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ABSTRACT

Title: Green Marketing: A study of student’s perceptions and preferences in the University of
Gavle

Level: Final assignment for Bachelor Degree in Business Administration

Authors: Ryan Patromo Molo and Justin Carre

Supervisor: Dr. Ehsanul Huda Chowdhury

Date: May 2015

Aim: The aim of this study is to determine the factors that may influence the purchasing
behaviour of the students of the University of Gavle with regards to green products. This
study aims to answer the question if the following factors such as: gender of the students,
price of the green product, level of green awareness and the green behaviour of the students
and whether they have a significant difference with the purchasing behaviour of the students.

Design/methodology/approach: The framework is structured on the bases of examining
the correlation between the following variables, green behaviour, gender, level of green
awareness of the respondents and the price of the product with regards to the purchase of
green products. Data was collected via randomly distributed questionnaires and an online
survey. SPSS version 22.0 was used to analyse the results of the questionnaires through
correlation analysis and linear regression analysis.

Findings: Our findings show that the genders of the respondents, level of green awareness
and the green behaviour have a significant, positive influence on their purchase behaviour,
whilst the price of the green product has a negative influence on the purchasing behaviour
of the students of the University of Gavle.

Limitations and Suggestions for further research: The limitations of the study were the
time, size of the sample group as well as the language of the questionnaire. To enhance the
representation of the sample, future research should aim at targeting a larger sample group
and a wider variety of variables should be examined.

Originality: The study examines a variety of factors other than the green awareness of the
respondent, that influences the purchasing behaviour of the respondents and this
information could provide important results for companies when it comes to marketing a
green product.

Keywords: Green Marketing, Green Awareness, Green Behaviour, Green Products,
Purchase Behaviour, Gavle.
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Chapter 1: Introduction

This chapter symbolizes the background of our study. We further explain what green
marketing and historical background of green marketing according to various researchers as
well as an explanation for the need of our study. Moreover, presents the aim of our study and

a disposition of the study.

1.1 Background

The environmental crisis, better known as ‘global warming’ is affecting your community,
your climate, your health and all of your families. Members of society have come to
acknowledge this and it is driving consumers to choose greener alternatives that will have an
improved effect on the environment (Hur, et al., 2013). One issue that has become clear is
that the concern for a thriving environment is growing. Since the 1990’s, companies have
realised that consumers have started to prioritise environmentally products and services
(Lampe & Gazda, 1995) (Babiak & Trendafilova, 2011). Each day more and more businesses
promote a green image for their company through the creation of environmentally friendly

products and services.

The evolution of global markets has led to a large increase in the importance of marketing
decision-making with regards to the “pillars of sustainability, environment, economy and
social justice” (Huang & Rust, 2011). With this in mind we can consider how the significance
of green marketing has greatly improved due to the fact that firms take initiative and develop
a marketing strategy in response to these environmental issues (Richey, et al., 2014). Green
marketing has become a popular inclination in a competitive business environment. This is,
because companies have weighed the pros and cons of green marketing and recognises the

benefits of going green (Lu, et al., 2013).

1.2 What is green marketing?
“Broadly defined, green marketing encompasses a wide variety of corporate practices,
activities, and choices. In its simplest, recognized form, it involves promoting or advertising a

product that features environment-related attribute” (Jenkins & Kihler, 2015).



Other scholars and researchers have given their own definitions on ‘green marketing’. Henion
& Kinnear (1976) state that green marketing is the promotion of products that are

acknowledged to be environmentally friendly.

However, Lampe & Gazda (1995), define green marketing as an answer to the effects of the
packaging, design, production, labelling, use and disposal of goods and services on the
environment. Thus, we believe that green marketing is a way in which to answer the ever
growing issue of the contamination of our planet and to ensure that our surroundings are

constantly improving.

1.3 Historical background of green marketing

Early on in the 1960’s concerns with regards to the health of the planet and its finite
resources emerged (Zinkhan & Carlson, 1995). In the same decade the United States began
the modern environmental movement and became the world leader for environmental
transformation (Lampe & Gazda, 1995). This movement inevitably led to a rise in public
awareness and concern, with the increase in concern the formation of the Council on
Environmental Quality (CEQ) begun; this Agency was responsible for implementing
environmental laws in the 1970’s (Carroll, 1993). According to Lampe & Gazda (1995) this
was a way in which to respond the ‘bad’ reputation that the American Industry had earned

with respect to the environment.

In the 1970’s, consumers began to question whether or not the world’s resources were
sufficient to maintain the American standard of living as a result of the increasing prices of
natural resources, for instance oil (Haytko & Matulich, 2008). During the 1980’s, political
reforms concerning the usage of natural resources became the main aim of research with

regards to environmental issues (Lu, et al., 2013).

The 1990°s was the beginning of a new era for consumer trends, it was called the “earth
decade”, and it did not only prompt the production of greener products but also increased the
necessity for green marketing (Lu, et al., 2013). A report titled ‘The Environment: Public
Attitudes and Individual Behaviour was issued by The Roper Organisation appointed by S. C.
Johnson and Son, Inc. This report suggested that the concern for the environment had grown
exponentially faster than that of any other issues in the late 1980’s, early 1990°s (Lampe &
Gazda, 1995).



In 1991 vote was taken and the results showed that 90 percent of the American consumers

were apprehensive about their purchases and the effect it would have on the environment
(Schuhwerk & Letkoff-Hagius, 1995).

In the 1990’s the need to be green for companies had grown exponentially, and even though
there was considerable growth in green products and services there were issues too, several
companies were convicted of false advertising by saying that they were environmentally
conscious with regards to their products and services but they were not (Lu, et al., 2013). An
example of this is that firms would advertise their product as green but yet they had not
changed any of the attributes or what they had claimed was unconfirmed (Montague &
Mukherjee, 2010). Even though there was deceitful behaviour displayed by some companies
the consumer’s environmental concerns remain un-wavered (Lu, et al., 2013). This shows
that environmentally concerned consumers are considered to be a profitable market segment

(Smith & Brower, 2012).

Based on the literature that we have found there is a limited amount of research on how
consumers perceive green products and how the level of their awareness to green products is?
And what may be the driving factors for the consumer to buy green products. Therefore, our
study aims to fill the gaps when it comes to understanding the consumer’s perception as well

as the factors that drive them to become environmentally friendly.

1.4 Need for the Study

As the behavior and preferences of the consumer changes marketers need to shift from the
traditional methods of marketing to a green marketing approach. To do these marketers
need to be able to modify and change their products and services to be environmentally
friendly. However, to do this resources and investments are necessary, for example
technological enhancements and how they will communicate the benefits of the product to
the consumer and how it can possibly affect them and their surrounding society. There has
been various studies done with regards to the factors that influence the purchasing behavior
of the consumers for example the investigation done by Mayank & Amit (2013), Barbarossa
& Pastore (2015), Braimah & Tweneboah-Koduah (2011) and Bray, et al. (2011), these

investigations focus on the purchasing behaviour of the consumers.



