oldest was 56 or over. Most people between 25-

34 and 35-44 years have responded. We coded men as 0 and women as 1, and the mean for gender 

was 0,753, which means it was more women answering the survey than men. Most of the 

respondents (looking at mean value) had either high school education or bachelor degree.  The 

mean was 2,2 when looking at income, which indicates an income around 15 000 – 24 999 SEK.  

 

We had 164 Norwegian respondents, where the mean was 3,99 when looking at age, which 

indicates and age between mostly 35-44. When looking at income and education, the numbers 

where quite similar to the Swedish respondents. Finland had 204 respondents where 100 of them 

where Swedish speaking and 104 of them were Finnish speaking. Based on the mean value, the 

Swedish speaking Finnish were younger and had lower income than the Finnish speaking Finns. In 

general, the Finnish respondents were quite similar to the Norwegian and Swedish respondent. In all 

of the surveys, it was more women responding than men.  

 

When asking about the importance of protecting the environment, the swedes scored the highest 

with 6,67 (out of 7) and lowest were the Swedish speaking Finns with 6,45. Overall, every country 

consider it very important to protect the environment when looking at the high mean value. There 

was also a high mean value regarding questions about the importance to take care of the 

environment with future generations in mind. The ones that actively buys eco-labeled products also 

thinks by buying eco-labeled products, they take future generations into account (mean value of 

approximately 5 for all countries). Sweden scored a mean value of 1,49 when looking at the 

question “I never buy eco-labeled products”. Norway scored 1,77 and Finland had 2,18 (Swedish 

speaking) and 1,63 (Finnish speaking). When the respondents were considering how environmental 

friendly they were individually, Swedish respondents had the highest mean with 5,67 and Norway 

and the Finnish speaking were right under, while the Swedish speaking Finnish only had a mean 

value of 4,75.  

 

4.2 Factor analysis 
To be able to see the pattern between our variables and what the respondents had responded, we 

made four different factor analyses, one for each country/language. Since it was a lot of data, there 

has been an attempt in compromising the four factor analysis into table 7 to make it easier to get an 
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overview of the differences in variables between the countries. The table is divided into different 

colors and each color represent a variable (ex. Environmental habits = orange). To be able to make 

this table we have used a rotated factor matrix and total variance explained. The total variance 

explained tells us how big each factor is by percentage. The rotated factor matrix has divided the 

questions together to different factors. The factor called ‘sundry’ is a gathering of the smallest 

factors that does not have a significance importance for the model. 

 

Sweden Norway Finland (Swe) Finland (Fin) 
        
        
        

Environmental Environmental Environmental Environmental 
habits habits habits habits 

        
        
        
        
  Greenwashing   Knowledge 
        

Knowledge   Greenwashing   
      Greenwashing 

Greenwashing Intensions     
        

Shopping context   Relations Shopping context 
  Relations     

Relations     Relations 
    Social context   

Social context Social context   Intensions 
Intensions   Shopping context   

  Knowledge   Social context 
    Knowledge   

Sundry Shopping context     
    Intensions Sundry 
  Sundry     
    Sundry   

 
Table 7. Factor analysis (self-made). 
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Table 8. Total variance explained Sweden (SPSS). 

 
Table 9. Total variance explained Norway (SPSS) 

 
Table 10. Total variance explained Finland (Swedish speaking) (SPSS) 

 
Table 11. Total variance explained Finland (Finnish speaking) (SPSS) 
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By looking at table 7 it is possible to see that the variable ‘environmental habits’ is taking most 

percentual space of the consumer's mind and what they think are the most important when 

answering our survey. Looking at table 7 this factor takes up approximately 19,5 percent of the 

consumer's mind and is what the respondents in Sweden consider most important. All of the 

countries respondents care the most about their environmental habits.  

 

Sweden and Finland (Fin) care a lot about knowledge regarding eco-labeled products and it is the 

second largest factor. Finland (Swe) care the most about greenwashing out of all the countries, and 

Norway is close behind. Finland (Swe) is also the ones that care the most about relations, which 

mean they care a lot about what their close relations buy and gets affected by their shopping 

behavior and their opinion around eco-labeled products. Finland (Fin) and Sweden are quite similar 

when it comes to what variable they think are most important. Both value environmental habits and 

knowledge a lot. Norway and Finland (Swe) care a lot about the fact that eco-labels could be a form 

of greenwashing, which most consumers were considering when buying such products. Consumers 

from Norway and Finland (Swe) seem to believe that eco-labeling can be misleading about how 

environmental friendly a product is and that the consumer does not get all of the important 

information to make a choice whenever to buy the product or not. Dangelico & Vocalelli (2017, p. 

1269) claim that firms greenwash to gain market shares, which the already critical consumers agree 

with. 

 

4.3 Cluster analysis 
The researcher can see how different groups act depending on the variables by using a cluster 

analysis. In this case it is possible to divide different people into different groups based on how they 

act towards the environment and eco-labeled products. Every cluster of respondents reflects 

different types of people that reacts differently towards the idea and the actual actions around 

buying eco-labels. There are four different cluster analyses, one for each country and language. We 

have chosen five groups of clusters for each survey. 

 

4.3.1 Cluster analysis of the Swedish respondents 
The Swedish clusters reflects many different types of people and a big spectrum of the society. 

Cluster 2 are very conscious about the environment, while cluster 3 think environment is nothing to 

worry about and that eco-labels is another marketing scam. In general, are the Swedish respondents 

very environmental friendly, and think it is important to protect the environment. Although people’s 

opinions are more scattered in terms of eco-labeled products. 
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Cluster 1 are both women and men aged 25-34 and buys either eco-labeled products if they have 

planned exactly when and where they are going to buy it, or buys it without thinking about it. They 

are trying to be conscious about their environmental habits, but are skeptical to eco-labels because 

they often focus on profit rather than the environment. This group is not very affected by their 

social context and their relations shopping habits, but is more affected by shopping context.  

 

Cluster 2 are, as mentioned above, very conscious about their environmental habits and that the 

products they buy are eco-labeled. This is the largest Swedish cluster with 77 respondents. Most are 

between 35 to 44 years old. This cluster of people is very aware of what products they buy and, and 

the only time they do not buy eco-labeled products is because the store did not have those products. 

They do not care about either shopping context or social context when shopping. They are only 

affected by their own moral and knowledge around eco-labels and the environment. 

 

Cluster 3 are mainly men (0,2) between 25 to 34 years old and do not care about the environment at 

all, nor eco labeled products. This group of consumers are actively not choosing such products 

because they do not believe it is beneficial for the environment or that they do not need to care 

about the environment. They believe eco-labeled products are only focusing on the profit. Since 

they have no intention in buying such products they do not get affected by different variables such 

as shopping context, social context a so on. They have not incorporated any environmental habits 

into their everyday life. 

 

Cluster 4 are aged 19 to 24 with quite low income (0-14 999 SEK). They shop spontaneous and gets 

very affected by shopping context. They are not very conscious about the environment, but instead 

of actively choosing not to purchase eco products (like cluster 3) they just haven’t given it a thought 

and are very spontaneous about their shopping habits. They think it is important to care about the 

environment and that it could help the future generation, but they are not the ones going to care 

about it. Because of the young age and low income, these people could be students still living at 

home, which is why they have not thought about their behavior regarding shopping and 

environmental habits.  

