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ABSTRACT  

 

Aim: The concept of CSR is getting more attention among various fields but there has been a 
lack of research in enhancing the awareness of CSR within the field of retailing. In order to 
fill this gap, the aim of this study is to investigate the significance of CSR and green 
marketing (ecological labels) in the business of retailing while evaluating the affect of it on 
consumer behavior. 
 
 
Method: Case study research method is opted for this study to answer “why” and “how” 
questions. Furthermore, quantitative data has been collected through in store and online 
customer interview. The research data is analysed by using Microsoft Office Excel. 
 
 
Result & Conclusions: The result shows that CSR is well incorporated and practiced by ICA 
Kvantum, AB. Their business philosophy is focused on customer, product, environment, 
diversity and community. They provide environmental and organic products by abiding the 
rules and law of goods production that also protects the environment. Moreover, the 
quantitative study reveals that Swedish female consumer between the ages of 26-35 are more 
responsible towards environment. It also shows that most of the consumers are still buying 
conventional (non-ecological) products and majority of them don’t check eco-labels before 
purchasing but they are willing to pay more for ecological and organic foods. Thus, CSR and 
green marketing affects consumer buying behavior through different ways. 
 
 
Suggestions for future research: The similar research can be performed by adopting 
qualitative data from company’s experts to record their perspective about CSR and green 
marketing. Moreover, it would be interesting to investigate multiple retail companies 
operating in different cities. Furthermore, it could give innovative results, if the study 
investigates the link of trust and loyalty on consumer behavior, as they are the key 
components in consumer purchase decision. 
 
 
Contribution of the study: This study identifies and explains the concept of CSR and the 
important elements of CSR in grocery retailing. The novel concept of green marketing and 
ecological products has been studied in relation to consumer behavior. The investigation of 
CSR and green marketing on consumer behavior is a unique combination which has not 
investigated extensively within the field of grocery retailing.  
 
 
Key words: Corporate Social Responsibility (CSR), Green marketing, Environmental 
friendly products, Eco-labels, Grocery retailing, Consumer behavior. 
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1        INTRODUCTION 

 

This chapter provides an overview of the topic. It highlights the impression of CSR, Green 

Marketing and their impact on consumer behavior. This background leads to the 

identification of the problem in this area. After problem identification, I present the aim and 

objective of this study, followed by the formulation of research questions. In the end, I discuss 

the limitations of this research and a structure/outline of this work. 

 

 

1.1 Background 

Corporate Social Responsibility (CSR) has a long and diverse history among business 

communities. The concept of CSR is getting varied and gaining attention among various 

fields. In the field of formal writing, it started with the issue of Social responsibility and this 

transformed later into CSR. Now it is often seen in different countries mostly in develop 

countries of the world (Carroll, 1999, p. 268). 

 

Business communities are contributing to CSR by maintaining healthy and clean environment 

in order to build a better society. The actions taken by European Union are appraised by 

European countries and this turns them to recognize their social responsibilities and integrate 

them into their business identity. This responsibility is more towards ecological products and 

most importantly to all the stakeholders of the company. Companies are engaging into CSR 

practices due to the effect of globalization and fierce competition in internal and international 

market having a belief that it can pay them off in the long run.  Having a major focus on 

generating profits, companies are contributing to better society and environment 

simultaneously by simply integrating CSR into their corporate strategies and business 

operations. This strategic integration can turn into investment and long-term success 

(Commission of the European Communities, 2001 p. 4). 

 

According to commission of the European communities (2001, p. 6) CSR is defined as “A 

concept whereby companies integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a voluntary basis”. 
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If we look at the development of CSR, it was all started in early 1970s, where it was 

composed of annual reports and advertisements that were limited to environmental issues. The 

second phase stated in the late 1980s, which focused on social audit to examine the 

company’s performance in relation to its stakeholders (Marlin & Marlin, 2003, paragraph 3).  

 

Within the field of retailing, there has been lack of research into the concept of CSR and its 

application in retailing business. Whooley (2004 cited in Jones et al., 2005, p.424) states that 

concept of CSR in retailing is discussed in four different areas: community, environment, 

marketplace and workplace. Another study by Abratt et al. (1999, p. 95) on the ethical 

believes of South African retailers reveals that there is a variation in the ethical believes of 

manager and salespeople of the same company. Retailers mostly engaged into CSR activities 

by having major focus on environmental and green marketing in relation to their business 

performance (Watman, 2011, p. 163; Strong, 1995, p. 106).  

 

In 2005, the British retail consortium reported that “CSR is increasingly providing a template 

for retailers to report on a range of issues, [which] has enabled the sector to engage with a 

range of stakeholders from consumers, employees, fund managers and the media on positive 

progress and refreshingly innovative programs and that “for retailers, CSR is inherent to 

their business strategy” (British Retail Consortium, 2005 cited in Jones et al., 2007, p. 17). 

Now, the trend is showing that retailers look seriously in incorporating CSR into their 

marketing strategies and advertising (Jones et al., 2007, p.18). 

 

It has been observed in most of the industrialized nations that consumers and business, both 

show concern for the betterment of environment. This business concern can result into 

concern for environment and green marketing (Feldman and Staehler, 1996, p. 21).Under last 

decades there has been pressure on business to care for the environmental damages that are 

happening due to manufacturing and utilization of goods and services (Roy, 2000, p. 41). 

Now the firms are indulging more and more into producing green products and services 

(Chavan, 2005, p. 450).  

 

Green marketing strategies cannot be firmed alone. They are in fact the part of overall 

corporate strategy. It has close connection with industrial ecology and environment 

sustainability.  There are three ways for companies to go “green”.  1) value-addition processes 



3 

 

(firm level) 2) management systems (firm level) and/or 3) products (product level) (Menon 

and Menon, 1997, p. 54). 

 

According to Vandermerwe and Oliff (1990, p. 12), 85% of European companies has declared 

changes in their production system whilst 92% has claimed to convert their products in green 

products. For example, Body Shop, Ecover, Volvo, 3M and McDonald have become more 

responsible to produce green products. They have published different literature on that just to 

make sure their stakeholders know that green marketing initiatives actually pays them off.  

 

Companies use Eco-labels for their products or services to show how positively they are 

connected to environmental edicts (Welford, 1995, p. 31). These eco-labels results in 

customer attraction. This attracts customers to buy the product to show their concern to 

environment and in other words companies can attract more and more customers by 

remaining socially responsible. As it has now been transformed into business opportunities 

companies regard these eco labels on their products and services as an important path towards 

gaining competitive advantage (Global Eco-labeling Network, 2004, p. 3-4). 

 

From the fore front of public and business, the issue of environment has been discussed since 

1960s. A recent poll claims that 87% of US consumers care about the natural environment 

(Phillips, 1999, p. 46) and around 80% believe that it demands some changes in the life-style 

to protect the natural environment (Ottman, 1996, p. 13) whereas 75% consumers think that 

they are environmentalist (Osterhus, 1997, p. 19). Besides that various scholars believe that 

consumers are willing to pay higher prices and premiums for the green products when they 

prioritize green attributes over the traditional price and quality attributes of a product. 

Research shows that around 50% of American consumers look for environmental labels to 

shift to those brands that are eco-friendly (Phillips, 1999, p. 47). But there are arguments that 

industrialists find it hard to portray green image and charge premium prices as they are those 

consumers who cannot afford premium prices and this sets aside companies to follow the 

green image (Walley and Whitehead, 1994, p. 49). 

 

Consumers do care about firms’ CSR activities and corporate image related to green 

marketing but it also depends on the consumer behavior to react on firms’ CSR responses 

either positively or negatively. Research has shown that socially responsible companies are of 
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a great attraction for consumers and they rely on such companies and wants to purchase 

products from them. Nowadays, consumers are aware of firms’ CSR activities and its impact 

on environment and community so in turn they either reward or punish firms accordingly by 

choosing and buying their products or putting an aversion to their products (Mohr et al., 2001, 

p. 52). 

 

1.2     Problem formulation 

CSR has been discussed within the last few decades and its importance is gradually increasing 

within the retail sector. Retailing industry has acknowledged the significance of responding 

socially to the environment, society and to the economy. The interest is rising to communicate 

CSR commitments to the customers, shareholders, employees and to the government. 

Moreover, the effect of globalization has made challenging to remain socially responsible and 

also successful. Companies are now trying to “Go Green”. They want to differentiate 

themselves from other competitors in this globalization war. Therefore, companies are 

currently designing green marketing strategies to remain competitive in the market for the 

long-term. Building market reputation is of utmost importance for any company. This market 

reputation affects the corporate brand image. Hence, corporations try to remain credible by 

incorporating and implementing CSR activities in the society. 

 

There has been debate on CSR but less is discussed and researched on the importance of CSR 

within retailing. Being a retailer, one has a direct contact with customers, society, suppliers, 

environment and government. This makes them accountable to everyone. Consequently, 

companies are indulging into green marketing strategies. Development and selling of 

Ecological products has gained attraction in the recent years but little has been written about 

its relationship with CSR as a company’s corporate branding strategy. Furthermore, 

corporations engage into strengthening and protecting their brand reputation to build a strong 

brand name that could remain competitive in the market. This unique cycle where a company 

starts with the integration of CSR strategies that later transform into green marketing 

strategies in order to build a positive corporate brand, is interesting and deserves to be studied 

and researched further in detail. As little is written on this unique combination, the discussion 

that arises from this study could contribute in the growing field of CSR and green marketing.  
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1.3     Importance of the study 

The issue of CSR is attractive and discussed well in recent years. Due to globalization and 

fierce market competition, it has now become difficult for the organizations to sustain. The 

scene is not much different in retail industries where companies are now going green and 

following CSR strategies. Therefore, retail industries are tackling this competition with the 

formation and implementation of CSR and green marketing strategies. Such strategies that can 

create a competitive edge over others and could create a strong corporate brand in the eyes of 

consumers who are also one of the stakeholders of the company (Jones et al., 2005, p.424). 

Therefore, this study poses a need to investigate the matter of CSR and green marketing and 

how it affects the behavior of consumers while they make their purchase. 

 

1.4     Purpose and aim of the study 

The purpose of this study is to investigate the significance of CSR and Green marketing 

(Ecological labels) in grocery retailing by analyzing the affect of it on consumer behavior. To 

elaborate it more, it deals with understanding the concept of CSR and what is its significance 

in the business of retailing. The focus is on those elements of CSR that are affecting the 

company’s strategies within the retail industry. Moreover, it discusses the growing notion of 

green marketing as a subset of CSR. This would be done by highlighting the relationship of 

CSR with green marketing. Lastly, the affect of CSR and green marketing strategies are 

analyzed to study the behavior of consumers. This would highlight the affect of CSR and 

green marketing on consumer behavior and their purchase decision. 

 

In order to study the concept of CSR and green marketing within the field of retailing, a 

selection of Retail Company has been made to match the research criteria. The company is 

one of the leading retail chains of Sweden, named as ICA AB. The store has five different 

chain stores named as ICA Nära, ICA Super market, ICA Kvantum and ICA To go. From the 

four different stores, this study focuses on ICA Kvantum, AB which is situated in the city 

Borlänge, Sweden. The selection of this company has been made due to their significant 

contribution to the field of CSR. ICA is one of the major Swedish retail chains that have been 

awarded for their contributions to CSR and sustainability. Not just that, they are also one of 

the retailers in Sweden that have their own green brand named as “I love Eco” and they are 

producing their own green products since many years. All the stores of ICA are certified by 
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“Swan” label and they are fulfilling the environmental standards. That is why they have 

named all their stores as “ICA- retailer for the environment” (ICA AB, 2012j, paragraph 1). 

All these achievements and contributions of ICA towards CSR and green marketing 

influenced me to choose this company for this research. 

  

In order to comply with the purpose of this research and to be able to reach to a conclusion, 

three research questions have been formulated, which are as follows: 

 

RQ1 What importance consumers place on CSR while making a purchase decision? 

 

RQ2 What importance consumers place on green marketing while making a purchase decision? 

 

RQ3 What impact and significance do CSR and green marketing have on the behavior of 

consumers?  

 

1.5     Limitations 

This study has certain limitations. First, it discusses the concept of CSR from the retail 

perspective and presents literature, results and findings on this specific issue. The research has 

a basic theme about CSR in general which is adopted by Carroll’s work done in 1979 as his 

contributions cannot be neglected in this field. Therefore, one can find the citation of his work 

more than other author’s work.  

The data collected about ICA AB is gathered through secondary sources and a quantitative 

study done on consumers of ICA Kvantum, which means that this study is not based on 

qualitative data from experts/managers. Moreover, the area of green marketing is discussed 

within the frame of ecological products, produced and marketed by retailers. As this study has 

a focus on company ICA Kvantum AB, Borlänge which is the chain store of ICA AB, its 

findings cannot be generalized and cannot be applied to other retail companies. Also this 

study has taken place in the city of Borlänge, Sweden. Hence, further research is needed in the 

same industry to gather more findings about the impact of CSR and green marketing on 

consumer behavior. 

 



7 

 

1.6     Outline of the study 

The work has six chapters (see figure 1). The first chapter starts with introduction of the topic 

which provides a brief description about CSR, Green marketing and consumer behavior. The 

second chapter presents the theoretical framework, in which different studies on CSR and 

Green marketing are discussed. Moreover, the impact of CSR and green marketing is 

discussed with reference to consumer behavior. The third Chapter discusses the method and 

data collection. The fourth chapter displays the findings from the empirical study, followed by 

interpretations. The fifth Chapter analyses the theory and literature with empirical findings 

and results. The sixth and last chapter is based on conclusion and comments which also state 

the contribution of the study, suggestions for future research as well as managerial 

implications. The outline of the study is showed below in figure 1.  

 

Figure 1: The outline of the study 

 

 

 

 

Source: Own construction. 
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2.     LITERATURE REVIEW 

 

This chapter introduces the concept of CSR, its various elements, its importance in the field of 

retailing, some important factors of CSR in retailing and the relationship of CSR with 

stakeholders (consumers). Next, it discusses the emerging notion of green marketing and Eco-

labels in green marketing. The final part highlights the relationship of CSR and Green 

marketing with consumer behavior.  

 

2.1     Introduction to Corporate Social Responsibility (CSR) 

Corporate social responsibility (CSR) has been receiving the impetus across different business 

communities and its importance has been noted to be high on business agendas. The concept 

of CSR has all started with the first thought of Social responsibility rather than CSR. It was 

first put forward by Bowen in 1953. It refers as, “the obligations of business to pursue those 

policies, to make those decisions, or to follow those lines of action which are desirable in 

terms of the objectives and values of our society” (Bowen, 1953 cited in Carroll, 1999, p. 