However, not much research has been done with regards to purchasing behaviour;
especially the younger generations and what exactly purchasing a green product can do for

them as well as the environment.

Therefore we find it important to investigate the perceptions of the students of the
University of Gavle towards environmentally friendly products and which factors influence
their purchasing behavior with regards to green products. Moreover, it is important for the
companies to fully understand why the younger generations want to buy a green product so

that they can better understand the needs and wants of their customers.

1.5 Aim of the Study
The aim of this study is to determine the factors that influence the purchasing behaviour of
the students of the University of Gavle with regards to green products. To achieve the aim

of this study the following research questions need to be answered:

1: Which of the following factors such as: gender of the students, price of the green product,
level of green awareness and the green behaviour of the students influence their purchasing

behaviour with regards to green products?

2: How does the following factors such as: gender of the students, price of the green
product, level of green awareness and the green behaviour of the students influence their

purchasing behaviour with regards to green products?

1.6 Disposition

This research is presented as follows:

Chapter 1: In this chapter the background of our research subject, green marketing is
presented; this is then followed by the historical overview of green marketing. This then
leads to the problems and research objectives of our research paper. Furthermore, we
present the problems and aims of our research as well as the disposition of this paper. This

chapter then goes on to give the reason for the need of our study.

Chapter 2: The theoretical background of our research is presented in this chapter. With the
help of books, academic journal articles, trusted web pages and other sources our theoretical

framework 1s formed.



Chapter 3: Within this chapter we show the methodological approach that we apply to our
research as how we conduct our questionnaires as well as the surveys that we will conduct
to collect our data with an introduction to the respondents and validity and reliability of the
data. We will continue by presenting the method we used to collect our data and how we

will analyse it. We will then go on to present our empirical findings.
Chapter 4: Our findings will be displayed in this chapter and the results of our research.

Chapter 5: In this chapter we present our critical analysis of out empirical data by

comparing our empirical findings to our theoretical framework and research questions.

Chapter 6: We present our comments and conclusions based on the results of our
investigations in this chapter. We also discuss the contributions of our study and to whom it

may be useful to as well as areas for further research.




Chapter 2: Theoretical Background

This chapter presents a series of previous studies in the field of green marketing. This chapter
also establishes a conceptual framework and generates four hypotheses regarding the
relationship between four variables (price of the product, level of green awareness, gender

and green behaviour of the students) with regards to the purchase of green products.

2.1 The characteristics of green consumers

According to The Roper Organisation, there are five green consumer segments (Suplico,
2009). First, there is the “true-blue green” consumers who are strongly convinced that their
actions have an effect on the environment. These consumers are believed to be willing to
spend more on green products and also are determined to take part in ecological activities,
such as recycling and composting. They are considered to be the most environmentally aware
consumer group and are only willing to purchase green products from environmentally
conscious and trusted companies. Second, the “greenback green” consumers who tend to
spend more with high-priced green products nevertheless, they are not willing to participate
in environmental activities. These consumers are only willing to join in environmental
activities by means of money in order to support their lifestyle. Third, the “sprouts”
consumers are people who can buy green products from time to time but are not involved in
any environmental activities. Then there are the “grousers” consumers who strongly believe
that environmental issues are not their responsibility. Finally, there is the “basic brown”
consumers who believe that no amount of personal, commercial, or political endeavours

could find an answer to ecological problems (Suplico, 2009).

Honkanen, et al. (2006) believe that consumers nowadays are becoming more conscious in
terms of buying products because they are more likely to look into the attitude of the
companies towards the environment before they will decide to purchase a product. Green
aspects are just an additional attribute to the products according to Heyns, et al. (2014). This
statement is supported by Esty & Winston (2006) who put forward that there are only few
consumers who would like to see more green marketing because it is the quality aspect that is

more likely to appeal to the masses and not the green aspects of the products.



2.2 Individual’s actions could be predicted by their attitudes

To improve the ability to foresee the actions of every individual, Mayank & Amit (2013)
argue that individual’s attitudes have always been believed to be the instrument that could be
used in predicting their actions. Davidson, et al. (1985) discovered that the knowledge and

personal experience of the consumers correlates with their attitudes.

Despite this discovery, a lack of consistency has been found between the attitude and the
behaviour of the consumer with regards to green consumerism (Mayank & Amit, 2013). An
investigation done by Mainiery, et al. (1997), showed that there was a low correlation
between the attitude of the consumer and their green behaviour. There were also previous
studies that proved that there was a low corellation between the attitude of the consumers and
their green behaviour (Tracy & Oskamp, 1984). Spruyt, et al. (2007) stated that one could
predict a consumers behaviour based on their attititude towards green products. To predict the
behaviour specifically, Gadenne, et al. (2011) and Wulf & Schroder (2003) suggested that the
attitude’s measurement criteria should be directed at a particular environmental issue such as

the purchase of green products.

2.3 The consumer behaviour

In the initial stages of green marketing, research was imposed to better comprehend how they
can be motivated to behave more responsibly with regards to the environment (Polonsky,
2011). Marketing and green marketing have certain similarities; it is about ensuring that the
product is meaningful to the consumer (Prothero & Fitchett, 2000). This type of marketing
would involve the creation of “material-symbolic” items that has significance to the lives of
the consumers (Fuentes, 2014). Initially authors like Henion & Kinnear (1976) stressed
importance on motivating consumers to amalgamate, both environmental issues and their
decision-making into one. It is believed that consumers will be more environmentally

responsible if it is within their best interests (Polonsky, 2011).

Macro-marketers then went on to indicate that changes in consumer behaviour and/or firm
behaviour would result in rewards for society, macro-marketers would then see if they could
use these environmental values as a way to gain new target segments of consumers (Ginsberg
& Bloom, 2004), this would lead to either higher loyalty (Shrum, et al., 1995), a deduction in
price sensitivity (D'Souza, et al., 2007) or an enhancement of communication (Polonsky, et

al., 1997).



Green consumers are seen as an opinion leader and are the type of consumer that require
detailed information on new products and they like to compare different product information
when acquiring a product, especially with regards to price sensitivity (Shrum, et al., 1995).
An investigation done by Kang & Hur (2012), and they discovered that green brand loyalty

can have a “strong positive influence on green brand equity”.

There have been several studies that have tried to understand how the behaviour of the
consumer changes with regards to the purchasing decision as well as the factors that may
have an influence on their decision. With the consistent change in consumer behaviour, firms
are trying to respond and persuade the consumer by offering them exactly what the consumer
wants and needs. In the consumers mind there is constant conflict between consuming and
conserving as one does not know whether or not they prefer to consume a product more than
they would like to conserve the planet, this then leads to a non-purchase decision which is

consistently increasing in the consumers decision (Bansal & Howard, 1997).