 

Cluster 5 are mainly women (0,9) aged 25 to 34. This cluster is thinks it is important to care about 

the environment, but they are more neutral to eco-labeled products than example cluster 2. Cluster 5 

is more affected by promotions, price and deals which often is the reason for not choosing eco-

labeled.  
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4.3.2 Cluster analysis of the Norwegian respondents 
The cluster analysis for the Norwegian respondents are also divided into five different clusters. If 

looking at all the clusters is general, it is possible to see a trend that the respondents shopping 

behavior are in general not affected by relations or discounts and promotions when it comes to eco-

labeled products. Although they are in general very conscious about the environment and what to do 

what they can to protect it.  

 

Cluster 1 are mainly younger respondents between 25 to 34 years. This group think it is important 

to care for the environment, and they consider them self environmentally friendly people, even 

though they do not buy eco-labeled products. They think eco labeled products are expensive and 

rather focusing on profit than the environment, and the fact that they can never be sure than the eco-

labeled products provides truthful information. 

 

Cluster 2 are the biggest cluster with 63 Norwegian respondents where it is mostly women. They 

are environmental friendly people that often buys eco-labeled products and try to plan ahead to buy 

such products. If they don’t buy eco-labeled it depends on time constraints or spontaneously 

shopping. Cluster 3 are the group that responded the lowest on how important it is to care about the 

environment and they do not buy eco-labeled products because they don’t think they are any better 

than regular products. In general, they are quite neutral to both the environment and eco-labeled, but 

they still don’t buy eco products because there is no good motivation on why they should.  

 

Cluster 4 think it is important to care about the environment, and are very similar to cluster 2. The 

only difference from cluster two is that cluster 4 thinks it is very expensive with these kind of 

products, even though they buy them. This group is also very affected by what their close relations 

think and do when it comes to shopping behavior and intention of eco-labeled products. Cluster 5 

consist of more men and are not worried about the environment since such potential environmental 

problems can be dealt with later. They do not consider themselves environmental friendly and do 

not buy eco-labeled products.  

 

4.3.3. Cluster analysis of the Finnish respondents 
Two cluster analyses of the Finnish respondent were made, because of the two different languages. 

The Swedish speaking Finns cluster 1 mainly consist of younger people between the age of 16 to 

24, earning 0 to 14 999 SEK. This is a group that do not think about buying eco-labeled products 

but are affected a lot by shopping context such as price and discounts. They think such products are 

expensive, although they try to be environmentally conscious when possible. Cluster 2 mainly 

consist of women aged 25 to 34 and are very conscious about the environment and both plan ahead 
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to buy eco-labeled and buys them whenever they can. Their close relations also buy a lot of eco-

labeled products, which this group is affected by. Cluster 3 is very much like cluster 2, but are more 

neutral to eco-labels. Cluster 4 is neither positive or negative towards eco-labels, but are very 

affected by shopping context. Cluster 5 are only environmentally friendly women, and are very 

much like cluster 2.  

 

The Finnish speaking Finns cluster 1 thinks it is important to care about the environment, but are 

quite neutral when it comes to eco-labeled. This groups claims to buy eco-labels without thinking it 

through and are very much affected by shopping context. Cluster 2 consider themselves 

environmentally friendly, but do not buy eco-labels because they think eco products rather focus on 

profit than environment. Cluster 3 and 4 are very much alike and care a lot about environment and 

buys eco-labeled products. Cluster 5 is mostly men (0,3) and do to consider themselves as 

environmentally conscious and do not buy eco-labeled products because they think eco-labels focus 

on profit rather than environment. Their close relations buy eco-labeled products which makes them 

feel like they do not have to. 

 

Overall are these two cluster analysis quite similar. The main difference between these two cluster 

analysis is that the Swedish speaking are more neutral to eco-labeled products, and there is no 

cluster that is against eco-labels and thinks that environment is not important. In the Finnish 

speaking analysis are there more differences between the clusters and more extreme opinions.  

 

4.3.4 Summary of the cluster analysis 

 
 
Table 12. Delmas & Burbanos (2011) typology in relation to the cluster analysis 
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Table 13. Cluster in percent by country (Self-made). 

 

By using our cluster analysis in relation to previous research, it is possible to also use Delmas and 

Burbanos organization typology on consumers as well as organizations. Their philosophy about the 

vocal or silent green or brown organizations can be transmitted into behavior instead, just as 

Kågström and Hartwig (2019) suggested was possible. The vocal brown consumers have poor 

environmental performance, but communicates positive about their habits. The silent brown 

consumers have no communication about their bad environmental behavior. The vocal green 

consumers have a good environmental performance and communicates positively about this. Silent 

green consumers are the ones that have no communication about their good environmental choices 

(see model 7). 

 

When looking at our different clusters, it is possible to see that there are several clusters that fit into 

all four of Delmas and Burbanos different categories. A typical vocal brown consumer are the ones 

that say they care about the environment, but does not consume eco-labels. Even though they say 

they care about the environment, they think that eco-labeled products rather focus on profit than the 

environment. In Sweden, this is cluster 4 and 5. Looking at table 13 it is possible to see that these 

groups represent 45 percent of the Swedish respondents. In Norway, it is cluster 1 and 3 (32 

percent) and in Finland (Swe) cluster 1 and 4 (48 percent) and Finland (Fin) cluster 2 (only 1 

percent). Vocal green is quite the opposite. These clusters are very conscious about their 

environmental habits and they try to purchase eco-labels. This is also a group that is good at 

planning to buy eco-labeled and actually implementing their intentions into behavior. Factors such 

as shopping context and social context has little or no impact on this groups actual behavior control, 

and it’s their moral and knowledge that decide what to purchase.  

 

Silent brown consumers are the ones that do not buy eco-labeled products because they have either 

not thought about their shopping behavior or they get affected by shopping and social context. They 

are either quite neutral or negative when it comes to questions about the environment, and choose 
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not to buy eco-labeled products. Depending on what country we are looking at, some of these silent 

brown groups do not buy eco-labels because they shop spontaneous or they think that such products 

are too expensive to purchase. Silent green consumers are the ones that buy eco-labeled products 

without thinking about it, but just having it as a natural first choice when it comes to household and 

food products. This group is often not so affected by social context, relations or other opinion, but 

are more affected by shopping context such as time available, product availability and prices.  

 

Looking at table 13 there are most vocal green consumer among the Finnish speaking Finns (66 

percent), and the least vocal brown consumer with only 1 percent. They also have the most silent 

green consumers when looking at percentage. This could be an indicator on what country have the 

greenest consumers. Since the Swedish speaking Finns are the ones with most vocal brown 

consumers and the Finnish speaking Finns with the least, it is possible to claim that the level of 

environmental friendliness can depend on where you live in the country and what age groups we 

have reached in our survey. Norway does also have a high percentage of silent and vocal green 

consumers, while Sweden have quite evenly divided consumers between the vocal green and vocal 

brown groups. 

 
Model 7. Delmas and Burbanos typology translated to consumer behavior (self-made). 

 

4.3.5 Hypothesis 2b 
Hypothesis 2b: Knowledge will influence the relationship between actual behavior control and 

implementation intentions towards eco-labeled products. 
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A reason for many brown consumers could be as Kar Yan and Yazdanifard (2014, p. 37) claims that 

it is due to insufficient knowledge about eco-labels. As also seen in our cluster analysis, there is a 

big part of the respondents that thinks organizations fail to educate about their eco-labels. 