270). An influential description was set forth by William C. Frederick. He wrote that,” .The 

fundamental idea of Corporate Social Responsibility is that business Corporations have an 

obligation to work for social betterment (Frederick, 1986, p.129).). According to the latest 

definition of CSR by European Union (2011, p.6), “It is the responsibility of businesses for 

their impacts on society”.  A precondition to meet that responsibility is to have respect for 

proper legislation and collective decisions between social partners. It is also necessary to 

combine social, environmental, ethical, human rights and consumer concerns into their 

business strategy and to put these in close collaboration with their stakeholders, shareholders 

and society at large. 

 

2.1.1    The pyramid of Corporate Social Responsibility 

 

In the article written by Carroll, it can be observed that concept of CSR has evolved with the 

passage of time right from 1950s to 1990s (Carroll, 1979, p.499). The contributions of Carroll 

to the development of CSR cannot be overlooked. To better understand the concept of CSR, it 

is necessary to frame all the entire range of corporate responsibilities it possesses. It is 
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suggested by Carroll that four main social business responsibilities constitutes total CSR i.e. 

economic, legal, ethical and philanthropic. It is all set in the form of a pyramid (see figure 2) 

which depicts the significant positions that each component has.  

 

 

Figure 2: Carroll’s CSR Pyramid 

 

 

Source: Carroll, (1979), p.499. 

 

 

Economic Responsibilities 

Business organizations are seen as economic entities. Their purpose is to provide goods and 

services to its members. The primary motive is the earning of profit. The idea of acceptable 

profit has changed and evolved into profit maximization. It has got an enduring value for the 

firms. Therefore, it is required for the firms to perform in a manner that their profitability 

remains consistent and it is also important to maintain a competitive position in the market 

(Carroll, 1979, p. 500). 

 

Legal Responsibilities 

Business organization while operating in society needs to comply with laws and regulations 

disseminate by the state, federal and local governments. These basic rules forge a framework 

of laws set by society in a form of social bond between business and society. This contract 

demands from businesses to abide those laws and comply with legal commitments by 

providing goods and services that meet at-least minimal legal requirements. The firms are 



10 

 

liable to pursue their business in the light of this framework. These legal obligations can be 

viewed as codified ethics where firms can conduct fair operations with compliance to laws. 

Legal responsibilities are often seen as coexisting with economic responsibilities and 

therefore, they have assigned the next position on the pyramid (Carroll, 1979, p. 500). 

 

Ethical Responsibilities 

It embodies those activities and practices that are codified into law. It embraces the standards, 

norms or values that are for customers, employees, shareholders and for the whole community. 

These laws enable the community to perform fairly and justly and protect the moral rights of 

all the stakeholders. Ethical values are the driving force for the creation of laws and rules. For 

example consumer protection laws, environmental protection laws etc all can be seen as a 

symbol of ethical rights. Ethical responsibilities are taking up new values that define higher 

level of performance required by society from the businesses. These ethical responsibilities 

have a relationship with legal responsibility category in such a way that they are widening this 

category and developing higher legal expectations on the businesses (Carroll, 1979, p. 500). 

 

Philanthropy responsibilities  

Philanthropic Responsibilities are actions that are desired by society as they promote an image 

of good corporate citizen. Society expects businesses to indulge in human welfare activities 

and programs. It could be anything contributing to arts, education health etc. These activities 

are seen as more voluntary or discretionary activities as the society doesn’t demand much 

from businesses if they didn’t contribute to community’s wellbeing and they doesn’t regard 

them unethical if they don’t indulge in such activities. One argument rises here that business 

promoting themselves as good corporate citizens cannot fulfill the responsibilities of CSR, 

because philanthropy activities are just as the icing on the cake and they must be done in 

compliance with economic, legal and ethical responsibilities to portray the image of good 

corporate citizen (Carroll, 1979, p. 500). 

 

2.1.2    CSR in Retailing 

The increasing public responsiveness of social, environmental and economic impacts has 

made the retailers to respond to CSR commitments and to address CSR issues in retailing 

business, even more responsibly than ever. Now, they are keener to discuss their CSR 
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commitments at large in public, with their employees, customers and with their stakeholders. 

Some of the common CSR implication done by retailers are in the form of ecological and 

Fair-trade products, low-fat or healthy products, local productions and community issues. 

They have also indulged in marking stores where such products are available, they are also 

providing some printed information on products labels, information on banners and leaflets 

are also available in order to circulate CSR messages and their CSR image (Jones,P., et al., 

2007, p. 582-583). 
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2.1.3 Theoretical Framework 

 

Figure 3:  A theoretical research model that connects the elements of CSR in Grocery retailing 
and Green Marketing with its affect on consumer buying behavior. 
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2.1.4    Evidence of socially responsible behavior in retailing 

There seems to be difference in behavior of retailers. Large retailers usually respond more 

generously to socially responsible behaviors whereas there are vague patterns of socially 

responsible behavior among small retailers (Mitchel and Levy, 1989, p. 29). Although Sorell 

and Hendry (1994) have argued that corporate social responsibility is not merely limited to 

large retailers but the amount of literature available on CSR and retailing usually promotes 

large retailers and their socially responsible behavior (Hendry, 1994 cited in Piacentini, et al., 

2000, p. 461). 

 

The issue of environmental sustainability is one of the major key issues that have hit retailers 

to perform in a socially responsible behavior (Cannon, 1992, p. 35).). Research highlights that 

larger retailers like Sainsbury's and Tesco are among the first few retailers that take a 

proactive and immediate response to environment (Watman, 2011, p. 163). This provided 

them with enhanced corporate image and improved corporate goodwill at a low cost and this 

inspired others to follow the same pattern. Along with the retailer’s focus on price and 

delivery of products, they now place the same importance to environmental issues because 

good environmental performance has become a key trend among retailing business (Strong, 

1995, p. 107). This engagement level varies from small to large retailers and thus their 

devotion to environment sustainability varies. Some retailers act and take innovative measures 

and others just act in response to those actions (Strong, 1995, p. 109). 

 

In connection to such environmental performance by different retailers, there are some other 

activities that enhance retailer’s socially responsible behavior. Retailers are engaging in 

producing health products by providing and promoting healthy activities. Also they are 

focusing on exercising and fitness to maintain the health. These approaches are appreciated by 

stakeholders like customers and government. This has also earned them reputation in the 

market (Piacentini, et al., 2000, p. 460-461). 

 

Although there has been not much research within the area of CSR and retailing, even though 

some researchers have found out that there is difference in ethical beliefs of retailers. Among 

retailers there are deviations in ethical beliefs between sales person and mangers (Abratt et al. 

1999, p. 95). Most of the evidence of CSR segments among retailers tends to be more towards 

environmental or green marketing ((Watman, 2011, p. 163; Strong, 1995, p. 105). Besides this 
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there are other activities for example retailers responding to genetically modified foods 

(GMOs), such as Iceland and promoting the implementation of green producing and 

purchasing such as B&Q hardware retailer. 

 

It has been argued to include CSR in business strategy, however according to Waddock and 

Graves (1997, p. 306) CSR leads to improved financial performance and thus make the 

company more profitable. On the other hand Goldreyer and Diltz (1999, p. 29) found that 

both socially and non-socially responsible companies perform same and there is not notable 

difference. According to Balabanis et al. (1998, p. 35), social and economic performances are 

correlated and it all depends on the positioning of a company that makes it socially 

responsible in the eyes of consumers like Benetton and body shop. It could raise consumer 

expectations and could later become difficult for company to manage criticism.  

 

2.1.5    Dimensions of CSR in the Grocery Industry 

The CSR ideology is wide in literary world. There is a probability that social responsibility 

issue can be taken in as gender rights, human rights, religious freedom, moral responsibility, 

environmental and communal issues (Maresca, 2000, p. 157; Lohman and Steinholtz, 2003, p. 

50). 

 

CSR practices of 600 firms from different line of businesses have been accumulated by Sen 

and Bhattacharya (2001, p. 227) in a database named as Socrates based on six different types. 

Communal aid, (e.g. healthy activities, educational programs, arts and crafts supporting 

programs etc), multiculturalism and gender equality support in and outside companies, 

workers’ safety (job security, insurance and trade unions), environment friendly actions 

(ecological products support, recycling plants, pollutions hazards awareness), import and 

outsourcing activities (imports from countries violating human rights and labor laws) and 

product related issues (patents issues, R&D etc).  Division of CSR’s actions keeping in view 

the grocery business can be analyzed by consumers. Sen and Bhattacharya (2001, p. 228)  

presented review of most common CSR actions that provides a structure with a focus on 

grocery industry and consumer’s standpoint which can be used as a guideline for the 

positioning of retailers. 
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Community support 

It involves providing aid and support to various communities like sports, arts, education, 

training enterprises etc. It can also include the sponsorship of various activities for local 

community and other different communities. The British food industry provided support to 

community schemes and projects and to enterprises by performing activities in order to 

support them (Ness, 1992, p. 39).  

 

Diversity 

In most industrial countries, governments are liable to handle issues of labor market and 

ethnic, racial and gender issues. In developed and less developed nations. CSR is more than a 

commitment which goes beyond the essential judicial demand. According to Ness (1992, p. 

40) it is not just enough on the part of companies to follow minimum legal requirements, in 

fact they need to be more responsible in this context. 

 

 

Employee support 

The concept of social responsibility includes a close relationship between the factors related 

to work conditions and the organization with their corporate rules and procedures for working 

conditions. Some burning issues of today’s world that is child labor and protection of human 

rights are arising in several organizations. The workers and labors of any organization also 

correspond to one of the aspects of CSR in corporations (Colvin, 2001, p.60; Maresca, 2000, 

p. 158; Moir, 2001, p.18, Lo¨hman and Steinholtz, 2003, p. 51) 

 

 

Environment 

The literature on CSR is full with environmental issues and its impact. When it comes to 

grocery or retail food store, there is a very thin line between healthy and eco-friendly products 

(Kolk, 2005, p. 229). One example could be the use of different pesticides that causes harmful 

effects on human health and environment but it is also required to use it to protect plants and 

trees. Performing social responsibility starts by imposing it on oneself first and also to issue 

corporate environmental reports, which has now become an important part of organization’s 

annual reports (Carrigan and Attalla, 2001, p. 566). Researchers (Maresca, 2000, p. 159; 

Henderson, 2001, p. 29; Kolk, 2005, p. 230; Löhman and Steinholtz, 2003, p. 52) have 
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predicted the implications of ethical, social and environmental responsibilities of corporations 

as the different levels and elements of CSR. One important aspect needs to be highlighted 

here is of environment protection and welfare. It is also one of the most important 

environmental aspects (Hughes, 1995, p. 5; Lindgren and Hingley, 2003, p. 332; Magnusson 

et al., 2003; McGlone, 2001, p. 112; Schröder and McEachern, 2004, p. 171). Companies like 

Body shop have highlighted this issue positively and they banned any animal testing of their 

products, thus, complying with environmental standards and animal protection. 

 

Non-domestic operations 

There seems to be a universal responsibility on everyone to protect others and their rights 

such as protecting child labor and human rights (Folkes and Kamins, 1999, p. 247). These are 

some universal human rights concerns that are related to childhood, education and 

maintaining economic conditions that are in relation to process that reflects quality (Kolk, 

2005, p. 231). 

 

Product 

In the food context, safety of product is of utmost importance, especially if the foods contents 

are edible (Brown and Dacin, 1997, p. 72). There is an assumption that strong and trustworthy 

brands always promise and guarantee reliable products (Brown and Dacin, 1997, p. 72; 

Karolefski, 2002, paragraph 1), but there are some expectation too (Hall, 1998). One example 

could be of Perrier, where they had to withdrawn from the American market with their supply 

of mineral water bottles, as large amount of Benzene was found in the water and ever since 

after that they are unable to regain their market share of 45% in the American market 

(Anselmsson and Johansson, 2007, p. 840). The similar scenario happened with Nestle where 

they replaced their milk products but it caused negative consequences in the third world 

countries (Löhman and Steinholtz, 2003, p. 80).  

 

2.1.6    CSR and stakeholder—consumer 

The discussion about stakeholder is started in 1984 by Freeman. According to Freeman, “a 

stakeholder is an individual or a group which gets affected or can affect by the 

accomplishments of an organization’s objectives (Freeman, 1999, p. 233). There can be 

external stakeholders (consumers, suppliers etc) or internal stakeholders (employees) 
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(Mitchell et al., 1997, p. 856). Shareholders’ interest is not the sole factor taking into 

consideration when running corporations (Matten, Crane & Chapple, 2003, p. 113). The 

norms and values of business affect business practices when it comes to stakeholder’s interest, 

societies and markets (Frederick, 2000, p. 470). Many stakeholders put forward their valid 

interests in the operations of business (Matten, Crane & Chapple, 2003, p. 114). 

 

When we talk about CSR, it is essential to find out what the responsibilities are and who is 

going to take the responsibility. Serious corporations take the responsibility of their decisions 

in society, but stakeholders issue should be pointed out from corporation’s issues before 

taking any CSR related decision (Clarkson, 1995, p. 93). 

 

Stakeholder issue  

Clarkson’s (1995, p. 95) point of view is that stakeholder and social issues should be 

differentiated and when social responsibilities are exercised, above mentioned issues should 

be pointed out and evaluated. Clarkson mentioned that stakeholder issues may or may not be 

social issues. According to Davis (2005, p. 108), high level corporate management should 

value stakeholders’ issues as high priority and they have to be added in firm’s strategical 

planning.  

 

A slightly different view about CSR and consumers was highlighted by Becker-Olsen et al. 

(2006, p. 47) that firms should be careful in exercising CSR and it needs to fit in with the 

firm’s overall image. The idea to fit in within the firm’s specialization and image is defined as 

“the perceived link between a firm’s product line, brand image, position, and/or target 

market” (Varadarajan & Menon, 1988 cited in Becker-Olsen et al., 2006, p. 47)   Some CSR 

measures for example low-fit CSR measures create a negative image of a company and its 

products on customers which affect product sales.  

 

Surveys have shown that stakeholders (consumers) are curious about production of goods in a 

socially responsible manner. It is important to highlight that majority of European consumers 

are conscious about organization’s commitment to its social responsibilities and much of them 

are provoked by company’s corporate social commitments and activities. They are concern 

about safeguarding the environment and to make it better through the reduction of greenhouse 

gases (Wessels, 2001 p. 10). 
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This is also argued that customers are strongly loyal to companies and their brands that are 

perceived as high performance CSR companies and if this perception lowers the loyalty level 

also decreases (Ailawadi et al., 2011, p. 8). 

 

2.2     Green Marketing 

Mintu and Lozada (1993, p. 18) defined green marketing as "the application of marketing 

tools to facilitate exchanges that satisfy organizational and individual goals in such a way 

that the preservation, protection, and conservation of the physical environment is upheld".  