Furthermore, there has been much research done on the validity of the relationship between
environmental knowledge and environmental behaviour. According to Mostafa (2009),
Rokicka (2002) and Stern (1992) environmentally friendly behaviour is enhanced by a vast
amount of environmental knowledge. Environmental concerns is seen to influence the
purchase behaviour of consumers (Shrum, et al., 1995). Consumers may choose to purchase
environmentally friendly products to simply display their environmental concerns (Hartmann
& Apaolaza-Ibanez, 2012). For this reason firms are aiming to increase the environmental
value of their services and products to better respond to the environmental behaviour of the
consumers, improve their educational functions and finally focus on the differences between

“green and non-green actions” (Polonsky, 2011).

2.4 Consumer’s awareness about green products

It was found that exercising green marketing practices in any business operation is a difficult
task (Juwaheer, 2005). Due to the growing environmental consciousness among consumers,
green consumerism’s studies will become the central point in the future that leads to
determining consumer’s attitudes as well as their behaviours and their intentions (Antonio, et
al., 2009). Braimah & Tweneboah-Koduah (2011) investigated the consumers in Ghana and
have discovered that the low level of awareness with regard to green marketing issues

influences their purchasing decision. Moreover, it was found that young consumers are seen



to be more likely to be affected by green issues. The study of Cherian & Jacob (2012) about
the consumer’s attitude towards environmentally friendly products revealed that the
development of green products is still not the main focus of organisations due to the fact that

consumers have a low level awareness to green products.

Considering that consumers became more aware of their purchases and the effects it would
have on the environment, companies and organisations improved the manufacturing of all
environmentally friendly products and services whilst ensuring that they would continue to

attempt to maximize their profits (Finisterra do Paco, et al., 2009).

2.5 The Effects Price has on the Purchase of Green Products

Several marketing researchers have given attention to the gaps between the environmental
attitude of the consumers and their purchasing green behaviour (Carrington, et al., 2014). Due
to this various researchers have found that even though the consumers are environmentally
conscious this does not influence their purchasing behaviour, which is why various
researchers like Prothero, et al. (2011) and European Commision (2013) have called for
further investigation. After this call for further reearch, there have been several studies that
have emerged regarding the investgation of the reasons as to why consumers will not
purchase green products even though they conciouslly want to. The reason that these studies
were introduced is that “purchasing green products often involve high monetary and non-
monetary costs” (Bray, et al., 2011). Oberseder, et al. (2011) indicates that when consumers
perceive the purchase of green products they find that the usefulness of that product is
completely outweighed by their individual and monetary costs and feel that green products

cannot, in this sense, be a suitable alternative for conventional products.

Braimah & Tweneboah-Koduah (2011) discovered that the price of green products is also one
of the factors that affect the purchasing behaviour of the consumer. Barbarossa & Pastore
(2015) found that “higher price and scarce availability of green products are the main barriers

to green purchasing”.

2.5 The college consumer: Millennial Generation
The Millennial Generation often referred to as Generation Y or Echo Boomers are comprised

of individuals between the ages of 18 and 34 (Lu, et al., 2013).



This generation is believed to be exceptionally diverse, educated, and technologically
intelligent (Hood, 2012). Studies suggested that this particular group of consumers is the
most environmentally aware (Vermillion & Peart, 2010). The results of the survey done by
College Explorer revealed that 33 percent of the college students prefer to purchase goods
that are socially and environmentally friendly (Spehar, 2006).

The survey also discovered that educated consumers are more concerned about the effects of

the products they buy on their health, their community and their environment (Spehar, 2006).

Marketing to the Millennial Generation generates an advantageous position for every
company (Lu, et al., 2013). This generation is roughly calculated to be a 54.3 billion dollar
opportunity for marketers (McKay, 2010). Enticing Millennials is crucial for the reason that
younger consumers may influence or affect the buying behaviour of their families and peers
(Lu, et al., 2013). Peer relationships develop a social environmental pressure to comply with
the norms of the group, for example brand preferences, and social pressures in western

society are said to be a major influence on green buying behaviour of adults (Lee, 2011).

Additionally, this particular group of consumers are more likely to be the most educated (Lu,
et al., 2013). As stated by Pew Research Centre, parent’s persistence and the lack of job
opportunities due to the current recession influence Millennials to enrol in university — level
educations (Spehar, 2006). Moreover, education could increase the level of awareness of
Millennials with regards to the benefits of going green and the issues about the environment

(Spehar, 2006).

2.6 Green consumer market segmentation

Lin (2002) believed that demographic variables such as gender, age, income and education
could be defined as the crucial factors when segmenting a market, however, one cannot
recognize the complete characteristics of submarkets, considering that different groups have
different psychological makeups. An investigation done by Paco (2009) discovered that
females are more inclined to be green orientated than males due to the fact that females
purchase more products that are considered to be environmentally friendly even though

females are less involved in conservational activities.

10



This investigation was supported by Levin (1990), who had stated that “persons classified as
most green tended to be better educated older females with high incomes and liberal
orientation, whereas those least green tended to be younger, apolitical, less well-educated
males”. Paco (2009) continued by stating that the more educated individuals would be more

inclined to show greater environmental concern.

Rex & Baumann (2007) indicate that there have been various studies done on green consumer
segmentation whilst adding that in the excessive amount of surveys made there are still many

contradictory views on the probable green consumer that have been put forward.

2.7 Conceptual Framework

The purpose of our study is to investigate the level of awareness of the students of the
University of Gavle and to determine which factors are the most influential to the students
with regards to the purchase of green products. In our introduction we discussed the
evolution of green marketing and how it continuously changed throughout history. In our
theoretical background we have discussed theories that play a crucial role in the purchase of

environmentally friendly products.

The conceptual framework that we present in figure 1 shows four different factors. These
are gender, green behaviour, price of the product and the level of awareness of the students
and how it could influence their green purchasing behaviour. This framework will be used
to perform our study and to observe how these factors influence the purchasing behaviour of

consumers with regard to green products.
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Figure 1. Conceptual Framework

Green
Purchasing
Behaviour

Green
Behaviour

Green

Awareness

Price of the
product

Sources: Own construction

The figure above shows five separate variables. These variables are green purchasing
behaviour, gender, green behaviour, price of the product and green awareness. Figure 1
indicates that ‘green purchasing behaviour’ is affected by all of the factors surrounding it.
This study intends to understand how these four factors influence green purchasing
behaviour. The authors created this conceptual framework based on the literatures discussed

in this chapter.

With regards to gender, the authors investigate whether the gender of the respondents has an
effect on their green purchasing behaviour. According to Paco (2009) females purchase more
green products than makes and are more environmentally friendly. Levin (1990) also points
out that people who are greener orientated are older, more educated females whilst younger
males are less green orientated. Therefore, the authors would like to investigate if the gender

has an effect on the purchase of green products.