Knowledge is closely related to Actual Behavior Control (ABC), and the cluster analysis shows that 

the lack of knowledge for some of the consumers, contributes to their actual behavior control where 

they choose not to purchase eco-labels. Consumers having a lot of knowledge (such as green 

consumers) about eco-labeled products are also affected by this and affect their ABC, which again 

will contribute to them implementing their intentions into behavior (Carrington et al., 2010, p. 143; 

Taufique et al., 2017, p. 13; Taufique & Vaithianathan, 2018, p. 53). This confirms hypothesis 2b, 

since knowledge will affect ABC, intentions and behavior.  

 

The vocal brown consumers are the ones that especially contribute to the intention gap between 

intention and behavior. These types of consumers are in general quite positive to the environment, 

but are very affected by shopping context, social context and knowledge and therefore gets easily 

affected when they are choosing what products to buy. Silent green is also a group that is easily 

affected by this, but they have a stronger implemented intention and therefore more often complete 

their intended behavior. Although, they contribute to creating the intention-behavior gap since they 

easily get affected by external factors. Belk (1975, p. 157) claims that situational context (including 

shopping and social context) could either be beneficial or an obstacle for the buying behavior. For 

these consumers, the situational context is more of an obstacle when talking about eco-labeled 

products. This also shows that the marketing mix consisting of the 4Ps (Product, Price, Place and 

Promotion) are external factors that has a big impact on eco-labeled products (Rex & Baumann, 

2007, p. 574). 

 

Vocal green is the group that plan ahead when to buy eco-labels and have strong implementation 

intentions. Because of this, they seem to accomplish their actual behavior control and implement 

their intentions into behavior. Therefore, they do not contribute to the intention-behavior gap in 

such a big extent as the silent green and vocal brown. Silent brown does not have any intentions in 

behaving more environmentally friendly and therefore actively choose to not buy eco-labeled 

products. They do not contribute in creating the gap, since they never had any intentions to begin 

with. 
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4.4 Structural equation modeling 
 

 
Model 8. Structural Equation Model (SmartPLS) 

 
Figure 1. F-square of SEM (SmartPLS). 
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Model 8 shows our Structural Equation Model made in SmartPLS and it is possible to see the 

different paths of correlation between our variables. This SEM model is considering all the four 

different surveys into one model. This could therefore be a summary of all our responses from the 

three different countries. To be able to implement our survey questions and results into the model, 

the different questions have been divided into groups. For example, are knowledge questions 

shortened to “know” and the different numbers behind “know” represent different questions.  

 

IntA= Implementation intentions questions in general    

IntB = Implementation intentions questions about localization 

IntC = Implementation intentions questions about spontaneity 

Moral = Moral questions 

Know = Knowledge questions 

ABC = Actual Behavior Control questions 

Habits = Habits questions 

Shop = Shopping context questions 

Soc = Social context questions 

Rel = Relations questions 

 

The lines between the circles represent the correlation between the different variables, the numbers 

between the circle and square are called factor loadings and the number inside the circles are called 

R square and is the percent of the variance. It is possible to view our SEM model as a summarizing 

of all our hypothesis and results. When using this model, we get an overview on how all our 

variables connect and how strong the connection is. 

 

4.4.1 Hypothesis 0 
Hypothesis 0: Intentions have no significant effect on behavior towards eco-labeled products. 

 

Hypothesis 0 can be rejected since it is possible to see a strong correlation of 0,873 between 

implementation intentions and behavior. When doing the bootstrapping test in SmartPLS it was 

possible to see that this was rejected as well, because of the high value between implementation 

intention and behavior (appendix 5). The fact that this hypothesis is rejected agrees with previous 

research that the intention to do something pro-environmental has a big impact on the actual 

behavior of the consumer (Carrington et al., 2010, 139; Ajzen, 1991; Grimmer & Miles, 2017, p. 4). 
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4.4.2 Hypothesis 1a 
H1a: Implementation intention will positively influence the purchase behavior towards eco-labeled 

products. 

 

This hypothesis is confirmed because of the strong correlation (0,873) between the variables of 

implementation intention and behavior. This confirms previous research and the aim of Carrington 

et al. (2010) model about planned shopping intentions having a positive effect on the shopping 

behavior of different products (Carrington et al., 2010, p. 140). This study confirms that it has a 

positive effect on eco-labels in particular. When people plan their shopping behavior when going 

shopping, there is higher probability that they actually implement their plan about buying eco-

labeled products. When looking at the cluster analysis, it was possible to see that vocal green and 

silent green was the groups that planned to shop eco-labels and also the ones that actually did buy it. 

Vocal brown claimed to try to buy eco-labels but did not do so when actually going shopping. As 

Grimmer and Miles (2017, p. 4) claimed, a planned intention is more concrete and have more 

strength, which is why it is more likely to occur. For the vocal brown consumers, Gollwitzer’s 

(1999, p. 493) claim about “good intention having bad reputation” is true, since this group did not 

have any implementation intentions.  

 

4.4.3 Hypothesis 1b  
H1b: Consumers moral will influence the relationship between implementation intentions and 

purchase behavior towards eco-labeled products. 

 

Hypothesis 1b is rejected because of the low correlation between moral and implementation 

intention, and this will have little effect on intentions and the consumers behavior (0,118). 

Consumers seem not to think about their moral values going into the store, but are more focused on 

buying what they actually need while taking shopping and social context into consideration. Silent 

green, for example, are a group of consumers that have good environmental intentions, implement 

them, but rather focus on the situational context rather than their moral attitudes. Even though they 

are environmental conscious and implement their intentions, they do not think moral has such a big 

effect on them as for example shopping context and social context has in the exact buying moment. 

Even though our Bootstrapping (appendix 5) shows a significant value over 1,96, the f-square seen 

in figure 1 (f-square model) shows us that moral will have a very small effect on implementation 

intention. Another name for f-square is the effect size and tells us that this will have little to no 

effect on other variables. Moral will therefore not have a big impact on consumers implementation 

intention and purchase behavior when it comes to eco-labeled products.  
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Taufique and Vaithianathan (2018, p. 52) claim that moral is one of the most important factors 

when implementing intentions and planning a behavior. Although our result shows the quite 

opposite, and that moral has no effect on how consumers plan their intentions. According to our 

results, knowledge is a big factor that has an effect on implementation intention, rather than moral. 

This could be because of the fact that people need to be better informed and have better knowledge 

about eco-labeled products before they could form a certain moral towards eco-labels. When talking 

about eco-labels most people do not have a strong moral connected to these products, but have more 

moral attitudes towards bigger environmental issues rather than such specific products.  

 

4.4.5 Hypothesis 2a 
H2a: Actual behavior control (ABC) will positively influence the relationship between 

implementation intentions and purchase behavior of eco-labeled products. 

 

When looking at the correlation between ABC and implementation intention of 0,677 it is possible 

to claim that hypothesis 2a is confirmed. Actual behavior control will therefore have an impact on 

how the consumer intend to behave and their actual behavior. Carrington (2010, p. 143) defines 

ABC as the performance of the intention of the consumer. It is all about being able to control your 

action when going into the store to buy eco-labels. When mentally preparing and developing the 

buying scenario in your head before buying it, it will be more likely that you actually implement 

your plan into behavior. When for example our “green” consumers think about themselves going to 

buy a specific eco-labeled product when they plan to go shopping, there is higher probability that 

they actually will accomplish it. Therefore, our hypothesis is confirmed and ABC will have an 

effect in trying to close the gap between intentions and behavior.  