 

The process of green or ecological marketing works more than just image building (Henion 

and Kinnear, 1976, p. 25; Mintu and Lozada, 1993, p. 20). The concept of green marketing 

can be integrated into organizational policies and procedures or while designing strategies. 

Green marketing promotes the impact of the sensitivity to the natural environment and also 

fosters the activities to lessen any harmful impact (Henion and Kinnear, 1976, p. 26). 

 

2.2.1    Ways to go Green 

The concept of green marketing is vast and it is an integral part of any firm’s strategy. It is 

closely related to ecology and sustainability of industry and environment such as product life-

cycle analysis, eco-efficiency and material or resource use (Prakash, 2002, p. 285). 

 

There are certainly three ways by which firms can go “green”. It is through value addition 

process where firms can redesign, eliminate, modify or induct new technology with the goal 

of minimizing environmental affect collectively for all the other stages. This can be seen in 

steel firms where firms can install state-of-the-art furnace to consume less energy for 

production of steel (Prakash, 2002, p. 285). 

 

The other method which makes firms green could start by adopting management systems. 

These systems can reduce the environmental affect caused by value-addition process. It 

requires accompanying it with performance measures to improve its efficacy for greening. 

Thus with the availability of performance indicators and measures, firms can make provable 

claims of any environmental affect caused by management systems. This would possibly help 
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consumers to get easy access to such information. They could easily interpret such 

information and in turn they can reward such firms. The third area which firms can work and 

appear as green could be their strategy for products (Prakash, 2002, p. 286).  According to 

Charter (1992), it could be done in following ways. 1) Repair- that is to extend the product 

life through repairing 2) recondition- by fixing certain areas of products to prolong its product 

life 3) remanufacture- to make a new product based on old product idea 4) re-use of product 

such as product that could be use various times 5) recycle- to reprocess the products and 

convert it from raw material to make it reusable for future productions. 6) Reduce- designing 

such a product that consumes less raw material and resources but it would be as effective as 

the old ones. Thus, it requires firms to devise such strategies and induce such systems in their 

production of goods and products that it affects the environment less. Also, firms can replace 

such systems where ownership is private to make it mix of collective and private ownership 

(which is more prominent on leasing and renting) (Charter, 1992 as cited in Prakash, 2002, p. 

286-287). 

 

2.2.2    Eco labels in green marketing 

The process of going green involves use of eco-labels on the part of producers of products. 

Ottman and Terry (1998, p. 54) argue that it entails more than just putting a green label or 

certain images of wildlife on products packaging to market greener products. 

According to Hassan and Vandermerwe (1994, p. 113), the benefits of applying eco-labels are 

that they provide a certificate that gives a special symbol or a seal to producers to deem 

ecologically safe products. This is often related to organizational regulations which serve 

organizations to portray their green image and helps consumers too to choose environmental 

friendly products. It takes a high toll on organizations to take the responsibility and produce 

products that are competent in price, quality and in environmental performance. (EPA, 1998, 

p. 11).  

 

Eco-labels could result in better sales and improved product image along with improving the 

overall environmental performance. These labels are useful for companies that have devised 

such an idea of producing environmental friendly image of their organizations and for their 

products by incorporating personal values, social and economical concerns with focus on 

future investments. As these eco-labels assist companies in proving their claims of being 
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environmentally responsible, there must be some authentication for consumers to verify such 

labels independently (Muska, 1998, p. 333). 

 

The use of environmental labels involves signs, codes and symbols. These symbols, codes and 

sings are interpreted by consumers who make relevant product choices. It is also been 

observed that such eco-labels can incite consumer buying behavior, as nowadays, consumers 

want to make wise choices and are much willing  to get environmental information related to 

products and labels (Carlson et al., 1993, p. 30).  There are different sings and symbols that 

are very common in retail industry. For e.g. in Sweden there is a certification organization 

with the name of “Krav” which is similar to other sings like “Max” and “Fair Trade” that are 

commonly used in Germany. These symbols and signs deals with sustainable agriculture and 

reasonable prices while purchasing materials from farmers and other supply chain members. 

Nowadays people are aware of such eco-labels and they don’t pay much attention to “nature-

friendly”, frogs and pandas and they want to look for symbols from certified organization 

which they can trust and later verify it, if necessary. These holistic symbols are Krav, TCO etc 

(Ven, 2008, p. 345).  Therefore, it is important that firms do not take it as a promotional tool 

rather they must make it effective and accurate so that consumers can understand and get 

enough information about their choices of products. 

 

2.3     Relationship of Green Marketing with segments of consumers 

The first task for any marketer is to identify and understand Green consumers. They have to 

make an embedded assumption that “there exists a key market opportunity” that could be just 

a niche market. Researchers have tried to identify the compositions of green consumers 

because they cannot be just classified and explained easily so marketers are looking for 

implications of green marketing to look for certain target market (Roberts, 1996 p. 220; 

Zucarro and Fortin, 1992, p. 211). There has been numerous attempts by researchers to 

identify consumer profiles to look for those specific green segments but this does not relate to 

the fact that green consumers use   eco – labels as their first motive to make a purchase 

(McKenzie, 1991, p. 70; Roberts, 1996, p. 221; Titterington et al., 1996, p. 47; Brown and 

Wahlers, 1998, p. 42).  
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Figure: 4: A two-dimensional model of the cognitive perspective of environmental products 

 

 

 

Source: D' Souza, (2004), p. 184. 

 

 

The figure 4 can be used to define the cognitive process of green consumers and conventional 

consumers. It is based on two dimensional cognitive models of environmental products. Here, 

the term cognitive process specifies the environmental labels endorsed on product packaging. 

As defined earlier, it could be a sign, symbol, code or any written form of information that 

can help consumers to inform about the eco-friendliness of the product. On the vertical axis 

there are perceived product benefits and perceived product risks whereas on the horizontal 

axis there are cognitive and non-cognitive perspectives. That serves as two different 

dimensions which can help determine consumer sentiments (D'Souza, 2004, p. 184). 

 

In essence, this model helps to determine the two different dimensions of consumer behavior 

with respect to their choice for environmental products. It classifies consumers into four 

segments: environmentally green consumers, emerging green consumers, price sensitive green 

consumers and conventional consumers. These four dimensions of customers are conformed 

in this model (D'Souza, 2004, p. 184). 

 

The four quadrant starts with conventional consumer who doesn’t consider environmental-

friendly products. They are reluctant to buy eco-friendly products as they see risks associated 
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to it in comparison with other products that they usually buy. Therefore, they just ignore the 

green products and its potential benefits. The other quadrant is for emerging green consumers 

who regard green products but feel less motivated to purchase it. Any brand will do the job 

for them, so it doesn’t matter if the product has green label on it or not. Also, they do not need 

any environmental information regarding products. If we look at first quadrant, there we can 

find the environmentally green customers, who are concerned about the environment. They 

will definitely buy a green product and prefer it over conventional non-ecological product. 

They are the ones who first look for labels and environmental information on any product. 

They are those potential green consumers who pay attention to product information and will 

overlook some likely risks. The final quadrant has the price sensitive consumers, they are the 

ones who are certainly aware of green label and environmental friendly product but besides 

that they are also aware of risks associated with product. They are the price sensitive 

consumers who will just over look it and do not buy it because they may not pay more for 

eco-friendly products (D'Souza, 2004, p. 184). 

 

2.4     Relationship of CSR with consumer behavior 

Firms that perform corporate social responsibility build a corporate image in the society. 

Corporate image is discussed among various academicians and researchers. Its popularity can 

be proved by the Fortune managing reputation survey that lists companies by the order of 

their reputation. Moreover, it shows that today’s consumers are aware of this image standard. 

For e.g. the success of Body Shop and its image in the eyes of consumers is increasing day by 

day as they are performing their social and environmental responsibilities well (Ottman, 1995, 

p. 8). 

 

There are different perspectives and definition for corporate image based on various corporate 

audiences like customers, employees etc (Howard, 1998, p. 30).  The scope of this study 

revolves around consumers and what is their perspective of corporate image. The results of 

marketing studies suggest that corporate image is positively linked to product response 

(Keller and Aaker, 1992, p. 10). It could be visible in the process of evaluating new products. 

There are some studies that are against this relationship but their magnitude is low (Hardy, 

1970, p. 73), and greater support exists for this relationship. 
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Corporate image is diverse in nature so it is really important to study its overall impact on 

consumers. A study by Brown and Dacin (1997, p. 72),) showed that CSR is one of the most 

prominent factor in generating consumer’s response. 

 

The modern consumer of today’s world is much aware of the facts and figures that are 

important to consider before making a purchase decision. Now the consumers are not easily 

satisfied just by the physical products but they also need to check the level of involvement of 

the company with the betterment of environment and its good-reputation. The evidences 

shows that companies with good corporate image or performing noticeable CSR activities can 

get a good image in the eyes of consumers. This idea is also supported by Murray and Vogel 

(1997, p. 145), and they also concluded that if people are made aware of company’s positive 

CSR reputation, they will make their purchase from the same company is future.  

 

According to Creyer and Ross (1997, p. 428), there is a positive relation between the 

preference of consumers for a certain product and the ethical image of that company. Even if 

retailers are performing any cause related marketing, the consumer at first gets affected by 

level of retailer’s social performance and does not get much affected by the type of cause 

related marketing (Ellen, Mohr, and Webb, 2000, p. 396). 

 

Companies want to tap new customers and to retain its existing customers and for that they do 

a number of different activities in order to fulfill their needs and demands and to keep a long 

lasting relationship with the consumers. The studies show that CSR is getting popular among 

consumers and now they are more rational towards it. It is also observed that the affect of 

CSR can either build or break the trust-loyalty relationship of consumers with the 

organizations and their products. The perceived CSR image of any company will directly 

affect the trust and loyalty level of consumers and vice versa. Therefore, CSR has a strong 

connection and affect on consumers. 
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3.     METHODOLOGY  

 

This section introduces the quantitative research method that is used for this research. It 

highlights the concept and main theme of quantitative research along with its reliability and 

validity. Furthermore, it discusses the case study method, which is selected for this study to 

investigate the case of subject company, ICA Kvantum AB. Moreover, the methodology 

section also includes the data collection methods, research design, questionnaire design and 

data interpretation and analysis method. 

 

 

3.1     Research strategy  

The general strategies that are commonly used to conduct a social research are qualitative and 

quantitative research studies. This research study employs both strategies in order to reach the 

research conclusion. 

 

3.2     Quantitative research 

In order to investigate the novel concept of CSR and green marketing and its affect on 

consumer behaviour, a qualitative research approach was selected. According to Bryman & 

Bell (2007, p. 402), “A qualitative research usually emphasizes words rather than 

quantification in the collection and analysis of data”. It is helpful in in-depth studies. It is 

particularly useful as it focuses on the context, employs an evolving design and utilizes thick 

descriptive knowledge (Sallee & Flood, 2012, p. 140). It also includes the examination and 

measurement of fundamental relationship between variables (Denzin and Lincoln, 2005, p. 

80). According to Bogdan and Biklen (1998, p. 32), it allows researcher to get familiar within 

the area of study, problem to be solved and the concepts used under study. This is a paradigm 

which emphasize on detail information or facts and the origins of behaviour. Moreover, the 

information can be quantified with the help of numerical data analysis and thus the result can 

be expressed in statistical form (Charles, 1995, p. 30). Quantitative research employs the use 

of deductive theory. According to Trochim (2006, paragraph 3), this approach employs for 

deciding a general theory, building a theoretical framework on it and moving on to specific 

results.  
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3.3     Case study 

Case study is one of the research methods that is used in business research methods. 

According to Yin (2009, p. 13),”Case study is an empirical inquiry that investigates a 

contemporary phenomenon in depth and within its real-life context, especially when the 

boundaries between phenomenon and context are not clearly evident”. 

 

Case study is the research method best suited where the theory on hand seems insufficient and 

particularly to new research areas (Flyvbjerg, 2006, p. 221). It suits best to answer the 

questions like “why”, “what” and “how” (Flyvbjerg, 2006, p. 221). It is well appropriate when 

the researcher’s interest lies in determining the relationship between the context and the 

occurrence of interest. In this method the control of a researcher is on the time and scope of 

the study (Flyvbjerg, 2006, p. 222). 

 

The use of case study in quantitative research is defined as the research method that includes 

experiments, surveys, examination of archival information and use of multiple histories. In the 

business research scenarios, this involves the analysis of a phenomenon within its real life 

setting (Flyvbjerg, 2006, p. 225).  

 

3.3.1    Characteristics of case study 

Case studies can be a mix of qualitative and quantitative methods and it must not be confused 

with qualitative research (Denzin & Lincoln, 2005, p. 85). In case study, the use of pilot study 

is important to test the measurement instrument, hypothesis or propositions (Flyvbjerg, 2006, 

p. 230). 

 

It is also important to mention the different types of case studies. 1) Explanatory or causal 

case studies 2) descriptive case studies and 3) explanatory case studies. This research is based 

on exploratory case study research Yin (2009, p. 14). 

 

In exploratory research the priorities for research are established, the problems are formulated 

more precisely and the concepts are clarified. It employs the use of literature review, surveys, 

experiment surveys, interviews and analysis of chosen case (Churchill and Iacobucci, 2005, p. 

76). 
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3.3.2    Advantages and disadvantages of case study 

The key advantage of case study is based on in-depth investigation of entire subject of study 

that provides scrupulous attention of the researcher’s area of interest. The primary 

disadvantage is that it adheres to the study of manual settings that make the result tentative 

and it could differ or not reflect the same situation every time (Flyvbjerg, 2006 p. 240). 

 

3.4     Data collection  

Data can fall into two different categories, primary and secondary. The source of getting 

primary or secondary data makes it different from each other. It usually depends on the 

researcher who collects the data (Andersen 1998, p. 8). Secondary data is a data that has been 

collected earlier by individuals or organizations for different purposes than that of a particular 

research purpose. This kind of data is readily available and fits adequately to answer research 

questions (Neel, 2012, paragraph 13). 

 

The data that I have used for this research is generated from scientific articles, journals, World 

Wide Web, dictionaries and books. Secondary data falls into categories of quantitative and 

qualitative secondary data. This study is based on qualitative secondary data that is gathered 

from the ICA’s official website in order to collect enough information about the company’s 

CSR activities, its green marketing approach and to get some insights about their customer’s 

strategies. The use of secondary data via company’s official website is done due to the fact 

that ICA Kvantum, Borlänge received a lot of requests from other students and researchers 

and therefore, I was advised by Johan Wester, who is the manager of the store to get all the 

relevant information from their website and newsletters published there. I contacted Johan at 

every stage wherever I got some difficulty in getting relevant data or information and I was 

guided accordingly. Therefore, this study is based on ICA’s official sustainability report, 

annual report 2011 and other informative material about ICA. The reliability and validity of 

secondary data is high as it is based on company’s extensive marketing research that has been 

done over time. 