Furthermore, Polonsky (2011) states that if it is in the best interests of the consumer they will
be more environmentally responsible. It was found by Bansal & Howard (1997) that there is a
constant battle in the mind of the consumers to whether or not they want to consume or

conserve, so do they prefer to consumer a product or conserve the planet.
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Moreover, Bansal & Howard (1997) state that this conflict leads to a non-purchase decision.
Taking this into consideration the authors would like to examine whether the green behaviour
of the consumers has an influence on the purchasing behaviour of the students of the

University of Gavle.

With regards to the price of the product there have been several studies conducted whether
the price of the product affects the purchasing behaviour of the consumers. Among the
scholars who investigated this, there was Braimah & Tweneboah-Koduah (2011) and they
found that the price of green products is a factor that affects the purchasing behaviour of the
consumer. Furthermore, Barbarossa & Pastore (2015) discovered that one of the main barriers
to green purchasing is the price of the green products. In this regard the authors would like to
investigate whether price has an effect on the purchasing behaviour of the students of the

University of Gavle.

Finally, the authors would like to examine whether the level of green awareness of the
students of the University of Gavle has an influence on their purchasing behaviour. The
literature states that a low level of awareness of green marketing has an influence on
purchasing decisions (Braimah & Tweneboah-Koduah, 2011). Furthermore, there was
another study done by Cherian & Jacob (2012) that suggested that green products are not the
main focus of organisations because of the low level of awareness of the consumers with

regards to green products.

2.8 Hypotheses
Based on our theoretical review and the conceptual framework, we have derived the

following hypotheses, which we will verify with a statistical analysis.

H1: There is a significant difference between the preferences in purchasing green products
with respect to the green behavior of the students.

H2: There is a significant difference between the preferences in purchasing green products
with respect to the price of the product.

H3: There is a significant difference between the preferences in purchasing green products
with respect to the gender of the students.

H4: There is a significant difference between the preferences in purchasing green products
with respect to the level of green awareness of the students.

13



Chapter 3: Methodology

In this chapter we explore aspects of our research design, explaining the process of the
method being used and the argument behind our choice of selection. We have divided this
chapter into various sections such as: research design, research approach, type of research,

data collection method, data presentation, data analysis and then reliability and validity.

3.1 Research Design

In order to achieve the aim of our study, we have considered two research designs. According
to Malhotra (2007) a research design can be determined as exploratory or conclusive
depending on variables such as the purpose of the study, the type of information necessary to
achieve the set objective, the required size of the sample, how it should be analyzed and the
type of outcomes/results that one can expect to achieve. Furthermore, Chisnall (2001) states
“a research design froms the framework of the entire research process: if it is a good design,
it will ensure that the information obtained is relevant to the reseearch problem and that it
was collected by objective and economic procedures”. A research design is also seem as a
framework or strategy for a study, it is used as a guide in which to bother accumulate and
evaluate data (Churchhill, 1999). Kinnear & Taylor (1996) explain that a research design is

the simple plan that leads the data collection and analysis stages of an investigation project.

3.1.1 Exploratory Research

In this sense exploratory research links to the type of study that intends to provide an
understanding and shed light over a particular research question. Furthermore it aims at
indentifying a course of action that one could undertake in order to solve the given problem
in further research. Under these circumstances there is no accurate structure for the research
process due to the fact that the necessary information is uncertain and the sample of data is
unrepresentative (Wasfi & Kostenko, 2014). The outcomes of the exploratory research are
considered to be tentative and sometimes produces a conclusive discovery or more research

(Malhotra, 2007) (Zikmund, 1997).

Moreover, Chisnall (2001) explains that exploratory designs are focused on recognizing the
most important aspects of the research problems, and can even be used to create relevant
hypotheses for future assessments. Churchhill (1999) goes on to explain that “exploratory

research is on the discovery of ideas and insights”.
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Exploratory research is suitable when research objectives include “indentifying problems or
opportunities, developing a more precise formulation of a vaguely indentified problem or
opportunity, gaining the breadth of variables operating in a situation, establishing priorities
regarding the potential significance of various problems or opportunities, ganing management
and researcher perspective concerning the character of the problme situation and identifying
and formulating alternative courses of action as well as gathering information on the

problmes associated with doing conclusive research” (Kinnear & Taylor, 1996).

3.1.2 Conclusive Research

Conclusive research aims to investigate a type of hypothesis to assess relationships and
interactions (Chisnall, 2001). Therefore, the research process is well structured and formal,
whilst, all needed information is specifically identified and often this type of research is
based on a large and representative size of sample. Furthermore, the collected data could be
both primary and secondary data and this data has been analyzed quantitatively unlike

exploratory research where the data is subsequently analyzed qualitatively.

In this sense the outcomes of this type of research is conclusive by nature and could be
applied for managerial implications amongst experts (Malhotra, 2007). Churchhill (1999)
explains that conclusive research is “concerned with determining cause-and-effect
relationships”. Finally Kinnear & Taylor (1996) explain that conclusive research is intended

to deliver information that can be used for assessment of alternative courses of action.
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The following table presents the main differences between these two research designs which

were adapted by Malhotra (2007).

Table 1: The differences between exploratory research and conclusive research

Exploratory Conclusive

Objective: To provide insight and To test specific hypothesis
understanding and examine relationships

Characteristics: -Information need is defined | -Information needed is
only loosely clearly defined
-Research process is flexible | -Research process is formal
and unstructured and structured
-Sample is small and non- -Sample is large and
representative representative
-Analysis of data is -Data analysis is quantitative
qualitative

Findings/Results: Tentative Conclusive

Outcome: Generally followed by Findings used as input into
further exploratory or decision making

conclusive research

Source: Adapted from (Malhotra, 2007, p. 80)

3.1.3 Selection of Research Design

In order for us to fulfil our study we have chosen to apply a conclusive research as our

research design to test and examine the hypotheses that we have distinguished as well as the

relationships among the variables that we will analyse.

Furthermore, we found that a conclusive type of research design will allow us to define our

information as well as ensuring that the research process is structured and formal. We also

realise that we will have a large sample group for the questionnaire and thus believe that a

conclusive research design is better due to the fact that it will allow for quantitative data

analysis that would in turn allow for us to use these findings and input them into our

conclusion.
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3.2 Research Approach

According to Capaldi & Proctor (2008) there are two broadly used research approaches that
are considered to explain empirical findings, namely Inductive and Deductive. Furthermore
they indicate that these two research approcahes are used depending on the method used to

establish a relationship between theories and empirical evidence.

3.2.1 Inductive Approach

With regard to the Inductive approach Bryman & Bell (2007) believe that researchers apply
this method to execute a specific observation of reality adduce patterns and create a
provisional hypothesis which is then subsequently followed by a wide generalization and

developing a theory.