 

4.4.6 Hypothesis 3a 
Hypothesis 3a: Situational context will influence the relationship between implementation 

intentions and consumer behavior towards eco-labeled products, either positive or negative. 

 

When looking at our cluster analysis it was possible to see that the vocal brown consumers were 

very affected by situational context when it came to implementing their intentions. This group is the 

only one that got so affected by this. When looking at the SEM model, it is possible to see that the 

correlation between situational context and implementation intention for all the countries together is 

not that strong (0,141). When looking at the effect model (figure 1) the effect between situational 

context and implementation intention is not big enough to claim that it has a big effect. Even though 

the bootstrapping shows the relation between these two variables is significant, it is not significant 
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enough to be of importance in our analysis. Therefore, hypothesis 3a is only partly confirmed and 

situational context have no or little significant importance when the consumers plan their intentions 

and behaviors ahead. It is only partly rejected because of the cluster analysis where vocal brown is a 

consumer group that is affected by this. 

 

4.4.7 Hypothesis 3b  
Hypothesis 3b: Relations will influence the relationship between the implementation intentions and 

purchase behavior towards eco-labeled products. 

 

The variable “relations” do not have a direct effect on implementation intentions and behavior, and 

will therefore have little influence on the relationship between planned intentions and behavior. 

Therefore, hypothesis 3b is only partly confirmed. Relations will have a big impact on situational 

context which again will have no or little effect on implementation intentions. When looking at the 

factor analysis, it is possible to see that especially the Swedish speaking Finns and Norwegians 

behavior does get affected by their closest relations. Even though this has an effect on the behavior, 

it does have a small effect on the planned intentions, which is why this hypothesis is only partly 

confirmed. Peoples relations is not contributing to people planning their intentions or behavior any 

closer than if they were to go shopping spontaneously.  

 

Even though relations do not have a direct effect on planned intentions, it does have an effect on 

actual behavior as Meijer et al. (2018, p. 19) claims. When people’s close relations purchase eco-

labeled products, this person feels like making a justification of their own bad environmentally 

choices, like not purchasing eco-labels. Close relations can also have a positive effect on someone 

behavior, by being a good influence or buying such products to prove themselves in front of others. 

These results are possible to read based on both the cluster analysis and factor analysis, where 

relations have scored quite high in certain consumer groups. Depending on the consumer group, 

close relations could either close or widen the intention-behavior gap. For the green consumers, 

their relations only have a positive effect on their behavior and will close the gap. The brown 

consumers are more easily affected negatively by close relations, which could create an even bigger 

gap. 

 

 

 

 

 



Doksaeter & Nordman 

64 
 

5. Final discussion and recommendations 
 

The purpose of this study was to analyze consumers intention-behavior gap towards eco-labeled 

products. As a theoretical framework, Carrington et al.’s (2010) model was used in combination 

with more recent studies regarding different variables. Such variables were relations, moral and 

knowledge, all of them related to the Carrington model. The results and analysis show that it does 

exist a gap between intention and behavior, but it also depends on the consumer group. Variables 

such as implementation intention, actual behavior control, knowledge and partly situational context 

will contribute to closing this gap. Model 9 demonstrates the variables included in this study in a 

SEM model. Here it is possible to see the different correlations between the variables and what 

factors affect implementation intention which again will affect the purchase behavior. 

 

 
Model 9. Summary of the SEM model variables (self-made). 
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By planning your intentions and how to implement this behavior at the actual time of purchasing, 

will make it easier and more concrete to actually implement the behavior, which will close the 

intention gap just as actual behavior control will. With more knowledge around eco-labels and 

better information from the companies, it will close the gap since uncertainty about what the eco-

labels represent and stand for is one of the biggest contributions to the intention-behavior gap. By 

being more informative and be more open about how the consumers help the environment by 

buying eco-labels, the sale and market share for eco-labels could increase. By raising knowledge, it 

would be easier for the consumer to plan their intention and actually pursue them when shopping. 

Situational context does not help the consumer implement the intentions, but is rather a variable that 

affects the consumer at the exact point of purchase. In table 14 it is possible to see a summary of the 

different outcomes of the hypothesis testing. 

 

Hypothesis Confirmed Partially 

Confirmed 

Rejected 

Hypothesis 0: 

Intentions have no significant effect on behavior 

towards eco-labeled products. 

  

 

Hypothesis 1a: 

Implementation intention will positively influence the 

purchase behavior towards eco-labeled products. 
 

  

Hypothesis 1b: 

Consumers moral will influence the relationship 

between implementation intentions and purchase 

behavior towards eco-labeled products. 

  

 

Hypothesis 2a: 

Actual behavior control will positively influence the 

relationship between implementation intentions and 

purchase behavior of eco-labeled products. 
 

  

Hypothesis 2b: 

Knowledge will influence the relationship between 

actual behavior control and implementation intentions 

towards eco-labeled products. 
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Hypothesis 3a: 

Situational context will influence the relationship 

between implementation intentions and consumer 

behavior towards eco-labeled products, either positive 

or negative. 

 

 

 

Hypothesis 3b: 

Relations will influence the relationship between the 

implementation intentions and purchase behavior 

towards eco-labeled products. 

 

 

 

Table 14. Summary of the study's hypothesis testing. 

 
Model 10. New and modified Carrington et al. (2010) model (self-made). 

 

In our cluster analysis, it was possible to see that it exists different kinds of consumer groups when 

talking about attitude towards eco-labels. It was possible to identify these groups and name them 

after Delmas and Burbanos organization typology. It was also possible to convert this organization 

model into a consumer model to fit consumers instead. Therefore, it is possible to develop the 

Carrington et al.’s (2010) model and extend it by adding the four different kinds of behavior that we 

found through our cluster analysis (see model 10). By using this new model, it could be easier for 

organizations to realize that to be able to close the intention-behavior gap, there needs to be specific 

modifications between these groups. By analyzing vocal and silent, green and brown consumers, it 

would be possible to see where the gap is created or how the gap is closed. The vocal green 

consumers have a smaller gap than vocal brown because the green consumer plan their actions 

better and have more knowledge about the products. By using this, it could be possible to identify 
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where it goes wrong for the vocal brown consumer in the shopping process. This could be useful 

information in advertising eco-labeled products and in adjusting the green marketing mix and the 

4Ps. 

 

5.1 Business implication  
In conclusion, it is more beneficial for organizations to have genuine environmental commitment 

and for consumers to have more knowledge around eco-labels and get better information from the 

companies. This study shows that the gap between intention and behavior does exist and variables 

such as implementation intention, actual behavior control, knowledge and partly situational context 

will contribute to closing this gap. Organizations and marketers could use this result when 

marketing eco-labels and in the sales process as well as planning it. Results show that organizations 

need to be better at implementing more information and knowledge about their eco-labeled 

products, which could be used in marketing. Another reason for raising the knowledge about eco-

labeled products, is that many consumers seem to think that there are a lot of greenwashing 

involved in such kind of products. Therefore, it is important that organizations and marketers are 

spreading a well explained and understanding message about their products. If the consumers don’t 

trust the brand or the product, they will not buy it. 