 

The other kind of data is Primary data that has been collected for the specific purpose of the 

study (Sekaran, 2003, p. 220; Saunders, Lewis, & Thornhill, 2009, p. 105). It is collected 
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through closed and open interviews, questionnaire, and focus group surveys and through 

direct observations. In this study the use of Questionnaire has done to collect data from a large 

group of respondents. 

 

3.5     Questionnaire design 

According to Sekaran (2003, p. 236), “questionnaire is a pre-formulated written set of 

questions to which respondents record their answers, usually within rather closely defined 

alternatives”. It could be administered through on the spot surveys, email, online or 

telephonic. The online questionnaire is used to collect data and sent it to people online. It is 

one of the direct ways to capture individual responses on the subject of interest. It falls under 

quantitative data collection and it is one the best methods to gather and generate data from a 

large geographically expanded population (Thiétart, 2001, p. 78; Sekaran, 2003, p. 238). 

Face-to-face administered questionnaires works best when there is a need to prompt 

awareness or recognition. One can easily explain more complex ideas to respondents and 

made them able to select from a list of multiple choices (Brace, 2004, p. 24). 

 

Moreover, much importance has given in different areas while designing a questionnaire e.g. 

1) one must be careful with the use of words in questionnaire. It should be simple, precise, 

clear, and non-biased. 2) The selection of variables must be done in order to get a proper and 

clear picture of respondent’s view 3) it must be designed with a proper layout that start with 

brief introduction and end on countries note along with other necessary information. As this 

questionnaire was administered in Borlänge, Sweden and the native language of Sweden is 

Swedish. Here, it becomes important to consider the native language and translate the 

questionnaire into native language to properly capture the respondent’s views (Sekaran, 2003, 

p. 240). In this case, I translated into Swedish. Besides that, I had it in English version too. As 

discussed earlier, the language, use of words and structure of questionnaire was kept simple 

so as to get better responses. It was administered in a user friendly manner by proving enough 

information about the area of research in the beginning and wherever it suited in the 

questionnaire.The type of variables used in questionnaire can be categorized into attribute and 

opinion and behavioral variables. Attribute variables defines the characteristics of 

respondents and the overall population (Saunders et al., 2009, p. 368). The attributes variables 

used in this study are gender, age, education and occupation. Opinion variables describe the 
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feeling, thoughts and likes/dislikes of respondents or population (Saunders et al., 2009, p. 

368). Behavioral variables records what the respondents did in the past, what they are doing in 

present and what they would like to do in future (Saunders et al., 2009, p. 368). One of the 

questions based on opinion variable, used in questionnaire is: Would you like to pay more for 

ecological and green products? Whereas question based on behavioral variable is: Before 

purchasing a product, do you check that it contains organic label and it is environmental 

friendly?  

 

The questionnaire is designed with the help of Theoretical research model and the conceptual 

model by D’Souza, (2004, p. 184). The design of questions was done using both open and 

closed ended questions. Open ended questions capture respondents views and their opinion in 

a detailed manner whereas closed needed questions capture respondents views or opinion 

based on multiple alternatives or scales that can be translated further to understand (Sekaran, 

2003, p. 241). In this questionnaire, majority of the questions were close ended in order to 

measure consumer’s response towards CSR, Green marketing and their behavior. The use of 

multiple choice questions is adopted by giving options like yes, no or I don’t know and some 

other multiple choices related to question to measure respondents’ views. For example: Q. 

which of the following factor affects the most when you make a purchase decision? 

Ecological and organic, Packaging, Brand image and reputation, Loyalty to product and 

questions like Q. Do you feel the responsibility to contribute for the betterment of 

environment and society? Yes, No, I don’t know were also included in the questionnaire. In 

addition, one open ended question is also placed to capture their views and comments in detail. 

The questionnaires (both English & Swedish) are attached in appendix. 

 

After that, the self-completion questionnaire is passed through a pilot test before starting the 

survey and that took place on 15th November. Pilot test helps to determine the logical flow of 

questions and the adequacy of instructions to the respondents as well as for the researcher 

(Bryman & Bell, 2007, p. 274). The completion of Pilot test helped in rephrasing some 

questions which was further sent to the supervisor for her supervision. This study is 

administered in both ways i.e. online questionnaires and face-to-face (on the spot) surveys. It 

is administered in both ways because usually people coming for grocery purchase had less 

time to answer a questionnaire or they showed less interest, so I decided to administer it 
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online too to provide them enough time to answer questions. On the spot surveys were done 

on 24th, 25th and 26th of November 2012 within the premises of ICA Kvantum, Borlänge and 

Online forms have been administered by using an online application called Google docs from 

27th to 30th  November. The total response in number was 108. In which, online response rate 

was high and I got 64 online responses whereas I got 44 responses through on the spot 

surveys. Both hold a unique experience for a researcher as well as for the respondent. 

 

3.6     Data analysis and interpretation 

The collected qualitative empirical data will be first analyzed and discussed based on the 

literature and theory selected for the CSR, green marketing and consumer behavior. This 

whole procedure includes the comparison of already existed data gathered on the ICA’s CSR 

efforts and activities, their Green marketing efforts and image and the theories that are related 

to CSR and green marketing. Furthermore, the quantitative data will be analyzed using 

Microsoft Office Excel. This data analyzing tool is user friendly and it offers all the new 

options and means that are useful for the quantitative data analysis. After the step of data 

analysis, the next is data interpretation. The study includes survey which has total fifteen 

questions. The data was stipulated first and later gathered from the online source where it was 

published earlier. The data coding was relatively easy because it was based on multiple choice 

answers with only one open-ended question which was left un-coded as it was meant to 

capture respondents’ opinion and suggestions. It is also useful to demonstrate variability of 

data by explaining relationship on one variable with another by using standard deviation.  

 

Moreover, in data interpretation it is important to define the numerical relationship between 

numbers and data, that is to make it understandable for readers by obtaining data, 

summarizing it, defining its relationship, and lead to conclusion (Dewberry, 2004, p. 124). 

This study includes chapter four which is about data collection and empirical part. The target 

group for this survey is open to all kinds of customers.  
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3.7     Classification of Questions asked in Questionnaire 

The questions are classified into three categories which are stated below. 

 

3.7.1    First Category 

The collected data from questionnaires is classified into five categories. The first category is 

about respondents’ demographic information that includes questions 1,2,3,4 and 5 that covers 

respondents’ gender, age, nationality, educational background and occupation while the 

question 6 gathers information about being the members or non-members of ICA Kvantum, 

Borlänge. 

 

3.7.2     Second Category 

The collection of this information is showed in the empirical section of the study. The second 

category is about the CSR activities of ICA Kvantum AB, Borlänge. Two main questions, 

Question 7 and Question 8 were asked to collect their information about CSR. The Question 7, 

captures the respondents’ view about how ICA Kvantum, Borlänge is performing with its 

CSR activities? The question is not asked directly in fact it is asked by giving them four 

options that are the four main elements of CSR. Question 8 is asked to get their view on what 

they think their responsibility towards society and environment. This leads to the next 

category, which is about green marketing and ecological products of ICA Kvantum, Borlänge. 

It includes three questions which are based on respondents’ opinion about purchasing of non-

environmental friendly products, one of them is Question 9 then Question 10 was asked to 

know their habit of checking eco and green labels before purchasing. The last question within 

this category is Question 11, which is about knowing the factor that is closer and important to 

them among the options like ecological and organic product, product packaging, Brand image 

and reputation and loyalty to product. The next category is about consumer behavior towards 

green marketing and CSR. Three questions are asked. Questions are asked to capture 

respondents’ behavior towards CSR and green marketing of ICA Kvantum, Borlänge. 

Question 12 is asked if they would like to pay more for ecological and green products, 

Question 13 is asked to know their opinion about the performance of CSR activities of ICA 

Kvantum, Borlänge, Question 14 is asked to gather their views about the ethically and 



31 

 

socially responsible and green image of ICA Kvantum which make them able to suggest this 

store to their friends and family.  

 

3.7.3     Last Category  

The last category included an open-ended question that was asked to gather their responses 

and suggestions regarding green marketing and improvement of environment. The coming 

chapters of the study include the collection of these findings and their analysis and 

interpretation using the Theoretical research model and the conceptual model by D’Souza, 

(2004, p. 184) and the other material explained in the theory section. 

 

3.8     Reliability and validity in quantitative research 

 

Reliability  

Reliability is defined by Joppe (2000, paragraph 1) as the degree to which a researcher gets an 

accurate picture of its total population and the result of the representation of total population 

is consistent over time. The research instrument is said to be reliable if it reproduces the result 

by using a similar methodology. There are three types of reliability in a quantitative research: 

1) the extent of an instrument to give same results repeatedly, 2) the stability of results over 

the time 3) the similarity of results within a specific time period (Kirk and Miller, 1986, p. 41-

42). 

 

According to Charles (1995, p. 45), the uniformity with which the items of a questionnaire are 

answered or participant’s responses remain the same can be verified through the test or re-test 

at different point of times. The reliability of this research is verified through the number of 

questionnaires that has been taken place at different point of times and through different 

mediums i.e. online and on the spot interviews. As, Crocker and Algina (1986, p. 106) means 

that, it is researcher’s task to exhibit the test scores reliability therefore the questionnaire 

results are administered using Excel charts to exhibit the scores generated from 108 

questionnaires. 
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Validity 

The term validity in quantitative research is defined by Joppe (2000, paragraph 2), the 

truthfulness of the research results and how truly it measures what it was proposed to measure. 

It also intends that does the research instrument consent to reach the research object? Most of 

the researchers determine the validity by inquiring some specific set of questions and then 

look for the answers in different studies done by other researchers. The validity of this 

research is also done in the similar pattern where a specific series of questions is analyzed by 

using theoretical and conceptual model by Carroll’s and D´Souza’s work. 

 

According to Wainer and Braun (1998, p. 15), the concept of validity in quantitative research 

is termed as “construct validity” where the construct defines the main concept, idea, notion or 

question that decides how the data can be gathered and which data is required to be gathered. 

It adheres usually to the use of a test or other methods that are used to affect the relationship 

between the constructs and data to validate the search or inquiry. The validity of this research 

adheres to the use of Microsoft Excel as a testing method to test the relationship of CSR and 

Green Marketing with consumer behavior. 
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4.     EMPIRICAL STUDY 

 

This section is devoted to present preliminary data of the study. It starts with the reason that 

why I choose to investigate ICA AB and particularly ICA Kvantum, Borlänge, and later it 

discusses the CSR responsibilities and activities performed by the company and their Green 

marketing and ecological products. Moreover, it also includes the primary data gathered 

from questionnaires and its results. 

 

 

4.1     The choice of the case company, ICA AB 

ICA AB is one of the leading retail stores of the Nordic region. The main interest lies 

particularly in this Swedish company is due to the fact that most of the Swedish companies 

are prominently showing up for CSR and green marketing efforts and are getting famous 

because of that, just like that ICA AB is also getting famous due to its focus on sustainability, 

CSR and Green marketing efforts. Their commitment is with the environment and community 

which goes hand in hand with making profit. They ensure that the demands of their 

stakeholders are properly met. Recently, they got a National business award in Lithuania in 

2011 for their social responsibility efforts in Rimi Baltic’s to hire disabled in their stores. Not 

merely that, they are also committed to serve Swedish society and are associated with great 

causes like organizing Blodomloppet for blood donation (ICA AB, 2012a, paragraph 1-2). 

 

The focus on selecting retail industry is due to the fact that retailers have a close contact while 

selling environmental friendly products and all of such retail grocery stores contains a large 

selection of food items that are affected with ecological and green product labels. This also 

involves selling such products which are less damaging for environment. That is why it makes 

it interesting to investigate how the retail grocery store works with sustainability, social 

responsibility and greening of products and environment. All the above reasons provide 

strong grounds to select ICA AB and particularly ICA Kvantum as a company to investigate 

about CSR, Green marketing and its affect on the consumer behavior. 
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4.1.1    Background about ICA Group AB 

ICA Group AB, is one of the most leading food retailers in the whole Nordic region with 

2100 owned retail stores all around Latvia, Lithuania, Estonia, Norway and Sweden. From 

2100 stores, 1329 stores are operating in Sweden which includes 117 ICA Kvantum stores in 

Sweden (ICA AB, 2011, paragraph 3). The study is also done in one of the ICA Kvantum 

stores in Borlänge.. ICA is a group of retail companies which includes ICA Norway, ICA 

Rimi Baltic and ICA Sweden along with ICA Real estate and ICA bank. ICA AB is a joint 

venture between Hakon from Sweden who owned 40% shares and Royal Ahold from 

Netherlands who owned 60% shares. According to their shareholder contract, both invested 

jointly share controlling influence over the company and due to Royal Ahold, ICA AB has 

become a part of an international retail network. (ICA AB, 2012h, paragraph 1). 

 

ICA operates in Sweden through their different and independent retailers which have signed 

agreements with ICA.  The net sales were SEK 16, 498 M in the third quarter of 2012 while 

the last year 2011 was closed on SEK 62, 500 M which includes ICA Kvantum annual sales 

SEK 22, 487 M for 2011. The operating income for ICA AB was amounted to SEK 2,617 M. 

the increase in sales also reflects the growing interest of customers in ICA’s private labels 

especially in ICA’s ecological products which comes with the name of I love eco, which are 

high in quality and provides great taste . The sales from ICA’s private labels (that includes 

ecological labels too) accounted for 19.2% of total ICA’s sales of 2011 (ICA AB, 2011, 

paragraph. 4). 

 

4.1.2    ICA Sweden 

The food retailer ICA Sweden operates around the country in cooperation with independent 

retailers. The retailers own and manage their own stores, but have agreements with ICA 

Sweden in a number of important areas. ICA Sweden has four basic formats that are based on 

ICA Nära, ICA Supermarket, ICA Kvantum and Maxi ICA Hypermarket. In June 2012 ICA 

Sweden, added four new stores with the name of ICA To Go stores that comes under ICA's 

convenience format (ICA AB, 2012a, paragraph 3). 
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4.1.3    ICA Kvantum  

ICA Kvantum is a leading local super market that offers special and everyday use food items, 

with a focus on variety of fresh food items, alternative items for allergy sufferers and healthy 

and organic green local and international products. There are 117 ICA Kvantum stores in 

whole Sweden.  It has a round 10,000 to 30,000 items in the store and the store annual sale is 

22,487 M (ICA AB, 2012a, paragraph 4). 