3.2.2 Deductive Approach

Conversely, the deductive approach is defined by Neuman (1997) as a “opposite method to
inductive and applied approach, whereas, when a researcher bases the study on existing
theories establishes a logical relationship between concepts by developing hypothesis and
then to concrete empirical evidence, afterwards the assumed hypotheses are tested enabling

scientists to verify whether the theory is consistent with reality”.

3.2.3 Selection of Research Approach

In this sense we have applied the deductive approach for our study because we have
formulated several hypotheses based on the theoretical framework and these hypotheses have
been tested based on empirical findings to see whether or not it is consistent with reality.
Moreover, the findings of our research have been compared to the various theories that we
have gathered from several researchers and from that information we drew a conclusion and

several recommendations for further research.

3.3 Type of Research

In this case Malhotra (2007) creates an analogy between qualitative and quantitative research
as well as exploratory and conculsive research. It has put forward that qualitative research
creates a clear depiction of a research question and searching for an answer to the questions

why and how a particular phenomenon emerges (Denzin & Lincoln, 2005).
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In order to avoid the misunderstanding of the outcomes of qualitative research, qualitative

research should not be described as conclusive in nature.

Futhermore, once the researchers have identified the problem, they will then go onto setting
goals that will need to be achieved. Once these goals have been set they will then go on to
develop either qualitative or quantitative data from this information (Malhotra, 2007). Below,

figure 2 presents a classification of marketing research data.

Figure 2: Classificaiton of Marketing Research Data

Qualitative
( ) Data
Primary Data
Marketing . y Quantitative
Research Data ( ) Data
Secondary . )
Data

Source: Adapted from (Malhotra, 2007, p. 143)

Table 2 below presents the differences between quatitative and qualitative research. The table
shows that with regards to the objectives, quantitative research is used to quatify data and to
make generalise results from the sample group in question whilst qualitative research is used

to gain an understanding of the motivations of the sample group as well as their motivations.

Then there is the sample group, qualitative focuses on a ‘small number of non-representative
cases’ whilst quantitative research focuses on a large number of representative cases. In terms
of the data collection and data analysis of qualitative research it has a unstructured and non

statistical data collection and data analysis method.
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Quantitative research is the opposite with a structured and statistical data collection and data
analysis method. Finally the differences in Finally the differences in the outcomes is that
qualitative research developes an initial understanding and quantitative research recommends

a final course of action.

Table 2: Qualitative versus Quantitative Research

Qualitative Research Quantitative Research

Objective To gain a qualitative To quantify the data and
understanding of the generalize the results from
underlying reasons and the sample to the population
motivations of interest

Sample Small number of non- Large number of
representative cases representative cases

Data Collection Unstructured Structured

Data Analysis Non-statistical Statistical

Outcome Develop an initial Recommend a final course of
understanding action

Sources: Adapted from (Malhotra, 2007, p. 144)

3.3.1 Quantitative Research Data

With regard to quantitative research, its’ purpose is to create hypothesese for certain
phenomenon by quantifying the collected data. In this sense the collected data is controlled
by applying the statistical analysis, researchers then use these numbers to ensure that there is
no bias. Malhotra (2007) indicates that the outcomes of quantitative research are conclusive
by nature. Furthermore, Hair, et al. (2006) states “quantatative research places heavy
emphasis on using formalised standard questions and predetermined response options in
questionnaires or surveys administered to large numbers of respondents”. Hair, et al. (2006)
further elaborates four specific goals of quantitative research and these are to make precise
estimates about the association between market factors and behaviours, to obtain significant
understandings in these relationships, to confirm these relationships and to assess several

types of hypotheses.

3.3.2 Qualitative Research Data
Hair, et al. (2006) states that “qualitative research used in exploratory designs to gain

preliminary insights into decision problems and opportunities”.
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Furthermore, Hair, et al. (2006) states that to obtain preliminary insights into research
problems is one of the major objectives of this research and this research tends to concentrate
on gathering specific amounts of primary data from small samples and this is done by
questioning and observing the behaviour of these samples. In addition qualitative research is
often applied to describe the results of quantitative research which allows researchers to gain
a deeper understanding of the investigated phenomenon (Zikmund, 1997). Chisnall (2001)
states that “qualitative research has been a term rather freely used to describe several specific
kinds of marketing research; for example, exploratory research, unstructured research,

motivation research, depth interviewing, attitude and opinion research etc”.

3.3.3 Selection of Type of Research

Considering we have chosen the conclusive research design a quantitative data analysis will
be better as it will allow us to quantify the data we receive from questionnaires and generalise
our results from the large sample group. This will also allow us to ensure the data collection
is also structured alongside our research design and with the information that we gain from
the data collection we will be able to conclude with a recommendation for practitioners as to
what their course of action could be to ensure successful marketing. Additionally, we apply a
comparative design as it will put us in a favourable position to verify the theories that we
have gathered from various researchers and help to provide us with a better understanding
and awareness of the subject in question (Bryman & Bell, 2007). The reason we believe this
will help with our research is due to the fact that we can use it to find similarities and
differences in consumer behaviour based on the variables that according to the theories has an

effect on their green purchasing behaviour.

3.4 Data Collection Method

To achieve the aim of our study we have applied the survey research method. This included a
face to face survey as well as an online survey (See appendix A and B). According to
Zikmund (1997) this method allows researchers to attain the opinion and attitude of the
respondents as well as to describe their behavioural patterns. Furthermore, one of the
advantages of this method is the possibility to collect primary data quickly and accurately

from a large number of respondents (Zikmund, 1997).
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Primarily there are four hypotheses that we have proposed. We have proposed these
hypotheses based on the theories and the theoretical framework that we created as it is
necessary to achieve the aim of our study. These hypotheses are being used in order to create
system in which we can prove/test the relationship between various variables. Furthermore,

the significant information that we need was collected in order to conduct this research.

There is a rule, according to Krejcie & Morgan (1970) that with regards to our sample size
we should have a sample size of 375 respondents as the population size of the University of
Gavle is 15000 students. However, after handing/sending out the questionnaires we only
managed to obtain one hundred and ten (110) data samples from the University of Gavle,
Sweden. The reason for this can be found in chapter 6 under the sub heading “study
limitations”. To confirm that the data that we have collected is reliable we personally handed
out the questionnaires and assessed the responses as well as ensured (where necessary) that
the respondents fully understood the questions and if there was any misunderstanding we
were there to clarify the question. Considering that this study has been done in the english
language we ensured that the respondents had a level of english necessary to answer the
questions and if they were unable to, we asked someone to kindly translate the questions into

Swedish for the respondent.

This questionnaire consists of eighteen questions that we need in order to answer our
hypotheses. The last part of the questionnaire consists of demographic information such as:
Name, gender, age, academic qualification (year), city, course, contact number and email
address. This demographic information has been used to determine whether females are more
concerned about the environment than males and whether or not this shows in purchasing
behaviour. The questionnaire that we have used for the survey is a questionnaire that has been
used in a similar study (See appendix A). We have also converted this survey into an online

survey (See appendix B).