 

When people plan their behavior, they tend to actually implement the behavior, which could be 

used in the marketing process. By giving people coupons or information about the products on 

different platforms before the consumer enters the store, it would be more likely that they plan their 

shopping behavior, which again will lead to it being more likely they buy the products. Such 

platforms could be customized advertising through social media, apps, mail, flyers/mail through 

mailbox. Consumers that want to be better at shopping eco-labeled products could also use the 

result by trying to be more aware of their shopping behavior and actually plan their intention and 

behavior. Consumers scared about greenwashing could also find more information about the 

different labels, and choose some labels that fit the consumers mindset and values.  

 

Governments could also use these results in management work and administrative actions. 

Consumers show through the survey that they think their actions could affect future generations, 

which is why many consumers choose to buy eco-labeled. People in general do not want to destroy 

the planet for the future generations, and there are only a few silent brown consumers that do not 

believe that eco-labels contribute to saving the environment. Therefore, the government could use 

this by implementing the Hartwick rule in general in society. This rule is defined as the amount of 

investment in produced capital that is needed to exactly offset declining stocks on non-renewable 

resources subject to the constraint that future generations are left no worse off than the current 
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generation. By considering what to do with the scarcity rent, they could contribute to make sure 

than future generation would be better off and maintain the country’s GDP also in the future. By 

doing this, both consumers and the government would be fighting for a better and more sustainable 

future for the coming generations. When the government is contributing to sustainability in society, 

they set of a good example for the consumers.  

 

• Organizations need to implement more information and knowledge about their eco-labels 

towards the consumers. 

• Organizations should reduce Greenwashing by spreading correct information. 

• Consumers should be more aware of their shopping behaviors to make sure it matches their 

intentions.  

• Governments should implement the Hartwick rule in general in society. 

 

5.2 Theoretical implication  
The theoretical implication of this study is about the existing intention-behavior gap regarding eco-

labeled products whiten the household- and food market, and how it could be possible to close this 

gap. A further development of Carrington et al.’s (2010) model was made with more variables 

connected to the model, and Delmas and Burbanos typology has also been translated to consumer 

and implemented into this new model. Through the new model (model 10) it is possible to 

determine how to close the gap, as well as being aware that there are many different types of 

consumer groups, and that each group may need special modifications to be able to implement eco-

labels in their everyday shopping behavior. 

 

The theoretical framework of this study was Carrington et al.’s (2010) version of intention-behavior 

gap. By looking at previous research and testing our hypothesis, we further developed this model 

and implemented other variables such as moral, knowledge and relations. Moral was one of the 

variables that had no significant effect on the planned intentions, which was something that was 

quite the opposite of previous research. Our results show that it does not have a big enough effect to 

state it has an implication. Although, moral could have an effect on other variables affecting the 

actual behavior, but these are not explored in this study. Knowledge has a big impact on people's 

implementation intention and is one of the theoretical implications that could be useful for business 

implication and future research as well. Relations have somewhat an effect on intentions, but this 

was only partly confirmed through our study.   

When looking at model 10, it is possible to see that behavior has been divided into four different 

groups which represent different consumers and their attitudes towards eco-labels. These four 

groups are based on Delmas and Burbanos (2011) organization typology, which has been translated 
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into consumer behavior instead on organizations. Through this study the results showed that it was 

possible to divide consumers into these groups when talking about eco-labels.  

 

• Delmas and Burbanos organization typology can be translated into consumer behavior. 

• Moral has no significant effect on implementation intention. 

• Knowledge has a big impact on people's implementation intention. 

• Relations has some effect on consumers implementation intentions. 

 

5.3 Future research 
The analysis shows a difference between the countries regarding consumers intention-behavior gap 

towards eco-labeled products. We can even see a difference between the two native languages in 

Finland. In our cluster analysis, it was possible to see that there exist different kinds of consumer 

groups when talking about attitude towards eco-labels, which was named after Delmas and 

Burbanos organization typology. Because of this, we find it interesting for future research to 

analyze cultural differences regarding consumers intention-behavior gap towards eco-labeled 

products. 

 

Another suggestion for future research is to analyze how to increase the credibility towards eco-

labeled products. Rademaker, Royne, and Wahlund (2015, p. 805) claims that efficiently green 

marketing should not only focus on a company’s product supply chain, products, production 

processes and its packaging. It should also involve the company’s communication strategy 

including advertising media choice and eco-media information. This should be based on targeted 

customers’ existing eco-media perceptions. Our analysis show that almost all respondents have 

answered that companies are not sharing enough information about their eco-labeled products. With 

more knowledge around eco-labels and better information from the companies, it could close the 

intention-behavior gap since uncertainty about what the eco-labels represent and stand for is one of 

the biggest reasons for the existing intention-behavior gap. 
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Appendix 
 
Appendix 1 - Swedish survey 
 

Variable Questions Response alternatives 

Demographics 1.     Ålder ·      Under 15 år 

·      16–18 år 

·      19–24 år 

·      25–34 år 

·      35–44 år 

·      45–54 år 

·      55–64 år 

·      65 år och över 

 
2.     Kön Kvinna 

Man 

Vill ej ange 

 
3.     Ange din utbildning Grundskoleutbildning 

Yrkesutbildning/lärling 

Gymnasieutbildning 

Kandidatexamen/Bachelor 

Magister/Master 

Doktorandexamen 

 
4.     Individuell månadsinkomst i svenska 

kronor före skatt 

0–14 999 

15 000–24 999 

25 000–49 999 

50 000–79 999 

80 000 och över 

Vill ej ange 

Environmental 

habits 

5.     Jag anser att det är viktigt att värna om 

miljön i samhället 

1–7 Likert scale 

Håller inte med-Håller 

med 



Doksaeter & Nordman 

80 
 

 
6.     Jag köper inga produkter som kan skada 

miljön  

1–7 Likert scale 

Håller inte med-Håller 

med 

 
7.     Jag återvinner alltid 1–7 Likert scale 

Håller inte med-Håller 

med 

 
8.     Jag väljer miljömärkta produkter för att 

det är bra för min hälsa 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
9.     Jag väljer miljömärkta produkter på 

grund av min oro över miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
10.  Jag väljer miljömärkta produkter för att 

jag bryr mig om djurens välbefinnande 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
11.  Jag köper aldrig miljömärkta produkter 1–7 Likert scale 

Håller inte med-Håller 

med 

 
12.  Jag anser mig själv som en 

miljömedveten person 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
13.  Jag tycker att det är för mycket 

uppståndelse kring miljömärkta 

produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

Implementation 

Intention 

14.  Nästa gång jag handlar planerar jag att 

köpa miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 
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15.  När jag handlar har jag oftast bestämt 

mig i förväg att handla miljömärkta 

produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
16.  Jag köper bara miljömärkta produkter 

när jag har planerat när, var och hur jag 

ska köpa produkten 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
17.  Jag köper miljömärkta produkter för att 

jag alltid försöker vara medveten om 

vilka produkter jag köper 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
18.  Jag köper inte miljömärkta produkter 

eftersom jag glömmer bort det när jag 

handlar 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
19.  Om jag inte köper miljömärkta produkter 

beror det på att produkterna inte fanns i 

butiken 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
20.  Om jag inte köper miljömärkta produkter 

beror det på att jag inte hittade 

produkterna i butiken 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
21.  Jag köper inte miljömärkta produkter 

eftersom att jag ofta har tidsbrist när jag 

handlar 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
22.  Om jag inte köper miljömärkta produkter 

så beror det på att jag handlar spontant 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
23.  Jag köper miljömärkta produkter utan att 

tänka mig för 

1–7 Likert scale 

Håller inte med-Håller 

med 
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Actual behavior 

control (ABC) 