 

4.2.1   ICA’s commitment with Corporate Responsibility (CR) 

ICA Sweden relies on three key principles when it comes to CR. The first principle is: 

transparency; they want to talk and be open about their CR work with public and other 

stakeholders. The second is credibility; they have a constant focus on their responsibilities and 

they are willing to discuss their strengths and weaknesses. The third is traceability. They keep 

a constant check on their product’s origin and supplier’s working conditions (ICA AB, 2012g, 

paragraph 1-2). ICA Group AB extremely focuses on their CSR activities and works 

constantly with sustainable development. They also ensure that all of their stores adheres to 

Corporate Responsibility guidelines and follows it rigorously. Therefore, the information 

below on ICA’s take on CSR goes well with the case company ICA Kvantum, Borlänge 

which is a specific store type of ICA Group AB (ICA AB, 2012g, paragraph 1-2). 

 

4.2.1   Economic responsibilities 

ICA AB believes on strong common values and a strong relationship with channel members 

that includes employees, customers and suppliers. They take responsibility of people and the 

environment while focusing on making profits and increasing profitability. They have 

integrated Corporate Responsibility work systematically in each and every aspect of their 

operations. Therefore, ICA AB is a sustainable company which has a solid financial footing 

(ICA AB, 2012g, paragraph 2-4). 
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4.2.2   Legal and Ethical responsibilities  

They work on good business philosophy which ensures that products are safe and the 

suppliers provide products that are high in quality, environmentally safe and socially 

responsible. They work on high ethical standards. They believe on listening to their customers, 

nurturing diversity and growth in their employees and maintain an open dialogue with the 

community. They are striving to reduce impact on climate change and environment. Therefore, 

they are adopting sound environmental practices to promote an overall sustainable 

development (ICA AB, 2012g, paragraph 4-6). 

 

4.2.3   Philanthropic responsibilities 

ICA Sweden engages in philanthropic activities. Recently, they were associated with an 

health campaign “buddy with your body” in different schools to encourage students to eat 

fruits and vegetables (ICA AB, 2012f, paragraph 5). They are also working on animal welfare, 

biological diversity and sponsorships (ICA AB, 2012g, paragraph 4-6). They are a part of 

sponsoring local youth sports. In July, ICA Kvantum Borlänge sponsored a series of Swedish 

road race called Blodomloppet for the generous cause of blood donation. They are also active 

in collecting charitable donations from customers, employees and suppliers to help charitable 

institutions like Rädda Barnen and various non-governmental organizations (NGOs) (ICA AB, 

2012f, paragraph 1-4). 

 

4.3.    ICA’s commitment with CSR in Retailing 

ICA shows its commitment with CSR in environment, product, stakeholders, employees & 
suppliers, diversity and community. 

 

4.3.1   Environment 

ICA has a goal to reduce its overall direct environmental impact. They are constantly striving 

to cut their energy consumption and waste. By introducing their Ecological and organic 

product range, they are helping to reduce environmental impact of the products. Also, they 

encourage their customers to take stance and measure and be a part of reducing environmental 
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damage. ICA Sweden participates in Earth Hour and the “One Tone Life” project to show 

how a person can live, travel and eats more sustainably by reducing the annual CO2 emissions 

from seven to one ton per person. ICA Sweden is also a member of KNEG – Climate-Neutral 

freight transportation in Stockholm (ICA AB, 2012d, paragraph 3). 

They are working to develop climate-smart stores and warehouses. They are also working to 

reduce their green house gas emission. They focus on eco-driving and alternative fueling. One 

of their working areas focuses on maintaining strict chemical use in production and packaging 

and therefore, they don’t buy controversial food items like fish, palm oil and baby bottles 

containing bisphenol as an ingredient. They have also introduced recycle shopping bags that 

are made up of sugar cane and are called “Green Plastics” (ICA AB, 2012d, paragraph 4). As 

a result, 180 Swedish ICA stores satisfied the tougher environmental requirements of Nordic 

Eco-label (ICA AB, 2012j, paragraph 6). 

 

4.3.2   Product 

ICA monitors sustainability related requirements by making supplier audits, products tests, 

product lab reviews and structured quality assurance work in stores and logistics. They make 

sure that all of the products undergo sensory quality tests. They test each product for its 

effectiveness and test functionally all appliances and leisure products. Each product has to 

live up to ICA’s policies and guidelines to become a final product (ICA AB, 2012i, paragraph 

2). 

They are working in developing common food safety norms by participating in international 

Global Food Safety Initiative (GFSI). Since 2009, all ICA’s Swedish stores have applied the 

Swedish food handling standard and around 326 stores has now been certified and ICA 

Kvantum, Borlänge is among one of them (ICA AB, 2012i, paragraph 3). 

 

4.3.3   Stakeholders - Customers 

ICA takes responsibility of their customers’ food choices. They want to provide them a 

healthier life style with a wide array of tasty and nutritious foods. Diets, allergies and healthy 

life style are important aspects for them. They inspire their customers by producing organic 
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and green products, sharing knowledge and providing a sustainable range of products so that 

they can make healthy choice every day. They publish and provide healthy recipes and tips in 

customer magazines and on websites to fulfill their customer needs. 

Their stores work with dieticians to help customers in maintaining a healthy life style. They 

also maintain an open dialogue with other stakeholders like politicians, authorities, industry 

colleagues on how retail industry can help in reducing health problems of people (ICA AB, 

2012f, paragraph 5) 

ICA does annual customer surveys to keep themselves updates with current needs. They 

answer them in stores, on social media and through their call centers. They educate customers 

by displaying items in stores, product testing and printed labels of eco, organic and key holed 

and Fair trade labels on the products. They use hand tags to put more descriptive product 

information. They re-launched ICA Gott liv which is a modernized and improved healthy 

product range (ICA AB, 2012f, paragraph 5). 

 

4.3.4   Employees and suppliers 

ICA does business with international suppliers that are outside Europe. They have to make 

sure that there would be no injustice and all production employees’ work under safe working 

conditions. They conduct social, environmental and quality audits to meet their requirements. 

They are more focused on countries where there is a high risk of human rights violation. In 

fact they have increased the no. of suppliers in high risk countries and they want to combat 

and reduce such violations (ICA AB, 2012c, paragraph 1-3). ICA Sweden provides a 

workplace where people can grow. They want to be an inspiring company with a committed 

workforce. They believe on strong leadership where their employees develop and grow along 

with ICA (ICA AB, 2012c, paragraph 1-3). 

 

4.3.5   Diversity 

ICA believes in updating its core competencies continuously with the rapid changes in the 

retail industry, that is why diversity is a natural element in their business operations. Each and 

every person regardless of ethnicity, gender, race, religion or physical limitation has an equal 

chance to be recruited and develop itself within the group. ICA emphasizes on value based 
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leadership that helps to capitalize on differences and encourages enthusiasm to build 

harmonized teams (ICA AB, 2012b, paragraph 8). 

An example of diversity work is a project called “We can do more”, that helped more than 

900 disabled people to get jobs in ICA stores. ICA’s CEO Kenneth Bengtsson has honorably 

mentioned that in Visa Vägen” (Lead the Way) awards. ICA also empowered employees’ to 

work on their social causes within their communities to share knowledge and to help them 

learn (ICA AB, 2012b, paragraph 9). 

 

4.3.6   Community 

ICA wants to create a difference by being a positive force in society. They care about 

communities and try to give them back locally and nationally. ICA follows the guidelines of 

Swedish sponsorship and international code of sponsorship and events association. Their 

sponsorships are focused on organizations that are associated with children and young adults. 

Therefore, their sports sponsorship shows their commitment to young people to build norms, 

values and good habits in them. They also cooperate with organizations that have a focus on 

good and healthy food and healthy life style. ICA donates food from warehouses which are 

near to expiry or has a damaged packaging but are perfectly edible and meet the basic food 

standards to Salvation Army and Kvinnojouren women’s shelter. ICA is one of main sponsors 

of Swedish football association. In collaboration with city officials, they also gave a chance to 

young unemployed people to get trained and work in their stores in Stockholm and 

Gothenburg (ICA AB, 2012e, paragraph 1-5). 

 

4.4    ICA’s note on changing consumer trends 

ICA has researched and collected details about consumer short-term and long term trends. 
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4.4.1   Short term trends 

 

Value for the money 

The changing economic conditions are affecting customer behavior. Now every customer 

wants to get a good bargain, discount and a little extra in a reasonable price. ICA has done 

this by proving a wide range of I love Eco products which are healthy, organic and green 

products which are free from synthetic pesticides and unnecessary additives and 

simultaneously have a reasonable price (ICA AB, 2012k, paragraph 5). 

 

Simple and convenient  

Everyone is running short of time and in such a hurry everyone wants products and services 

that save time and provide quick and easy way to make things easier. ICA has done that by 

offering ICA’s Grocery bags that saves customer time and prevent them from hassle. They 

also offer ready to go meals like fresh salads and fruit desserts that are washed and pealed 

(ICA AB, 2012k, paragraph 6). 

 

Healthy and natural  

ICA provides healthy and natural foods coming from local and international producers that 

are free from unnecessary additives and colors so customers can make healthy meal choices 

and can eat fresh and healthy food (ICA AB, 2012k, paragraph 7). 

 

Sustainable and local  

Customers are now making organic and green choices by choosing eco-friendly and organic 

foods. They also want to minimize resource consumption and they started using leftovers 

instead of throwing them out. Also, much focus is given to locally produced foods that shorter 

transportation and support local industries (ICA AB, 2012k, paragraph 8). 
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4.4.2   Long-term trends  

 

Economy 

The customer choices of food and other items reflect their finances and future expectations. 

Even in difficult times people do spend on eating and buying food items. ICA is present in 

different cities and countries and that makes an important responsibility on them to act 

according to local financial situation and cut prices or offer discounts based on local demands 

and economy (ICA AB, 2012k, paragraph 2). 

 

Climate  

Climate is changing day by day and customers are aware of this. This affects everyone’s life 

and therefore customers are changing their habits to reduce environmental impact. This puts 

pressure on companies to take environmental responsibility and take action on climate change. 

ICA acts responsibly on it and reduced climate impact on sourcing and prediction level. The 

issue is complex, meat consumption impacts environment but people love to buy and eat meat 

(ICA AB, 2012k, paragraph 3). 

 

Security 

Health security is rising these days. Customers want to have full information about what they 

eat, how the foods made and how it is packaged. Some times food labels confuse people, in 

that case people opt for product of those companies which take responsibility and showed true 

commitment to society and enjoinment (ICA AB, 2012k, paragraph 4). 

 

4.4.3   Customer strategies  

ICA believes in proving value to its customers and therefore, it works on following strategies. 

ICA listens to its customers. They always pay attention to changing needs and wishes of their 

customers and by being attentive they can gain customers’ trust and loyalty. It offers good 

prices and a large assortment of products. They are also working to improve basic and 

premium product ranges. Its cornerstone is in the confidence that customers put in them by 

acknowledging that ICA’s products are safe and high in quality. This makes them to work 

forward and improve knowledge and technology.ICA believes that no two customers are alike 
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and that is why they offer personal offerings which are adapted to individual markets (ICA 

AB, 2012l, paragraph 1-5). 
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4.5    Results of the Questionnaires 

 

This section includes the results of questionnaires which are analyzed and interpreted by the 

use of graphs. The graphical description follows with the sequence of questions asked in the 

questionnaire. 

 

 

4.5.1   Demographic Information 

The data is collected through online and face-to-face surveys. Through online questionnaires, 

I got 64 responses out of 200 and the response rate is 32%. By face-to-face or on the spot 

surveys, I got 44 responses out of 74 and the response rate is 59%. In total, the response rate 

is 39.42%. 

 

There were 45 males (42%) and 63 females (58%) who took part in this survey (see figure 5). 

Females were more participative during this survey and this leads to uneven gender 

distirbution. 

 

Figure 5: Respondents’ Gender 

 

Respondents who participated belong to all age groups and every age group is present in the 

graph below (see figure 6).  32 respondents’  age 26-35 responded high (30%). 26 respondents 

belong to age group 18-25 (24%), 16 respondents belong to age group 36-45 (15%), 15 

respondents belong to age group 46-55 (14%), 13 respondents belong to age group over 55 
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(12%) and 6 respondents belong to age group less than 18 (6%). This is not an even age 

distribution but every age group participated this survey. 

 

Figure 6: Respondents’ Age 

 

 

There are 90 Swedes who paricipated in this survey (83%) and 18 non-swedes who 

particpited (17%) (see figure 7). Swedes responded more as compare to immigrants because it 

is their land and they are present in larger numbers. 

 

Figure 7: Respondents’ Nationality 
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There are 67 respondents who holds ICA-card (62%) and 41 respodnets dosen’t have ICA-

card (38%) (see figure 8). This shows that most of the respodnets who purchase from ICA 

Kvantum, Borlänge hold ICA-card. 

 

Figure 8: Respondents’ possession of ICA card 

 

 

The education level of respondents is high under the category of Vocational educational 

diploma, where 29 respondents lies (27%) (see figure 9). Next high category is of people who 

hold Master degree. There are 26 respondents (26%) that fall in this category. 20 respondents 

fall in the bachelor degree category (20%), 17 respondents fall in the high school category 

(16%) and 12 respondents fall in the elementary or secondary school category (11%).  The 

highest categories are vocational education diploma and university degree that stand out 

amongst all. 
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Figure 9: Respondents’ Education 

 

 

There are 67 respondents (62%) who are employed, 16 respondents (16%) are unemployed, 

15 of them are student (15%), 7 respondents (7%) are retired and 2 of them (2%) are self-

employed (see figure 10). This shows that most of them are employed. 

 

Figure 10:  Respondents’ Occupation 
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4.5.2   Corporate Social Responsibility  

There were two questions Q 7 & Q8 which were asked to respondents to know their view 

about CSR of ICA Kvantum and about their personal contribution to environment and society. 

Q7 was “As a customer of ICA, what do you think that ICA is doing to create value for 

customers? It was provided with four options which are mentioned below in the graph with 

graphical representation.  

There are 40 respondents (37%) who think that ICA offers environmental friendly products 

and it receives the highest response (see figure 11). In second option, 32 respondents (30%) 

think that ICA provides safe and high quality products, which scores the second highest. In 

third option, 25 respondents (23%), thinks that ICA charges fair price for products and 10 

responses (9%) thinks that ICA pays attention to customers’ queries and comments. This 

shows that majority believes that ICA Kvantum, Borlänge is a grocery store which deals and 

sells environmentally safe and organic products. 