The questionnaire that we used was from a study done by Mayank & Amit (2013), the reason
why we chose to use this questionnaire and not develop our own is that the questionnaire
contained all the questions which are relevant to our study and that would assist us in
answering our research questions. However, as this questionnaire was applied in India some
changes have been made in order to adapt it to our study in Sweden. For example, in question

18 we changed ‘small businesses in India’ to ‘small businesses in Sweden’.
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Within this structure we used a Likert scale to measure how and which factors (level of green
awareness, gender, price of the product and green behaviour) affect the respondents green
purchasing behaviour, varying from ‘strongly disagree’ to ‘strongly agree’. Considering the
Likert scale we used is measured from one to five (five being strongly agree and one being

strongly disagree) this indicates that 3 is the mean (arithmetic average).

According to Malhotra (2007) “a Likert scale is considered as a balanced rating scale with a
odd number of categories”. Furthermore, these traditional guidelines propose that employing
a scale with an odd number of categories will help to ensure that there are no neutral or
indifferent responses from the repondents (Malhotra, 2007). Additionally, one of the

advantages of this method is the simplicity of interpretation of our results.

3.5 Data Presentation

The outcomes of our questionnaires are presented in the empirical findings (chapter 4). The
results of the questionnaires are presented in several tables as well as a pie chart. The first to
be presented is the demographic information of the respondents that shows the gender,
academic qualification and their ages then the results of the ‘green behaviour’, then factors
that affect the purchase of green products, followed by ‘the perceptions of the respondents
with regards to green marketing practises which are all presented in a table. Finally, the
results of the question “where respondents gained information about green marketing
practises” are presented in a pie chart. A large amount of the data that we analyse is within

the appendices and is within tables.

3.6 Data analysis

After we received the questionnaires back from the respondents we confirmed that all
questions were answered to a certain standard by ensuring that the control questions indicated
meticulousness of the respondent. Certain information in the questionnaire such as the
demographic information has been entered into the special software Statistical Package for
the Social Science (SPSS), Version 22.0 for further analysis. SPSS “provides immense
statistical analysis capability...” (Hair, et al., 2006). The responses that we analysed using the
‘frequency’ option in SPSS indicates a “missing system” percentage, this percentage is
caused by missing data as described by SPSS Inc. (2009) “In surveys, missing data can be

caused by many things.
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Respondents may refuse to answer a question because of privacy issues. Or, the person taking
the survey does not understand the question. Perhaps, the respondent would have answered,
but the answer he or she might have given was not one of the options presented. Or, perhaps
there wasn’t enough time to complete the questionnaire or the respondent just lost interest.
Every survey question without an answer is a missing data point”. Furthermore, we use a 2-
tailed test, when testing the significance level between variables. The 2-tailed test is,
according to Statistical Consulting Group (2006) used “regardless of the direction of the
relationship you hypothesize, you are testing for the possibility of the relationship in both

directions”.

We interpreted and analysed the information that we gathered from the questionnaire in the
following order. Firstly, we analysed the student’s responses with regards to their
demographic information and analysed this information using frequencies and percentages.
We then went on to apply a correlation analysis to determine the relationship of the two
variables; once we had determined the relationship of the two variables we applied the linear

regression analysis so as to ascertain the factors that have an influence on the respondents.

To attest the four hypotheses we classified the preference in purchasing green products as the
dependent variable. The independent variables of in the four hypotheses are ‘the green
behaviour of the student, the price of the product, and the gender of the consumer and the

green awareness of the consumer’.

3.6.1 Correlation Analysis
The correlation analysis is a statistical tool that is used in order to examine two or more

variables and how interrelated they are.

According to Malhotra (2007) the coefficient correlation (r) is used in order to understand
how prominent the relationship is. The value of the coefficient will alwys be between (-1 and
1) and the correlation coefficient can be found where the values of the two variables cross.
There are officially two types of correlation, one is positive whilst the other is negative. A
positive correlation (above 0) would mean that the two variables are correlated and this
means that when one of the variables move so would the other and in the same direction

(Hair, et al., 2006).
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Where the value of the correlation coeffient is (0.6 — 1) this would indicate a strong positive
correlation, whilst a correaltion coefficient of (0.3 — 0.6) would indicate a moderate
relationship (note: this is the same for negative coefficients) (Zikmund, 1997). A positive
correlation of 1 would mean an absolute perfect correlation (note: this usually will only
happen when the variable is compared with itself). A negative correlation is when the (r) has
a negative value this would mean that the two variables have a negative correlation, meaning
that when one variable moves the other variable moves as well but in the opposite direction.
A value of (-1) (r) would indicate that there is a perfect negative correlation, this means that
as one variable moves the other will move at exactly the same pace but in the opposite

direction (Malhotra, 2007).

We have applied a correlation analysis to the variables that were necessary for us to validate
the four hypotheses that we established from various theories and literatures that we had
gathered. We also did this to understand whether or not there was a significant relationship

between the examined variables.

3.6.2 Regression Analysis

Kinnear & Taylor (1996) define regression as “a method of analysis that applies when the
research is dealing with one interval scaled dependent variable and a number of interval
scaled independent variables. The purposes of regression are to show how the independent
variables in the analysis are related to the dependent variable and to make predictions about

scores on the dependent variable based upon knowledge of independent variable scores”.

In this sense, “R” is used as the principal measure of the regression analysis and its value
shows how accurate the predictor is in envisaging the results. It also shows how strong the
relationships between the examined variables are. There is another output of regression
which is “R?” this offers the researcher a more precise measurement and explains the degree
that the variance scores which is described by the independent variable. According to
(Malhotra, 2007) and (Zikmund, 1997) the value of “R?” varies between 0 and 1 this is not
effected by any “golden rule” therefore the researcher has the freedom to construe the value

of “R?” based on the studied relationship.
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3.7 Reliability and Validity

According to Malhotra (2007), Zikmund (1997), Chisnall (2001) and Kinnear & Taylor
(1996) reliability signifies the consistency and repeatabilty of the measurement of research,
this implies that the measurements are errorless and what is meant by consistent is whether
the outcome is continuously alike no matter how many times the same measurement is
applied . In this sense the questionnaire should have reliable questions that will give accurate
answers from the respondents. According to Wasfi & Kostenko (2014), to ensure that the data
is reliable one should develop a questionnaire that will produce the same results everytime
the method of analysis is applied. For instance if research is done on the same subject
repeatedly one should ensure that the outcomes do not differ. Zikmund (1997) states that if
scores are gathered through several types of administrations in a similar scale and that these
types of scores have a high association, this would mean that the instrument that is used is

reliable and the scale is made of steady results.