24.  Jag tror att miljömärkta produkter 

snarare fokuserar på vinst än på miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
25.  Miljömärkta produkter tar hänsyn till 

kommande generationer när de fokuserar 

på miljömärkning 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
26.  Jag kan aldrig vara säker på ifall den 

miljömärkta produkten ger sanningsenlig 

information 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
27.  Jag anstränger mig för att köpa 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

Social context 28.  Min familj och vänner tycker att 

konsumtionen av miljömärkta produkter 

bidrar till en bättre miljö 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
29.  Min familj och vänner dömer mig om jag 

inte köper miljömärkt 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
30.  Min familj och vänner berömmer mig 

om jag köper miljömärkt 

1–7 Likert scale 

Håller inte med-Håller 

med 

Relations 31.  Personer i min närmsta omgivning köper 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
32.  Mitt köp påverkas av min närmaste 

omgivning 

1–7 Likert scale 

Håller inte med-Håller 

med 
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33.  Min närmaste omgivning köper 

miljömärkta produkter därför behöver 

inte jag göra det 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
34.  Jag skulle köpa miljömärkta produkter 

för att min närmaste omgivning skulle 

tycka bättre om mig 

1–7 Likert scale 

Håller inte med-Håller 

med 

Shopping context 35.  Mitt köp påverkas av speciella 

erbjudanden och rabatter 

                

1–7 Likert scale 

Håller inte med-Håller 

med 

 
36.  Mitt köp påverkas av speciella 

erbjudanden och rabatter när det gäller 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
37.  Jag tror inte att miljömärkta produkter är 

bättre än icke-miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
38.  Jag köper inte miljömärkta produkter på 

grund av dyrare priser 

1–7 Likert scale 

Håller inte med-Håller 

med 

Moral 39.  Jag är inte orolig för miljön, eftersom 

miljöproblem kan hanteras senare  

1–7 Likert scale 

Håller inte med-Håller 

med 

 
40.  Jag anser att miljömärkta produkter når 

en hög etisk standard 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
41.  Genom att köpa miljömärkta produkter 

kan jag göra en positiv skillnad för 

miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 
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Knowledge 42.  Jag köper inte miljömärkta produkter för 

att jag inte litar på miljömärkningen 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
43.  Jag tycker att företag är duktiga på att 

uppge information om miljömärkningen 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
44.  Jag tycker miljömärkning utstrålar 

miljövänlighet 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
45.  Jag tycker miljömärkning utstrålar 

trovärdighet 

1–7 Likert scale 

Håller inte med-Håller 

med 
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Appendix 2 - Norwegian survey 
 

Variable Questions Response alternatives 

Demographics 1.     Alder ·      Under 15 år 

·      16–18 år 

·      19–24 år 

·      25–34 år 

·      35–44 år 

·      45–54 år 

·      55–64 år 

·      65 år og over 

 
2.     Kjønn Kvinne 

Mann 

Vil ikke uppgi 

 
3.     Utdanning Grunnskole 

Yrkesutdanning/lærling 

Videregående 

Bachelor 

Master 

Doktorgrad 

 
4.     Individuell månedsinntekt i norske kroner 

før skatt 

0–14 999 

15 000–24 999 

25 000–49 999 

50 000–79 999 

80 000 och över 

Vil ikke oppgi 

Environmental 

habits 

5.     Jeg mener det er viktig å verne om miljøet i 

samfunnet 

1–7 Likert scale 

Uenig-Enig 

 
6.     Jeg kjøper ingen produkter som kan skade 

miljøet 

1–7 Likert scale 

Uenig-Enig 
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7.     Jeg resirkulerer alltid 1–7 Likert scale 

Uenig-Enig 

 
8.     Jeg velger miljømerkede produkter fordi det 

er bra for min helse 

1–7 Likert scale 

Uenig-Enig 

 
9.     Jeg velger miljømerkede produkter på 

grund av at jeg er urolig for miljøet 

1–7 Likert scale 

Uenig-Enig 

 
10.  Jeg velger miljømerkede produkter for att 

jeg bryr med om dyrenes velferd 

1–7 Likert scale 

Uenig-Enig 

 
11.  Jeg kjøper aldri miljømerkede produkter 1–7 Likert scale 

Uenig-Enig 

 
12.  Jeg anser meg selv som en miljøbevisst 

person 

1–7 Likert scale 

Uenig-Enig 

 
13.  Jeg synes det er for mye oppmerksomhet 

rundt miljømerkede produkter 

1–7 Likert scale 

Uenig-Enig 

Implementation 

Intention 

14.  Neste gang jeg handler planerer jeg å kjøpe 

miljømerkede produkter 

1–7 Likert scale 

Uenig-Enig 

 
15.  Når jeg handler har jeg som oftest bestemt 

meg i forvei for å handle miljømerkede 

produkter 

1–7 Likert scale 

Uenig-Enig 

 
16.  Jeg kjøper bare miljømerkede produkter når 

jeg har planert når, hvor og hvordan jeg 

skal kjøpe produktet 

1–7 Likert scale 

Uenig-Enig 
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17.  Jeg kjøper miljømerkede produkter for att 

jeg alltid prøver å være bevisst om hvilke 

produkter jeg kjøper 
 

1–7 Likert scale 

Uenig-Enig 

 
18.  Jeg kjøper ikke miljømerkede produkter 

siden jeg ofte glemmer det når jeg handler 

1–7 Likert scale 

Uenig-Enig 

 
19.  Om jeg ikke kjøper miljømerkede produkter 

så er det fordi produktene ikke fantes i 

butikken 
 

1–7 Likert scale 

Uenig-Enig 

 
20.  Om jeg ikke kjøper miljømerkede produkter 

er det for at jeg ikke fant produktene i 

butikken 

1–7 Likert scale 

Uenig-Enig 

 
21.  Jeg kjøper ikke miljømerkede produkter 

siden jeg ofte har dårlig tid når jeg handler 

1–7 Likert scale 

Uenig-Enig 

 
22.  Om jeg ikke kjøper miljømerkede produkter 

gjør jeg det for at jeg ofte handler andre 

produkter spontant 
 

1–7 Likert scale 

Uenig-Enig 

 
23.  Jeg kjøper miljømerkede produkter uten å 

tenke meg for 

1–7 Likert scale 

Uenig-Enig 

Actual behavior 

control (ABC) 

24.  Jeg tror at miljømerkede produkter snarere 

fokuserer på vinst enn miljø 

1–7 Likert scale 

Uenig-Enig 
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25.  Miljømerkede produkter tar hensyn til 

kommende generasjoner når de fokuserer 

på miljømerkinger 

1–7 Likert scale 

Uenig-Enig 

 
26.  Jeg kan aldri være sikker på at det 

miljømerkede produktet oppgir sann 

informasjon 

1–7 Likert scale 

Uenig-Enig 

 
27.  Jeg anstrenger meg for å kjøpe 

miljømerkede produkter 

1–7 Likert scale 

Uenig-Enig 

Social context 28.  Min familie og venner synes av 

konsumpsjonen av miljømerkede produkter 

bidrar til bedre miljø 
 

1–7 Likert scale 

Uenig-Enig 

 
29.  Min familie og venner dømmer meg om jeg 

ikke kjøper miljømerkede produkter 
 

1–7 Likert scale 

Uenig-Enig 

 
30.  Min familie og venner berømmer meg om 

jeg kjøper miljømerkede produkter 

1–7 Likert scale 

Uenig-Enig 

Relations 31.  Personer i min nærmeste omgivelse kjøper 

miljømerkede produkter 

1–7 Likert scale 

Uenig-Enig 

 
32.  Mine kjøp påvirkes av min nærmeste 

omgivelse 
 

1–7 Likert scale 

Uenig-Enig 

 
33.  Min nærmeste omgivelse kjøper 

miljømerkede produkter, og derfor behøver 

ikke jeg å gjøre det. 