 

Figure 11: Respondents’ importance to ICA Kvantum’s CSR activities 

 

 

The next question Q8 was: Do you feel the responsibility to contribute for the betterment of 

environment and society? There are 87 respondents (81%), who feel the responsibility for the 

betterment of environment and society (see figure 12). The other 15 respondents (14%) reply 

that they don’t know and 6 respondents (6%) don’t feel that responsibility to contribute for the 

betterment of environment and society. 



48 

 

 

Figure 12: Individual’s responsibility for the betterment of environment & society 

 

 

4.5.3   Green marketing and ecological products  

There were three questions Q9, Q10 & Q11 that were asked to get respondents opinion about 

ICA Kvantum’s ecological and green products. The first question was asked: Would you like 

to buy the product if it is not environmental friendly? There are 61 respondents (56%) who 

think that they want to buy the product even if it is not environmental friendly (see figure 13). 

26 respondents (24%) think that they don’t buy such product which is not environmental 

friendly and 21 respondents (19%) don’t know about that. This result shows that generally 

consumers buy non-environmental friendly products and left ecological or green products of 

ICA Kvantum, Borlänge. 

 

Figure 13: Purchase of Non-environmental friendly products 
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The next question was asked: Before purchasing a product, do you check that it contains 

organic label and it is environmental friendly? There is a close match between two categories 

of respondents. Those who usually check the organic label and environmental friendly mark 

on products are 46 respondents (43%) and 53 respondents (49%) don’t usually check the 

organic and green label before purchasing a product (see figure 14). Also, 8 respondents don’t 

know about this. The results shows that most of the respondents don’t check organic labels 

before making a purchase decision but on the other hand the respondents who check such 

labels also exist in large numbers. 

 

Figure 14: Checking of environmental & organic labels before purchasing a product 

 

 

The other question was asked: Which of the following factor affects the most when you make 

a purchase decision? There are 43 respondents (40%) who believe that brand image and 

reputation affect them most while making a purchase decision (see figure 15). The other 30 

respondents (28%) think that loyalty to a certain product is one of the important factors in 

their purchase decision. The next 29 respondents believe that ecological and organic product 

affect their purchase decision most whenever they buy a certain product and 6 respondents 

(6%) think that packaging of a product is the most important factor to them when making 

purchase decision. This shows that brand image and reputation holds the first place in the 

mind of consumers while purchasing a product. On the other hand there is almost no 

difference between people who think that ecological and organic products and product loyalty 

are the important factors when it comes to purchasing a product. 
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Figure 15: Important factor that affects respondents’ purchase decision 

 

 

4.5.4   Consumer behavior towards CSR and green marketing 

The next three questions Q12, Q13 & Q14 were asked to know respondents behavior when it 

comes to green marketing and CSR image of ICA Kvantum, Borlänge. The first question in 

this category was asked: Would you like to pay more for ecological and green products? 

There are 63 respondents (58%) who want to pay more for ecological and green products (see 

figure 16). The next 36 respondents (33%) don’t want to pay more for ecological and green 

products and 9 respondents (8%) don’t know about it. This shows that majority of respondents 

are willing to pay more for ecological and green products. 

 

 

Figure 16: To pay more for Ecological & Green products 
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The next question was asked: Do you feel that ICA takes its social responsibilities? There are 

34 respondents (31%) who think that ICA Kvantum, Borlänge fulfills its social 

responsibilities, protects the environment and has a good image in community (see figure 17). 

The next 12 respondents (11%) think that ICA Kvantum doesn’t fulfill its corporate social 

responsibilities and 62 respondents (57%) don’t know about it. The result shows that vast 

majority don’t actually know about it or they simply don’t want to comment about it. 

 

Figure 17: Respondents’ opinion about the performance of CSR activities performed by ICA 

Kvantum 

 

 

The last close ended question was asked: Would you recommend and suggest ICA Kvantum 

grocery store to your friends and family due to its social & ethical responsibility and its green 

image? There are 41 respondents (38%) who believe in suggesting and recommending ICA 

Kvantum, Borlänge to their family and friends due to its social, ethical and green image (see 

figure 18). The other 11 respondents (10%) don’t want to recommend it further to their family 

and friends and 55 respondents (51%) don’t know if they would recommend ICA Kvantum, 

Borlänge to their friends and family. This shows that vast majority don’t know if they 

recommend this grocery store further to their relatives based on its ethical, social and green 

image in society. 
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Figure 18: Respondents’ recommendation of ICA Kvantum based on its Social & Ethical 

responsibilities and Green image  

 

 

4.5.5   Respondents’ comments 

The last question was an open-ended question which allowed respondents’ to suggest ICA 

Kvantum, Borlänge the three most important suggestions that they think should ICA do to 

make it easier for consumers to make green choices and to improve the environment. I would 

like to include the comments that I got through the survey. 

 

4.5.6   Respondents’’ suggestions about Environmental improvement 

• ICA should sell chemical free products to protect environment. 

• Increase the use of recyclable packaging. 

• Use of green transport. 

• Lessen the selling of non-environmental friendly products from the store and replace it 

with environmental friendly products. 

• ICA should take on more responsibility by selling fair trade products and should 

introduce more environmental friendly features into its products. 
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• Buy just from those suppliers and producers that understand and fulfill environmental 

responsibilities. 

• It should provide proper information about products’ harvesting that made it clear to 

consumers’ that products are made ethically and are environmental friendly.  

• Proper justification of measures that have been taken for environmental improvement.  

• It should spread more information about their CSR and green initiatives. 

• Most consumers prefer local Swedish meat and vegetables as they think that local 

producers are more ethically and environmentally responsible.  

 

4.5.7   Respondents’ suggestions about the improvement of Green and 

Ecological products 

• There should be clear and detailed information available to consumers through green 

labels e.g. in meat they would like to know from which farm it has come from and 

how their livestock looks like. 

• Put green labels using text format and there should be no E. numbers in the products. 

• Proper placement and profiling of organic products in the store. 

• Devote a separate section just for ecological and green products. 

• Broaden the range of green products. 

• Put attractive prices for green products. 

• Do not take advantage of consumers’ interest in organic products by increasing the 

prices and making profits. 

• Charge the same price for organic products like other products. 

• Educate consumers about eco-labeled products and what could be its consequences if 

they don’t use ecological and green products. Explain them about its environmental 

impact and poor wages of worker and other ethical issues. 
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• Tell consumers’ about how to use the products in a green way. So that an organic 

product will remain organic and green right from its production till its usage. 

• ICA should advertise more about environment friendly products so people would be 

more aware of its benefits. 

• Encourage consumers to choose healthy commodities by sending coupons to test the 

products. 
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5.     DISCUSSION AND ANALYSIS 

 

This section presents the analysis that is based on the theoretical framework and empirical 

study on ICA Kvantum. Based on the empirical and theoretical framework, the concepts of 

CSR, green marketing and their affect on consumer behavior are discussed. To be precise, 

this section is divided into seven sections, where each section represents and discusses the 

research area of this study. 

 

 

5.1    Incorporation of CSR in grocery retailing (ICA Kvantum) 

ICA Kvantum relies on three key principles of CSR. They believe on performing and 

achieving what they promised and to talk about their corporate social responsibilities. They 

have constant focus on their social responsibilities and they keep a constant track on the 

production of their products and their relationships with suppliers and other stakeholders (ICA 

AB, 2012g, paragraph 1-4). As, Bowen(1953), defined CSR as an obligation for business to 

follow, pursue and make such decisions that are desirable for them and for the society (Bowen, 

1953 cited in Carroll, 1999, p. 270).  The other idea by Frederick (1986, p 129) is focused on 

an organization’s responsibilities for the betterment of society. The definition by European 

Union also states that it is the responsibility of an organization to respect collective decisions 

between stakeholders (European Union, 2011, p.6). 

According to Carroll (1979, p. 499), there are four main social business responsibilities of 

CSR that are economic, legal, ethical and philanthropic. As Carroll (1979, p. 500), states that 

the main purpose of any business organization is to perform in such a manner that they earn 

profit and also provide goods and services to their members in order to maintain a competitive 

position. ICA takes responsibility of environment while focusing on making profits. Their 

system works on integrated CSR work that provides value and maintains strong relationship 

with channel members and stakeholders and that is why they call it a Sustainable competitive 

company with solid financial footing (ICA AB, 2012g, paragraph 2-4). ICA works on good 

business philosophy that promotes environmental and social responsibility. They ensure 

product safety and maintain product quality by abiding ethical and legal standards. They 

believe on listening to customers, nurturing diversity and growth in their employees and 

maintain an open dialogue with other stakeholders and community. As Carroll (1979, p. 500) 
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states that business organizations needs to comply with laws, regulation and legal 

commitments by providing goods and services that meet legal requirements. They need to 

embody such activities and practices that are codified into law. These ethical laws protect the 

moral rights of community and stakeholders. ICA takes philanthropic responsibilities 

seriously. They engaged in several health related campaigns like “buddy with your body” in 

different schools to encourage healthy eating. They worked with animal welfare, biological 

diversity and various sponsorships for e.g. “Blodomloppet” for blood donation and associated 

with charitable collections to support institutions like “Rädda Barnen” and other NGOs (ICA 

AB, 2012f, paragraph 1-4). As Carroll (1979, p. 500), states that philanthropic responsibilities 

are desired by society as they promote an image of good corporate citizen Society expects 

businesses to indulge in human welfare activities and programs. It could be anything 

contributing to arts, education health etc.  These activities are seen as more voluntary or 

discretionary activities. 

 

5.1.1   Key areas of CSR in Grocery Retailing 

ICA has incorporated CSR in retailing, in the areas of environment, product, employees and 

suppliers, diversity, community and non-domestic operations.  

 

5.1.2   Environment 

ICA has a goal to reduce its overall direct environmental impact by cutting energy 

consumption, waste and by introducing ecological and organic price range. They encourage 

their customers by participating in different sustainable projects. They are working to develop 

climate smart-stores and focusing on eco-driving and alternative fueling. They prefer to use 

recycle shopping bags to protect the environment and avoid the use of hazardous chemicals or 

controversial food items like fish, palm oil and baby bottles containing bisphenol as an 

ingredient (ICA AB, 2012d, paragraph 2-4). It has been observed that large retailers usually 

respond more to CSR behaviors and they catch more lime light than small retailers (Mitchel 

and Levy, 1989, p. 29; Hendry, 1994 cited in Piacentini, et al., 2000, p. 461). 

The issue of environmental sustainability is a major issue that aroused the retailers to take a 

proactive and immediate response to environment (Cannon, 1992, p. 35; Watman, 2011, p. 

163). because it has become a key tends among retailers business (Strong, 1995, p. 107). 

Producing healthy products and promoting healthy activities are also performed by retailers to 
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balance the environmental effects.  Most of the evidence of CSR segments among retailer 

tends to be more towards environmental or green marketing; besides this they also prevent the 

use of genetically modified foods (GMOs) (Watman, 2011, p. 163; Strong, 1995, p. 109). 

 

5.1.3   Product 

ICA maintains product sustainability through supplier audits, product quality tests, product 

lab reviews and structured quality assurance work in stores and logistics. They check each 

product against their policies and guidelines before calling it a final product. They maintain 

food safety and follows Swedish food handling standards (ICA AB, 2012i, paragraph 2-3). 

Strong and trustworthy brands always promise reliable products that are safe to eat (Brown 

and Dacin, 1997, p. 72; Karolefski, 2002, paragraph 10). The issues faced by Nestle shows 

that product safety and assurance checks or product quality checks are really important 

especially in case of edible items (Löhman and Steinholtz, 2003, p. 80). 

 

5.1.4   Employees and Suppliers 

ICA Sweden provides opportunity to people that includes suppliers, employees and other 

channel members to grow with the aspiring company. They have a committed workforce 

which believes on strong leadership. ICA also does business with international suppliers and 

it makes sure that there would be no human rights violation and no injustice (ICA AB, 2012c, 

paragraph 1-3). Various organizations believe in close working relations with the workers. 

They have adopted several corporate rules and procedures for better working conditions. They 

ensure that their labors and workers get all the rights and this corresponds to one of the 

aspects of CSR in corporations (Colvin, 2001, p. 60; Maresca, 2000, p. 158; Moir, 2001, p. 18, 

Löhman and Steinholtz, 2003, p. 51). 

 

5.1.5   Diversity 

Diversity is an integral element in ICA’s business operations. Each and every person 

regardless of ethnicity, gender, race, religion or physical limitation has an equal chance to be 

recruited and develop itself within the group. They have harmonized groups which work on 

value based leadership that helps to capitalize differences and encourages enthusiasm (ICA 
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AB, 2012b, paragraph 8-9). CSR is more than a commitment in developed countries so it is 

not just enough on the part of companies to follow minimum legal requirements, in fact they 

need to be more responsible in this context Ness (1992, p. 39). ICA Sweden shows that they 

are a step ahead in following their CSR responsibilities and they are more diverse. 

 

5.1.6   Community 

ICA care about communities and tries to give them back locally and nationally. They are 

associated with various sponsorships that are in sports, health and fitness. They have 

sponsored shows to show their commitment to people and to build values and good habits in 

them (ICA AB, 2012e, paragraph 1-5). As Ness (1992, p. 39), sates that organizations that 

indulge in community support provides aid and support to various communities like sports, art, 

education, training enterprises. It also includes the sponsorship of various activities for local 

community and other different communities. 

 

5.1.7   Non- domestic operations 

ICA works under safe working conditions and to meet that requirement they conduct social, 

environmental and quality audits. They are working to combat issues like human rights 

violations with various international workers (ICA AB, 2012c, paragraph 1-3). It is the 

responsibility of any organization to protect others and their rights such as protecting child 

labor and human rights (Folkes and Kamins, 1999, p. 247). 

 

5.2   Importance of CSR perceived by consumers 

Result shows that the most important factor that creates value for respondents is the fact that 

ICA Kvantum provides environmental friendly and organic products (see fig 10). This is 

congruent with Carroll (1979, p. 499-500), that Business organization while operating in 

society needs to comply with laws and regulations by providing goods that meet legal 

requirements and that protects environment too. This belongs to legal and ethical 

responsibilities of CSR, which are the two important factors of CSR. Production of healthy 

products is one of the important elements that is practiced by retailers to balance the 

environmental effects and that is why most of the evidences of CSR among retailers are more 
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drawn to environmental or green marketing (Watman, 2011, p. 163; Strong, 1995, p. 106). 

The other factors that create value for respondents are that ICA Kvantum provides safe and 

high quality products, it charges fair price for products and ICA Kvantum pays attention to 

customers’ queries and comments. This is congruent with Carroll (1979, p. 500), that an 

organization that performs CSR follows legal, economic and ethical responsibilities. The list 

of CSR factors performed by grocery retailers which is presented by Sen and Bhattacharya 

(2001, p. 227), goes along well with the CSR activities performs by ICA Kvantum. 