“Validity refers to how well a specific research method measures what it claims to measure.
For example, A thermometer is designed to measure temperature.” (Chisnall, 2001).
Furthermore, Kinnear & Taylor (1996) explains that for a specific research to be completely

valid the measurement process should be without any systematic and random errors.

Validity has three different types, namely internal, face and external validity. “Internal
validity refers to the measures related to a specific survey rather than to the generalisability of
the findings” whilst “face vailidity refers to the results from a specific survey that appears
generally plausible in the lack of supporting evidence” and finally there is external validity
which “refers to degree to which a specific research result could be generalisable to other,

similar, research situations” (Chisnall, 2001).

Consequently, the questionnaire was created by previous researchers who had a similar study

in the same field of research (Mayank & Amit, 2013).

This questionnaire has been tested on ten consumers to identify any ambiguity in the terms,
meanings and issues. The questionnaire was tried and tested and it was concluded that the
questionnaire had a high level of content validity Mayank & Amit (2013). It is clear with this
information that we will not need to test this questionnaire since its validity has already been

tested.
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However, considering the fact that we have slightly adjusted the questionnaire for the study
in Sweden, we found it important to ensure that the questions have remained valid and also
are clear and understandable within Gavle, Sweden, so we administered a trial survey to
ensure that the questionnaire has remained reliable. This trial survey was given out to ten
students within the University of Gavle, Sweden so that they made it through and to let us
know if there was any questions that were unclear or needed to be changed. From these ten
responses we found that the questionnaire remained reliable and there was no need to further

change it.
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Chapter 4: Empirical Study

The results we obtained from our questionnaires will be revealed in this chapter. In the first
part of our empirical findings we have given a sample description which shows certain
information about our respondents. After that we then go on to give certain frequencies of the
responses, such as mean, mode and standard deviation. The third part will be our correlation
analysis which will show the relationship between different examined variables. We then go
on to do a regression analysis which allows us to predict the value of a variable using other
variables. All of these analyses have helped in understanding and translating our data to

validate our hypotheses.

4.1 Description of the Respondents

As stated in our methodology we have one hundred and ten respondents who had answered
our questionnaire. The majority of our respondents were female with sixty two responses
(55.4%) and males with the remaining forty eight respondents (42.9%) (See table 3). Our
respondents ranged from eighteen to forty two years of age with the majority of our

respondents being between the ages of twenty two and twenty five (see table 4).

L. Table 4: Age of Sample Distribution
Table 3: Gender of Sample Distribution

Frequency Percent
Frequency Percent

Valid 21 and below 24 21.4

Valid Male
48 42.9 22-25 52 46.4
Female 62 55.4 26-29 23 205
Total 110 98.2 30-34 5 4.5
Missing System ) 18 35 and above 6 5.4
' Total 110 98.2
Total 112 100.0 Missing System 2 1.8
Total 112 100.0

Sources: Own Construction

Sources: Own Construction
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Table 5: Academic Qualification of Sample Distribution

Frequency Percent
Valid No response 11 9.8
First year 14 12.5
Second year 34 30.4
Third year 34 30.4
Fourth year 10 8.9
Fifth year 7 6.3
Total 110 98.2
Missing System 2 1.8
Total 112 100.0

Sources: Own Construction

Our respondents also range in terms of academic qualification (depending on the year they
are in, in their current study). The majority of our respondents are in the second or third year
of their current study with an equal amount of surveys answered by these two groups (see
table 5). All of our respondents were currently attending the University of Gavle at the time

the questionnaires were being distributed.

4.2 Survey results

Our questionnaire was made up of eighteen questions with the majority of questions being
based on a five point scale. The questions ranged from one being ‘strongly disagree’ or
‘definitely not buy’ to five being ‘strongly agreeing’ or ‘definitely buying’ with three being
the ‘neutral’ answer (questions 1, 2, 3, 7, 12, 13, 15, 16 and 17). Additionally there were two
other questions which were also based on a five point scale but these ranged from one being
‘not at all serious’ and ‘least important’ to five being ‘extremely serious’ and ‘most
important’ (questions 5 and 11). Below we will present our findings based on the green

behaviour of the respondents.

4.2.1 Description of the Respondents as Consumers
With relation to the answers we received from our respondents for question fourteen. We had
asked the respondents which of five options best described them as a consumer. In the

statistics we entered that one (1) would be equal to yes and two (2) would be equal to no.
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We have concluded that the majority of respondents described themselves as ‘I can buy green
products from time to time but I am not involved in any environmental activities’ (This was
the only option with a mean below 1.5 meaning yes). Whilst the rest of the results had a mean

of 1.5 or above meaning the majority said no to these options (see appendix C).

4.2.2 Green Behaviour of the Respondents

As seen in the table below (table 6), the first, fourth and sixth questions can all be rounded up
to four. This means that these questions indicated that the majority of respondents ‘somewhat
agreed’ that their actions and habits have an effect on the environment and that they take this
into consideration when purchasing products and other actions that might negatively affect
the environment. This indicates that the majority of the respondents have considerable green

behaviour and care about the protection of the environment.

Table 6: Green Behaviour of the Respondents

Mean

It is important to me that the products | use do not harm the

3.8455
environment.
| consider the potential environmental impact of my actions 34727
when making decisions. '
My purchase habits are affected by my concern for the

3.3364
environment
| am concerned about wasting the resources of our planet. 3.8455
| would describe myself as environmentally responsible. 3.3455
I am willing to be inconvenienced in order to take actions that 3.6636
are more environmentally friendly. '

[Overall Green Behaviour 3.5849

Sources: Own Construction

The rest of the question have similar results ranging between ‘neutral’ (3) and ‘somewhat
agreeing’ (4) showing that they are swaying between a neutral standpoint and agreement that
their actions affect the environment and they would like to take steps to avoid harming it.
After calculating the overall mean of the respondents green behaviour, we see that there is an
average of 3.6 (rounded) which is above the arithmetic mean (3) showing that the

respondents are concerned about the environment and how their actions may affect it.
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To conclude this section we found that a mean of (3.85) found it important that the products
they used did not harm the environment and a mean of (3.47) stated that they considered the
potential environmental impact of their actions when making decisions. Whilst a mean of
(3.34) said that their purchasing habits were affected by their concern for the environment. A
mean of (3.85) were concerned about wasting the resources of our planet and a mean of
(3.35) would describe themselves as environmentally responsible. Finally a mean of (3.6)
stated that they were willing to be inconvenienced in order to take actions that are more

environmentally friendly.

4.2.3 Factors that Affect the Purchase of Green Products

Out of the hundred and ten respondents, when asked whether or not they would buy a green
product if it were in a product category they usually purchase from the majority stated that
they would ‘probably buy’ the product (48.2%) whilst the second highest were unsure of
whether or not they would buy the product (36.6%) (See appendix D).

Table 7: Factors that Affect the Purchase of Green Products

Mean

Product Price. 4.3545
Awareness about Green Products.