1–7 Likert scale 

Uenig-Enig 
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34.  Jeg kjøper miljømerkede produkter for å få 

min nærmeste omgivelse til å like meg 

bedre 

1–7 Likert scale 

Uenig-Enig 

Shopping context 35.  Mine kjøp påvirkes av spesielle tilbud og 

rabatter 

                

1–7 Likert scale 

Uenig-Enig 

 
36.  Mine kjøp påvirkes av spesielle tilbud og 

rabatter når det gjelder miljømerkede 

produkter 

1–7 Likert scale 

Uenig-Enig 

 
37.  Jeg tror ikke at miljømerkede produkter er 

bedre en produkter uten miljømerking 

1–7 Likert scale 

Uenig-Enig 

 
38.  Jeg kjøper ikke miljømerkede produkter på 

grund av dyrere priser 

1–7 Likert scale 

Uenig-Enig 

Moral 39.  Jeg er ikke bekymret for miljøet, siden 

miljøproblemer kan håndteres senere 

1–7 Likert scale 

Uenig-Enig 

 
40.  Jeg anser at miljømerkede produkter når en 

høy etisk standard 

1–7 Likert scale 

Uenig-Enig 

 
41.  Gjennom å kjøpe miljømerkede produkter 

kan jeg gjøre en positiv forskjell for miljøet 

 

 

 
 

1–7 Likert scale 

Uenig-Enig 
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Knowledge 42.  Jeg kjøper ikke miljømerkede produkter 

fordi jeg ikke stoler på miljømerkinger 

1–7 Likert scale 

Uenig-Enig 

 
43.  Jeg synes foretak er flinke på å oppgi 

informasjon om deres miljømerking 

1–7 Likert scale 

Uenig-Enig 

 
44.  Jeg synes miljømerkede produkter utstråler 

miljøvennlighet 

1–7 Likert scale 

Uenig-Enig 

 
45.  Jeg synes miljømerkede produkter utstråler 

troverdighet 

1–7 Likert scale 

Uenig-Enig 
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Appendix 3 - Finnish/Swedish survey 
 

Variable Questions Response alternatives 

Demographics 1.     Ålder ·      Under 15 år 

·      16–18 år 

·      19–24 år 

·      25–34 år 

·      35–44 år 

·      45–54 år 

·      55–64 år 

·      65 år och över 

 
2.     Kön Kvinna 

Man 

Vill ej ange 

 
3.     Ange din utbildning Grundskoleutbildning 

Yrkesutbildning/lärling 

Gymnasieutbildning 

Kandidatexamen/Bachelor 

Magister/Master 

Doktorandexamen 

 
4.     Individuell månadsinkomst i euro före 

skatt 

0–1 499 

1 500–2 499 

2 500–4 999 

5 000–7 999 

8 000 och över 

Vill ej ange 

Environmental 

habits 

5.     Jag anser att det är viktigt att värna om 

miljön i samhället 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
6.     Jag köper inga produkter som kan skada 

miljön  

1–7 Likert scale 

Håller inte med-Håller 

med 
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7.     Jag återvinner alltid 1–7 Likert scale 

Håller inte med-Håller 

med 

 
8.     Jag väljer miljömärkta produkter för att 

det är bra för min hälsa 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
9.     Jag väljer miljömärkta produkter på 

grund av min oro över miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
10.  Jag väljer miljömärkta produkter för att 

jag bryr mig om djurens välbefinnande 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
11.  Jag köper aldrig miljömärkta produkter 1–7 Likert scale 

Håller inte med-Håller 

med 

 
12.  Jag anser mig själv som en 

miljömedveten person 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
13.  Jag tycker att det är för mycket 

uppståndelse kring miljömärkta 

produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

Implementation 

Intention 

14.  Nästa gång jag handlar planerar jag att 

köpa miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
15.  När jag handlar har jag oftast bestämt 

mig i förväg att handla miljömärkta 

produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 
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16.  Jag köper bara miljömärkta produkter 

när jag har planerat när, var och hur jag 

ska köpa produkten 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
17.  Jag köper miljömärkta produkter för att 

jag alltid försöker vara medveten om 

vilka produkter jag köper 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
18.  Jag köper inte miljömärkta produkter 

eftersom jag glömmer bort det när jag 

handlar 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
19.  Om jag inte köper miljömärkta produkter 

beror det på att produkterna inte fanns i 

butiken 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
20.  Om jag inte köper miljömärkta produkter 

beror det på att jag inte hittade 

produkterna i butiken 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
21.  Jag köper inte miljömärkta produkter 

eftersom att jag ofta har tidsbrist när jag 

handlar 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
22.  Om jag inte köper miljömärkta produkter 

så beror det på att jag handlar spontant 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
23.  Jag köper miljömärkta produkter utan att 

tänka mig för 

1–7 Likert scale 

Håller inte med-Håller 

med 

Actual behavior 

control (ABC) 

24.  Jag tror att miljömärkta produkter 

snarare fokuserar på vinst än på miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 
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25.  Miljömärkta produkter tar hänsyn till 

kommande generationer när de fokuserar 

på miljömärkning 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
26.  Jag kan aldrig vara säker på ifall den 

miljömärkta produkten ger sanningsenlig 

information 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
27.  Jag anstränger mig för att köpa 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

Social context 28.  Min familj och vänner tycker att 

konsumtionen av miljömärkta produkter 

bidrar till en bättre miljö 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
29.  Min familj och vänner dömer mig om jag 

inte köper miljömärkt 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
30.  Min familj och vänner berömmer mig 

om jag köper miljömärkt 

1–7 Likert scale 

Håller inte med-Håller 

med 

Relations 31.  Personer i min närmsta omgivning köper 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
32.  Mitt köp påverkas av min närmaste 

omgivning 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
33.  Min närmaste omgivning köper 

miljömärkta produkter därför behöver 

inte jag göra det 

1–7 Likert scale 

Håller inte med-Håller 

med 



Doksaeter & Nordman 

95 
 

 
34.  Jag skulle köpa miljömärkta produkter 

för att min närmaste omgivning skulle 

tycka bättre om mig 

1–7 Likert scale 

Håller inte med-Håller 

med 

Shopping context 35.  Mitt köp påverkas av speciella 

erbjudanden och rabatter 

                