The next result that belongs to CSR importance among consumers shows that 87 respondents 

feel the responsibility for the betterment of environment and society (see fig 11). It is 

important to look into figure 4,5,6,7,8 and 9 where it is clearly shown that majority of 

respondents are female and mainly Swedish. Most of them are between 26-35 age groups, are 

employed and holds vocational education diploma. Consumers that are sensitive to 

environment and betterment of society can be identified and understand as Green Consumers. 

This is a growing market which further needs to be classified and explained (Roberts, 1996, p. 

220; Zucarro and Fortin, 1992, p. 211). It has been observed through European Union Green 

paper 2001 and 2011 that European countries are associated with environmental sustainability 

since very long and that is why Swedish people are sensitive to environmental betterment 

issues. In CSR magazine (2001, p. 10) it is written that European consumers wants to 

safeguard the environment and they want complete emission of green house gases. It is also 

visible that young people, between the ages of 26-35, where majority of them have good 

education and are employed, thinks that one of their major responsibilities is towards the 

betterment of environment and society. 

 

5.3    Green marketing and ecological products 

The question asked to respondents about their preference to buy environmental friendly 

products results in 61 respondents who usually doesn’t bother much to buy environmental 

friendly products and they just buy the very next product which is there in the grocery store. 

This is congruent with D'Souza, (2004, p. 184), that the consumers that don’t bother much to 

buy environmental friendly products are called “Conventional Consumers” (see figure 4). 

They are reluctant to make ecological choices due to some risks associated to it in comparison 

with other non-environmental friendly products. That is why they ignore the environmental 
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friendly products and choose non-environmental friendly products from the grocery store. On 

the other side 26 respondents think that they made choices based on environmental friendly 

products. It is argued that “there exists a key market opportunity” that could be assumed as a 

niche market and that niche market is developing and progressing. This niche market is 

market for those consumers who buy environmental friendly products. (Roberts, 1996, p. 220; 

Zucarro and Fortin, 1992, p. 211). 

 

The next question, asked to respondents, is whether they check ecological labels before 

purchasing a product. The result shows close match where 53 respondents usually don’t check 

eco-labels before buying a product and 46 respondents do check the eco-labels and make their 

purchase decision on the basis of that (see figure 13). This is congruent with the statement that 

to specify and identify Green Consumer profiles, it is not necessary that they are the ones who 

use eco-labels as their first motive to make a purchase decision (McKenzie, 1991; Roberts, 

1996; Titterington et al., 1996; Brown and Wahlers, 1998). Eco-labels can entice consumer 

buying behavior as they can get more environmental related information (Carlson et al., 1993, 

p. 30).  Also, this green segment of consumers is a niche and growing segment which is 

clearly visible here, as there is a cut to match between the two segments of consumers. This 

clearly shows that this segment has potential and it is growing significantly (Roberts, 1996, p. 

220; Zucarro and Fortin, 1992, p. 211). 

 

There are certain factors which affect respondents purchase decision. 43 respondents in the 

survey believe that brand image and reputation is more important before making a purchase 

decision (see figure 14). It is congruent with Muska (1998, p. 333), organizations that produce 

their product by incorporating personal values, social and economical concerns with a focus 

on future investments are seen more reputable and holds a good image among consumers. 

Within the context of performing CSR activities, customers regard and appreciate more such 

companies who practice CSR more strategically and have improved relations with society, 

customers and other stakeholders. This enhances their reputation in society and in the eyes of 

consumers. Different marketing studies showed that corporate image of a company has a 

positive relationship with consumer’s product response (Keller and Aaker, 1992, p. 10). The 

second and third factor which is believed by respondents as the next significant factor that 

affects their purchase decision is loyalty to a certain product (response by 30 respondents) and 

ecological and organic product (response by 29 respondents). The strong loyalty of brand 
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among consumers is the sign of high performance of CSR activities by a company and 

company’s commitment with CSR (Ailawadi et al., 2011, p. 8). The use of environmental 

labels on products results in better product image. These labels and green marketing 

initiatives from the company makes a customer loyal to certain brand. According to EPA 

(1998, p. 13), ecologically safe products help consumers to choose environmental friendly 

products. This idea is congruent with Becker-Olsen et al. (2006, p. 47), that firms needs to fit 

in their overall image. This overall image includes firm’s product line, brand image, position, 

and/or target market. A low fit CSR measures by a company can result in negative image of a 

company and its products on customers which affect product sales.  

 

5.4    Impact of Green Marketing on consumer behavior 

The questions asked to respondents in the context of knowing their motivation towards green 

marketing and CSR results in different answers. Majority of respondents (63 of them) want to 

pay more for ecological and organic products (see figure 15). This is congruent with D' Souza, 

(2004, p. 184), who defines such customers as “Environmentally green consumers” (see 

figure 4). They are the ones who are concerned about the environment. They always prefer 

green product over a conventional product. They always look for labels and environmental 

information on any product.  

The next group of respondents (36 of them) thinks that they don’t want to spend more on 

ecological products. According to D' Souza, (2004, p. 184), they are the “Price sensitive 

consumers” (see figure 4). Although they are aware of green and ecological products but they 

choose to buy non-environmental friendly products. They are the ones who think about the 

price first before buying an eco-friendly product. 

 

5.5    Impact of Corporate Social Responsibility on consumer behavior 

The questions about fulfillment of CSR responsibilities by ICA receives majority of the 

responses where respondents (62 of them) are not so sure about it. On the other hand the next 

highest category of respondents (34 of them) thinks that ICA fulfills its legal, economical, 

ethical and philanthropic responsibilities and posses a good image in society (see figure 16). It 

is congruent with Bowen (1953); Fredrick (1986, p. 129) and European Union (2011, p. 6), 

that it is the obligation of the business to pursue such policies and guidelines that are desirable 
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with their objectives as well as with society. It is one of the fundamental responsibilities of 

any business to work for social betterment that marks a positive impact on society. Thus it 

makes necessary to combine social, environmental, ethical, human rights and consumer 

concerns into their business strategy. According to Carroll (1979, p. 500), the four 

components of pyramid (see figure 2) i.e. economical, legal, ethical and philanthropic 

responsibilities of a business can be taken as a whole to project the image of a sustainable 

company in the society. Retailers are more focused on product quality and price but now they 

place equally more focus on environmental issues along with other retailing issues (Strong, 

1995, p. 107). CSR practices in retail industry widen the concept of CSR and take it to 

another level where diversity, product, environment, and non-domestic operations are really 

significant. It is of utmost importance for any retail grocery store to provide safe edible 

contents and reliable products to its consumers (Brown and Dacin, 1997, p. 72). Protection of 

environment is also essential to any retail grocery store. Minimization of harmful pesticides 

should be maintained that causes harmful effects on human health and environment (Carrigan 

and Attalla, 2001, p. 566).  

 

 An organization’s commitment to its stakeholders becomes more important in the field of 

retail grocery store where their main stakeholders are the consumers. It is argued by Freeman 

(1999, p. 233), that stakeholder belongs to a group or individual which gets affected or can 

affect by the objectives and accomplishments of organizations therefore, (Matten, Crane & 

Chapple, 2003, p. 114) it is necessary to put forward consumers (stakeholders) interest in the 

business operations. They also need to protect labor and employee rights and provide them 

safe working environment, education and good economic condition that is free from child 

labor and other human rights issues ((Folkes and Kamins, 1999, p. 247.; Kolk, 2005, p. 231). 

Organizations need to support communities’ through their sponsorships and associations in 

arts, education, training, sports etc. (Ness, 1992, p. 39). 

 

5.6    Significance of CSR and Green marketing on consumer behavior 

The question asked to respondents about recommendation of ICA Kvantum grocery store to 

friends and family makes it to 55 respondents who couldn’t decide whether to recommend it 

but there are 41 respondents who think that ICA Kvantum projects an ethical and social image 

which is also successful in providing green and organic products to consumers (see figure 17). 
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The commitment with CSR has earned many organizations an enhanced corporate image and 

improved corporate goodwill. Retail organizations have step forward and now they are 

focusing on producing products by using green means and providing organic and ecological 

products to its consumers (Strong, 1995, p. 106). In the end their commitment towards society 

at large cannot be overlooked (Ness, 1992, p. 39). 

 

5.7    Suggestions for the improvement of environment  

The next and last question asked to respondents about three important points that they would 

like to say or suggest to ICA Kvantum. Response received by respondents makes it clear that 

ICA Kvantum holds a good and responsible image in the eyes of consumers. It has a positive 

goodwill in the society. This leads to some suggestions where respondents think that ICA 

Kvantum should increase the use of environmental friendly products and use more green 

materials for packaging and green fuel for transport. One important factor that is highlighted 

by consumers is the fact that “ICA Kvantum should provide more information about 

products’ harvesting that made it clear to consumers’ that products are made ethically and 

are environmental friendly”. Consumers feel that there should be “Proper justification of 

measures that has been taken for environmental improvement”.  The need for a different 

practice is highlighted by two respondents where they focus on the use of local meat and 

vegetables because in their opinion local producers are more ethical and care for environment.  

 

The suggestions to ICA Kvantum for the betterment of environment are congruent with D' 

D'Souza, (2004, p. 184) studies and they called them as “Environmentally Green consumers”.  

These consumers’ lies in the first quadrant of the figure (see figure 2). 

 

5.7.1   Suggestions for the improvement of green and ecological products 

Respondents agree on the note that “There should be clear and detailed information available 

to consumers through green labels”. They want that ICA Kvantum broadens the range of 

such products and introduces more ecological products that are free from E-numbers and 

preservatives. They also want a proper section just for green foods which they can buy on 

attractive prices. An important point highlighted by four respondents lies in encouraging and 

educating consumers about green and ecological products and the consequences of using 

conventional products on environment and society. For this, ICA Kvantum should advertise 
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more their environmental friendly products and encourage consumers to make healthy choices 

by offering test products and coupons. 

 

The respondent’s opinion about green and ecological products of ICA Kvantum is also 

congruent with D' Souza, (2004, p. 184), statement that green consumers always prefer to use 

ecological and organic products and prefer it over conventional products.  

 

. 
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6.     CONCLUSION AND COMMENTS 

 

This section is based on conclusions that are drawn from the empirical study and analysis. 

The sequence in this section follows the answers of three research questions in order to fulfill 

the purpose of this study. The section includes contribution of the study and ends on 

recommendations and suggestions for future research. 

 

6.1     Impact of CSR & Green marketing on Consumer Behavior 

CSR has been discussed through different perspectives. A significant aspect that was needed 

to be highlighted was the commitment of CSR in a retail/grocery industry. As the retail 

industry is made up of clusters of stakeholders that include suppliers, customers, employees, 

community etc where customers are the key stakeholders for a retail company. The 

acknowledgement of a growing notion called Green marketing has also been done to 

understand the idea and to investigate the implication of ecological labels and green claims 

made by retail/grocery stores. As customers are the king, it was really important to understand 

the concept of CSR and green marketing and the affects of CSR and green marketing/Eco-

labels on consumers’ behavior from ICA Kvantum’s perspective as well as from the 

consumers’ perspective. Therefore, a case study research has been done on ICA AB and 

quantitative data has been collected through face-to-face customer interview. Hence, the 

research highlights the importance of CSR in retail industry, the significance of growing 

notion green marketing and the affect of their relationship on consumer behavior. 

The case study about ICA Kvantum, AB identifies that the concept of CSR has been equally 

understood and incorporated in retail sector as it is practiced in other non-retail sectors. CSR 

is based on principles that need to be performed to achieve their CSR goals. ICA believes on 

three key principles of transparency, credibility and traceability. These three principles set 

the guidelines and rules for ICA to fulfill their CSR commitments. ICA maintains a balance 

between the four major components of CSR that are the main pillars of CSR. ICA is a 

sustainable company with a solid financial footing. Their good business philosophy resulted 

in socially responsible behavior. They takes responsibility of the environment and works on 

different measures to reduce the impact of harmful chemical, pesticides, rays etc. They work 

with an integrated system of CSR that provides value and maintains strong relationship with 
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stakeholders and especially customers. Besides the four main components of CSR their 

business philosophy is integrated with other components that are important for retailing. It 

includes product, environment, diversity, community, employees and supplier. Among all this 

they give main preference to ensure product safety and quality by abiding ethical and legal 

standards. They believe in diversity and growth of their stakeholders. They works to provide 

better economic and working conditions for their suppliers and employees and they are 

working for human rights and child labor issues. ICA takes philanthropic responsibilities on a 

broad note. It has been associated with good causes, donations and sponsorships since long. 

Such philanthropic activities promoted their image in society and resulted in positive goodwill 

for their company. 

ICA belongs to a retail industry where it is really necessary to build strong relationship with 

customers. The survey done on customers’ of ICA Kvantum showed that ICA provides 

environmental and organic products by abiding all the rules and law of goods production that 

also protects the environment. Selection and selling of products is an essential task for any 

grocery store but besides that it is really important that products should be safe and high in 

quality. ICA incorporates this really well and customer believes that products are healthy and 

safe for the environment.  

The strong financial footing of ICA depends on charging fair prices for its products. ICA also 

pays strong attention to the queries and suggestions of its customers. Suggestions and 

feedback on CSR activities from consumers highlights the fact that consumers also take 

interest in the betterment of environment and society. Their involvement in this regard is 

acknowledged in this study where majority of the Swedish female consumers that belongs to 

age group 26-35 and are employed, felt the responsibility for the improvement of environment 

and society. Their sensitivity and commitment to safeguard the environment shows that 

Swedish consumers are strongly committed to it. It can be concluded that Swedish consumers 

place great importance to CSR and its various elements where environment and society is one 

of the significant factor in their purchase decision. 

Recently, the retail grocery industry has seen a great demand for ecological and green 

products and that made grocery retailers to produce more such products. However, it was 

observed that if consumers visit a grocery store where they see a conventional product and 

ecological product and majority of them wanted to buy a conventional product. It is due to the 
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fact that these consumers are still conventional consumers who are reluctant to buy ecological 

products and they are unaware of potential benefits that a green product has for them and for 

the environment as well. On the other side there were a large group of people who believed in 

buying ecological and organic products form ICA Kvantum. This shows that the area of green 

marketing is a niche area which is growing rapidly. 

Customers usually don’t check eco-labels before buying a product but there is another group 

which is equally larger than the first one, where consumers check eco-labels before buying a 

product. It is also important to keep in mind that checking eco-labels before buying a product 

doesn’t make a person green or non-green consumer. As said earlier, the green segment of 

consumers is a niche segment that is growing and therefore it needs to communicate them 

properly about the benefits of checking and reading eco-labels before making a purchase 

decision. The survey points the fact that reputation and goodwill of ICA Kvantum that is 

earned by performing the activities for the betterment of environment and development of 

green products are regarded well among consumers. This gesture results in greater purchases 

and high product response from consumers. 