1–7 Likert scale 

Håller inte med-Håller 

med 

 
36.  Mitt köp påverkas av speciella 

erbjudanden och rabatter när det gäller 

miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
37.  Jag tror inte att miljömärkta produkter är 

bättre än icke-miljömärkta produkter 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
38.  Jag köper inte miljömärkta produkter på 

grund av dyrare priser 

1–7 Likert scale 

Håller inte med-Håller 

med 

Moral 39.  Jag är inte orolig för miljön, eftersom 

miljöproblem kan hanteras senare  

1–7 Likert scale 

Håller inte med-Håller 

med 

 
40.  Jag anser att miljömärkta produkter når 

en hög etisk standard 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
41.  Genom att köpa miljömärkta produkter 

kan jag göra en positiv skillnad för 

miljön 

1–7 Likert scale 

Håller inte med-Håller 

med 

Knowledge 42.  Jag köper inte miljömärkta produkter för 

att jag inte litar på miljömärkningen 

1–7 Likert scale 

Håller inte med-Håller 

med 
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43.  Jag tycker att företag är duktiga på att 

uppge information om miljömärkningen 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
44.  Jag tycker miljömärkning utstrålar 

miljövänlighet 

1–7 Likert scale 

Håller inte med-Håller 

med 

 
45.  Jag tycker miljömärkning utstrålar 

trovärdighet 

1–7 Likert scale 

Håller inte med-Håller 

med 
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Appendix 4 - Finnish survey 
 

Variable Questions Response alternatives 

Demographics 1.     Ikä Alle 15 vuotta 

16–18 vuotta 

19–24 vuotta 

25–34 vuotta 

35–44 vuotta 

45–54 vuotta 

55–64 vuotta 

65 vuotta tai yli 

 
2.     Sukupuoli Nainen 

Mies 

En halua ilmoittaa 

 
3.     Anna koulutuksesi Perusopetus 

Ammatillinen 

perustutkinto 

Ylioppilastutkinto 

Alempi 

korkeakoulututkinto 

Ylempi 

korkeakoulututkinto 

Tohtorin tutkinto 

 
4.     Henkilökohtaiset ansiotulot euroina ennen 

veroja 

0–1 499 

1 500–2 499 

2 500–4 999 

5 000–7 999 

8 000 ja yli 

En halua ilmoittaa 
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Environmental 

habits 

5.     Pidän tärkeänä ympäristön suojelemista 

yhteiskunnassa 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
6.     En osta tuotteita jotka voivat vahingoittaa 

ympäristöä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
7.     Kierrätän aina 1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
8.     Valitsen ympäristömerkittyjä tuotteita oman 

terveyteni vuoksi 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
9.     Valitsen ympäristömerkittyjä tuotteita, koska 

olen huolestunut ympäristöstä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
10.  Valitsen ympäristömerkittyjä tuotteita, koska 

eläinten hyvinvointi on minulle tärkeää 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
11.  En koskaan osta ympäristömerkittyjä 

tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
12.  Pidän itseäni ympäristötietoisena ihmisenä 1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
13.  Mielestäni ympäristömerkittyjen tuotteiden 

ympärillä on liikaa hälyä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 
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Implementation 

Intention 

14.  Seuraavan kerran kun ostan, aion ostaa 

ympäristömerkittyjä tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
15.  Kun ostan, olen yleensä päättänyt ostaa 

ympäristömerkittyjä tuotteita etukäteen 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
16.  Ostan vain ympäristömerkittyjä tuotteita, 

kun olen suunnitellut, milloin, missä ja miten 

ostan näitä tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
17.  Ostan ympäristömerkittyjä tuotteita, koska 

yritän aina olla tietoinen niistä tuotteista joita 

ostan  
 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
18.  En osta ympäristömerkittyjä tuotteita, koska 

unohdan asian kun olen kaupassa 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
19.  Jos en osta ympäristömerkittyjä tuotteita, se 

johtuu siitä että ympäristömerkittyjä tuotteita 

ei ole saatavilla myymälässä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
20.  Jos en osta ympäristömerkittyjä tuotteita, se 

johtuu siitä, että en löytänyt tuotteita 

kaupasta  

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
21.  En osta ympäristömerkittyjä tuotteita, koska 

minulla on usein kiire kun olen kaupassa 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 
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22.  Jos en osta ympäristömerkittyjä tuotteita, se 

johtuu siitä, että ostan spontaanisti  
 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
23.  Ostan ympäristömerkittyjä tuotteita 

ajattelematta sitä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

Actual behavior 

control (ABC) 

24.  Mielestäni ympäristömerkityt tuotteet 

keskittyvät enemmän voittoon kuin 

ympäristöön  

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
25.  Ympäristömerkityt tuotteet huomioivat 

tulevat sukupolvet keskittyen 

ympäristömerkkiin 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
26.  En voi koskaan olla varma antaako 

ympäristömerkitty tuote totuudenmukaista 

tietoa 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
27.  Pyrin ostamaan ympäristömerkittyjä tuotteita 1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

Social context 28.  Minun perheen ja ystävien mielestä 

ympäristömerkittyjen tuotteiden kulutus 

edistää parempaa ympäristöä 
 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
29.  Perheeni ja ystäväni tuomitsevat minua, jos 

en osta ympäristömerkittyjä tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
30.  Perheeni ja ystäväni kehuvat minua, jos 

ostan ympäristömerkittyjä tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 
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Relations 31.  Perheeni ja ystäväni hankkivat 

ympäristömerkittyjä tuotteita 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
32.  Läheiseni vaikuttavat minun ostopäätöksiini 
 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
33.  Perheeni ja ystäväni ostavat 

ympäristömerkittyjä tuotteita, sen takia 

minun ei tarvitse tehdä sitä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
34.  Ostaisin ympäristömerkittyjä tuotteita, jotta 

läheiseni ja ystäväni pitäisivät minusta 

enemmän 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

Shopping context 35.  Erikoistarjoukset ja alennukset vaikuttavat 

ostoksiini 

                

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
36.  Erikoistarjoukset ja alennukset 

ympäristömerkittyjen tuotteiden osalta 

vaikuttavat ostopäätöksiini 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
37.  Mielestäni ympäristömerkityt tuotteet eivät 

ole parempia kuin tuotteet, jotka eivät ole 

ympäristömerkittyjä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
38.  En osta ympäristömerkittyjä tuotteita 

kalliimpien hintojen vuoksi 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 
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Moral 39.  En ole huolissani ympäristöstä, koska 

ympäristöongelmat voidaan käsitellä 

myöhemmin  

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
40.  Mielestäni ympäristömerkityt tuotteet 

saavuttavat korkean eettisen standardin 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
41.  Ostettaessa ympäristömerkittyjä tuotteita 

voin vaikuttaa positiivisesti ympäristöön  

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

Knowledge 42.  En osta ympäristömerkittyjä tuotteita, koska 

en luota ympäristömerkkeihin 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
43.  Mielestäni yritykset ovat hyviä antamaan 

tietoa ympäristömerkinnöistä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
44.  Mielestäni ympäristömerkit viestivät 

ympäristöystävällisyyttä 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 

 
45.  Mielestäni ympäristömerkit viestivät 

uskottavuutta 

1–7 Likert scale 

Täysin eri mieltä-

Täysin samaa mieltä 
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Appendix 5 - Bootstrapping 
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Appendix 6 – Basic data  
 
https://drive.google.com/file/d/1N0wxk28Sekc-yPfIojOPDdBXz0LMUpBk/view?usp=sharing 
 
Appendix 7 – Factor analysis 
 
https://drive.google.com/file/d/1U8Sa8evJjMV4jBbui464q4kPCNJoIRXG/view?usp=sharing 
 
Appendix 8 – Cluster analysis 
 
https://drive.google.com/file/d/1s_ugIIHGfws8Pn-rQkBXXBSaDpsDJFvM/view?usp=sharing 