Green marketing and green products has attracted consumers. Majority of consumer wanted to 

pay more for ecological and organic products and this shows that “Environmentally green 

consumers” are emerging which always look for ecological products. Although “Price 

sensitive consumers” also exists but their ratio is less as compare to green consumers. This 

shows that consumer behavior is changing from being price sensitive to environmentally 

green consumers.  

The impact of CSR activities and commitment of ICA Kvantum are well recognized by 

consumers and they believed that ICA Kvantum fulfills its economic, legal, ethical and 

philanthropic responsibilities. Moreover, it also takes care for the improvement of 

environment, society and community at large. They safeguard the interest of their customers 

which makes consumers to trust ICA and its product and presented a good corporate image in 

the society and in the eyes of consumers. 

When consumers start giving positive feedback and spreads positive word of mouth about 

ICA Kvantum, then it is obvious that they recommend it to their friends and family. However, 

there were consumer who couldn’t decide to recommend it further or not but the next highest 

segment of consumer wanted to recommend ICA Kvantum further. This shows that ICA has 



68 

 

earned an enhanced corporate image and improved corporate goodwill in the society due to its 

strong CSR commitment and production of organic and ecological products. 

In a nut shell, it can be concluded that CSR and green marketing particularly ecological and 

organic foods plays a major role in consumer behavior. The relationship of CSR and green 

marketing also affects consumer purchase decisions. 

 

6.2    Contributions of the study 

This study contributes uniquely with the selection of literature, collection of empirical 

findings and analysis of CSR and green marketing in the retail/grocery industry. The 

retail/grocery industry has not been acknowledged well for its CSR and green marketing 

commitments lately. Moreover, the specific data gathered from the customer survey that 

highlighted the customer behavior and their awareness of CSR and green marketing is also 

different in relation to the case company ICA Kvantum and the country Sweden where the 

whole investigation took place. 

This study has identified and explained of the concept of CSR by using Carroll’s (1979) CSR 

pyramid and the important elements of CSR in grocery retailing discussed by Sen and 

Bhattacharya (2001). The novel concept of green marketing and ecological products has been 

studied in relation to consumer behavior taking in consideration the model presented by D' 

Souza, (2004). The whole investigation of relationship of CSR and green marketing and its 

affect on consumer behavior contributes towards a new research within the field of grocery 

retailing. 

 

6.3    Theoretical and Managerial Implications 

The concept of CSR has played a significant role in business and its practices. It serves as 

pathway to other theories and ideas. Scholars are conducting different researches and 

developing different theories by adapting the existing work of CSR and the current literature 

available on CSR.  This shows that, CSR is a wide concept which captures and deals with 

significant area of business and society (Carroll, 1999, p. 292). 
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The managerial implications can be drawn for grocery retailers that are performing CSR and 

green marketing activities. Companies that want to study the relationship of CSR and green 

marketing on the behavior of consumers can make the use of such findings. Moreover, there 

are some issues that need to be considered by managers of grocery chains. It is important to 

communicate the commitments and achievement of CSR with the consumers. This enhances 

their level of trust and loyalty towards company. As numerous consumers responded that they 

want to know more about ICA’s CSR activities and achievements so this could be applied to 

other retail stores too where consumers are in search of information. Besides that it is equally 

important to justify the measures that retail companies take for their CSR and green marketing 

goals. 

In the case of green marketing managers can employ the use of more green labels on products 

with detailed information available on them for e.g. where it has come from, what was the 

feed of livestock etc. they should encourage consumers by proving them information about 

conventional and ecological products by organizing seminars , workshops, visiting schools 

and universities etc. Another significant marketing tool that should be incorporated in their 

marketing activities is the use of advertisement of eco-friendly products, to encourage 

consumers and create an understating of such products. 

 

6.4    Societal Implications 

Retailing companies need to integrate in their local and international settings in order to 

perform their corporate social responsibilities. They can contribute to their society in the form 

of providing job vacancies, wages, perks and revenues on taxes. Moreover, they are also 

responsible for the health, safety, stability and prosperity of the society where they do their 

business. This also counts on the local image of the company in the society which is often 

build by its contribution to the local community and society (Commission of the European 

Communities, 2001 p. 11). 

Retailing companies have a direct impact on environment and that is why it becomes 

necessary for them to educate the local community about the local physical environment. It 

has also been observed that companies often involved in societal issues and causes by 

assisting in vocational training institutions, donations, sponsoring of local sports and events, 

charities, and recruitment of disabled workers (Commission of the European Communities, 
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2001 p. 12). For example, Somerfield has worked with Muscular Dystrophy Campaign and 

the Meningitis Trust. On the other hand, ASDA has been supporting breast cancer care for 

around seven years (Jones et al., 2005, p. 432). 

Large food retailers can also contribute to urban regeneration. For example Tesco contributed 

to the restoration of underprivileged communities. The company generated new jobs for the 

local community through the development of their new stores in different areas (Jones et al., 

2005, p. 433). 

Through CSR, retailing companies can significantly contribute to the betterment of society. 

Thus, in order to build a cohesive society, companies need to rely on set of principles 

provided by CSR (European Union, 2011, p. 3). 

 

6.5    Reflections on the study & Suggestions for Future Research 

This study investigated the effect of CSR and green marketing on consumer behavior from the 

consumers’ and company’s perspective. However, the data gathered for company was mainly 

based on secondary data, therefore it would be interesting to collect qualitative data from 

company’s managers and other employees and record their perspective about CSR and green 

marketing. Furthermore, it could give interesting results if the same study will be performed 

in some other city of Sweden and then compares with the current study done on Borlänge. It 

may give different and interesting results. Another idea that surfaced during this whole study 

is that current study is based on single case company but in future one can perform the same 

case on multiple companies for e.g. ICA, COOP etc. researcher can test the same elements of 

CSR and green marketing but can adopt different research methods for e.g. direct observation, 

expert interviews etc 

Another important element that could be interesting to research is the effect of attitude and 

loyalty of consumers on CSR and green marketing. Trust and loyalty are two key components 

that affect consumer purchase decision. Therefore it is possible that it would provide different 

results. 
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APPENDIX 1 

 

                                     Questionnaire                                                  
 
Dear Participants, 

 

I am a student of Masters in Business Administration (MBA) at University of Gävle.  

I am conducting a research survey on ICA Kvantum AB for my thesis. I am investigating the 

impact of Corporate Social Responsibility (CSR) and Green Marketing on consumer behavior. 

The supervisor for this thesis is Dr Maria Fregidou-Malama. 

 

I am giving a brief explanation of Corporate Social Responsibility (CSR). 

 

A socially responsible company takes environmental, social, human rights, ethical and 

consumer concerns into consideration.  A socially responsible company minimizes the use of 

harmful and hazardous chemicals for production, protects the environment rigorously, follows 

the laws and regulations, keeps inform their customers about the product/ food composition, 

provides better working conditions for their employees, invests finances for humanitarian 

causes & are responsible to the public, employees and customers. In addition, a socially 

responsible organization incorporates green marketing into its business strategy to comply 

with ethical, environmental standards and to serve their customers.  

 

My study aims to investigate what consumers think about Corporate Social Responsibility 

(CSR) and green marketing of ICA Kvantum AB. I would be very grateful to you if you grant 

me 5 minutes to help me complete this questionnaire as a part of my research process.  All the 

collected information will remain anonymous. 

 

Thank you for your precious time. 
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Demographics 

 

Q1. Gender     

 

• Male  

• Female 

 

Q2. Age   

 

• Under 18 

• 18-25 

• 26-35 

• 36-45 

• 46-55 

• Over 55 

 

Q3.  Nationality 

 

• Swedish    

• Non-Swedish 

 

Q4.  Do you have ICA card? 

• Yes 

• No 

 

Q5. Educational background  

 

• Elementary or secondary school 

• High school 

• Vocational education diploma 

• Bachelor degree 
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• Master degree or above 

Q6. Occupation 

 

• Student 

• Employee 

• Self employed 

• Unemployed 

• Retired 

• Other 

 

 

Corporate Social Responsibility (CSR) of ICA Kvantum AB 

 

Q7. As a customer of ICA, what do you think that ICA is doing to create value for customers?  

Please select which of the following is important for you: 

• ICA provides safe and high quality products 

• ICA offers environmental friendly and organic products 

• ICA charges fair price for products 

• ICA pays attention to customers’ queries and comments 

 

 

Q8. Do you feel the responsibility to contribute for the betterment of environment and society?  

• Yes  

• No  

• I don’t know 

 

Green marketing and ecological products of ICA Kvantum AB 

Q9. Would you like to buy the product if it is not environmental friendly?  

• Yes  
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• No  

• I don’t know 

 

Q10. Before purchasing a product, do you check that it contains organic label and it is 

environmental friendly?  

• Yes  

• No  

• I don’t know 

 

Q11. Which of the following factor affects the most when you make a purchase decision? 

  

• Ecological and organic 

• Packaging 

• Brand image and reputation 

• Loyalty to product 

 

Consumer behavior towards CSR and green marketing 

 

Q12. Would you like to pay more for ecological and green products? 

• Yes  

• No  

• I don’t know 

 

 

Q13. A socially responsible business indulges in activities to protect the environment, stop the 

environmental pollution, protect the employees and customers and build a good image of 

itself in the community. 

Do you feel that ICA takes its social responsibilities? 

• Yes  
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• No  

• I don’t know 

 

Q14. Would you recommend and suggest ICA Kvantum grocery store to your friends and 

family due to its social & ethical responsibility and its green image? 

• Yes  

• No  

• I don’t know 

 

Q15. What three important things would you like to suggest to ICA Kvantum to do to make it 

easier for customer’s green choices and to improve the environment? 

_________________________________________________________________________ 

_________________________________________________________________________ 

_________________________________________________________________________ 

 

 

 

Thank you once again for your precious time! 
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APPENDIX 2 

 

                                     Enkät                                                               
 
Kära deltagare, 

 

Jag heter Ruby Kashif och studerar Företagsekonomi vid Högskolan i Gävle. Jag genomför 

en undersökning om ICA Kvantum AB för mitt examensarbete. Jag undersöker effekterna av 

Corporate Social Responsibility (CSR) och grön marknadsföring på konsumenternas 

beteende. Handledare för arbetet är Dr Maria Fregidou-Malama. 

 

Jag ger här en kort beskrivning av  Corporate Social Responsibility (CSR).  

 

Ett socialt ansvarstagande företag tar miljömässiga, sociala, mänskliga rättigheter samt 

etiska och konsumentfrågor i beaktande. Företaget som tar socialt ansvar, minimerar 

användningen av skadliga och farliga kemikalier i produktion av varor och tjänster, skyddar 

miljön, följer lagar och förordningar, håller kunderna informerade om produkten/mat 

sammansättningen. De ger bättre arbetsförhållanden till sina anställda, investerar för 

humanitära ändamål och känner ansvar gentemot allmänheten, anställda och kunder. 

Dessutom integrerar de grön marknadsföring i sina affärsstrategier för att uppfylla etiska - 

och miljökrav och serva konsumenter. 

 

Min undersökning syftar till att undersöka vad konsumenterna tycker om Corporate Social 

Responsibility (CSR) och grön marknadsföring av ICA Kvantum AB. Jag skulle vara mycket 

tacksam om du ger mig 5 minuter för att hjälpa mig slutföra denna enkät som en del av min 

forskningsprocess. Den insamlade informationen och bearbetningen kommer att vara 

anonyma. 

 Tack så mycket för din tid och hjälp. 
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Demografiska faktorer 

 

Q1. Kön     

 

• Man   

• Kvinna 

 

Q2. Ålder   

 

• mindre än 18 

• 18-25 

• 26-35 

• 36-45 

• 46-55 

• Över 55 

 

Q3. Vilket medborgarskap har du? 

     

• Svensk  

• Icke-Svensk 

 

Q4  Har du ICA-kort? 

• Ja 

• Nej 

 

Q5. Utbildning  

 

• Gymnasium  

• Grundskola 

• Yrkesutbildning  

• Universitet              
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Q6. Yrke 

 

• Student 

• Anställd  

• Egenföretagare 

• Arbetslös  

• Pensionär 

• Annat 

 

 

Corporate Social Responsibility (CSR) i ICA Kvantum AB 

 

Q7. Som en kund av ICA, vad gör ICA för att skapa värde för kunderna?  

Var god välj vilken av den följande är viktig för dig: 

• ICA tillhandahåller säkra och högkvalitativa produkter 

• ICA erbjuder miljövänliga och ekologiska produkter  

• ICA laddar rättvist pris för produkter 

• ICA uppmärksammar kundernas frågor och kommentarer  

 

Q8. Känner du ansvar för att bidra till förbättring av miljön och samhället? 

• Ja  

• Nej  

• Jag vet inte 

 

Grön marknadsföring och ekologiska produkter i ICA Kvantum AB 

 

Q9. Köper du en produkt om den inte är miljövänlig? 

• Ja  

• Nej  

• Jag vet inte 



91 

 

 

Q10. Innan du köper en produkt, kollar du att det innehåller ekologisk märkning och det är 

miljövänligt? 

• Ja  

• Nej  

• Jag vet inte 

 

Q11. Vilken av följande faktorer påverkar mest när du gör ett köpbeslut? 

  

• Ekologisk och organisk  

• Förpackningar  

• Varumärke och rykte  

• Lojalitet till produkt 

 

Konsumenternas beteende mot CSR och grön marknadsföring  

 

Q12. Kan du tänka dig att betala mer för ekologiska och gröna produkter? 

• Ja  

• Nej  

• Jag vet inte 

 

 

Q13. Ett socialt ansvarstagande av ett företag innebär aktiviteter för att skydda miljön, stoppa 

miljöförstöring, skydda anställda och kunder samt bygga upp en bra bild av sig självt i 

samhället.  

Känner du att ICA tar sitt sociala ansvar? 

• Ja  

• Nej  

• Jag vet inte 
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Q14. Vill du rekommendera och föreslå ICA Kvantum livsmedelsbutik till dina vänner och 

familj på grund av dessa sociala och etiska ansvarstagande och grön bild? 

• Ja  

• Nej  

• Jag vet inte 

 

 

Q15. Vilka tre viktiga saker vill du föreslå ICA Kvantum att göra för att underlätta för 

kundernas gröna val och förbättra miljön? 

_________________________________________________________________________ 

_________________________________________________________________________ 

_________________________________________________________________________ 

 

 

 

Tack igen! 

 