3.7636
Availability of Green Products.

3.7636
Past Experiences. 3.3636
Information Provided on Product.

3.5727

The table above shows that the factors that affect the purchase of green products based on
means from lowest to highest is (3.37) being the past experience of the consumer then the
information provided on the products with a mean of (3.57) followed by the awareness of
green products and the availability of green products, both with a mean of (3.76). Finally, we

have the price of the product with a mean of (4.36).
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Furthermore we also asked the opinion of the respondents about which factors affect them
with regards to the purchase of green products. According to the results we found that price
has the highest mean within question 17 with the mean being 4.4 (rounded), this shows that
the respondents prefer to buy products with a lower price rather than pay more for a green
product. Another two factors which were noticeable was that most respondents ‘somewhat
agreed’ that the awareness and availability of green products played an important role in the
purchase of green products. Moreover, the respondents feel that green products are priced

higher compared to conventional products (see appendix F).

4.2.4 Respondents Perceptions on Green Marketing Practices

Within our questionnaire we asked how our respondents felt about organisations that
manufacture/promote green products and whether or not thought that these organisations
were truly concerned about the environment and its well-being. Our results revealed that the
majority (40.2%) somewhat agreed that these organisations did in fact care about the
environment with the second highest results being in the ‘neutral’ zone, not knowing whether
or not these organisations were promoting/manufacturing green products to help the

environment or to help promote themselves (see appendix G).

Table 8: Perceptions of Respondents on Green Marketing Practices

Mean
Manufacturing: Eco-friendly products. 4.1909
Manufacturing products through an eco-friendly process. 4.0818
Promoting products through eco-friendly modes of communication. 3.8182
Branding products associating with green marketing practices. 3.7727
Modifying products to make them environmentally friendly. 4.0273
Modifying product packaging to suit the environment. 4.6455
Educating customers to use products in an environmentally friendly manner. T
Using a green supply chain for procurement. 3.9636
Overall Perception Value 4.0830

Sources: Own Construction
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The results we obtained when we asked the students which green marketing practices are
important from an environmental point of view, showed that based on means from lowest to
highest that branding product association with green marketing practices had a mean of (3.77)
followed by promoting products through eco-friendly modes of communication with a mean
of (3.82) and then using a green supply chain for procurement which had a mean of (3.96).
These were followed by modifying products to make them environmentally friendly with a
mean of (4.03) and then manufacturing products through an eco-friendly process with a mean
(4.08) and the last three being educating customers to use product in an environmentally
friendly manner (4.16), manufacturing eco-friendly products (4.19) and finally modifying
product packaging to suit the environment with a mean of (4.65). It is important to note that
all these means are above the arithmetic mean (3), this shows that all the data indicates that
the respondents believe that all these factors are important for green marketing practices from

an environmental point of view.

In table 8, we can see the perceptions of the respondents on green marketing practices. The
mean for questions one, two, five and seven all have means above four, this portrays that
companies with green marketing practices need to focus on modifying their products and
their manufacturing process in the eyes of the respondents as well as ensuring that these
companies educate their customers on how to use products in an environmentally friendly
manner. Even though questions three, four and eight are not above four they are still
considerably high which means the perceptions of the consumer show that companies need to

focus on these aspects as well in their green marketing practices.

Finally, one question that stood out above the rest was question six with a mean of 4.7
(rounded) this indicates that out of the hundred and ten responses we had nearly all of the
respondents ‘strongly agree’ (5) that this green marketing practice is of utmost importance
and that companies should focus on ensuring that their product packaging is modified to suit

the environment.
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4.2.5 Information about Green Marketing Practices and the Most Important Components of

Communication

Through the results of our survey
we have discovered that the
television, newspapers and
schools/universities/institutions are
the main ways in which our
respondents gained information
about green marketing practices.
With the least amount of
information gained from magazines
and radio (figure 3). Note that the
respondents were asked to list how
they had gained information about
green marketing practices and could

choose more than one option.

Outdoor
Media,

Newspaper,
54.50%

Figure 3: Where Respondents Gain Information About

Green Marketing Practices

Source: Own Construction

Additionally we have found out that the most important aspects of advertisements according

to our respondents is the ‘message and theme of the advertisement” which has a mean of 3.6,

which is the highest among the four given components with the ‘punch-line of the

advertisement’ coming in as the second most important with a mean of 3.2. The least

important component, according to our respondents is ‘celebrity endorsement’ with a mean of

2.5 (see appendix H).

To summarize out results, we found that television (61.60%), newspapers (54.50%) and

schools/universities and institutions (54.50%) were the biggest ways in which respondents

gained information about green marketing practices. These were followed by outdoor media

(41.1%), magazines (29.5%) and radio (23.2%).
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4.2.6 Respondents Perceptions on Environmental Concerns

In our questionnaire we have also been able to conclude that the majority of respondents
‘somewhat agree’ that environmental degradation has increased in the last decade and that the
environment will continue to get worse over the next five years (see appendix I). According
to the respondents the most ‘serious’ environmental concerns, that stand out the most in our
responses are the destruction of the ozone, water pollution, air pollution, global warming,
ocean contamination, endangered species and the most concerning is the destruction of the
rain forests with a mean of above four. However, it is important to point out that out of the
ten environmental concerns that were given to the respondents to rate on a scale of ‘not at all
serious’ (1) to ‘extremely serious’ (5), none of the environmental concerns scored less than a

3.5 this shows that the respondents believe that all of these concerns are serious (see appendix

D).

To summarize the results that when we asked the students to rate the seriousness of the
following environmental concerns on a scale of 1 to 5 we found that the destruction of the
ozone (3.8364), industrial water pollution (3.8636), industrial air pollution (3.8), pesticides
on food (3.5636), hazardous waste (3.7273), drinking water contamination (3.7545), global
warming (3.8364), ocean contamination (3.8091), endangered species (3.8545) and the
destruction of the rainforests (4.0636). This shows that all these factors were seen as serious

in the eyes of the students.

34



Table 9: Summary of the findings of chapter 5.2

Summary of the Green Behaviour of the

Respondents
To conclude this section we found that a mean of
(3.85) found it important that the products they used
did not harm the environment and a mean of (3.47)
stated that they considered the potential environmental
impact of their actions when making decisions. Whilst
a mean of (3.34) said that their purchasing habits were
affected by their concern for the environment. A mean
of (3.85) were concerned about wasting the resources
of our planet and a mean of (3.35) would describe
themselves as environmentally responsible. Finally a
mean of (3.6) stated that they were willing to be
inconvenienced in order to take actions that are more

environmentally friendly.

Summary of the Environmental Concerns in

the eye of the Respondents
To summarize the results that when we asked the
students to rate the seriousness of the following
environmental concerns on a scale of 1 to 5 we found
that the destruction of the ozone (3.8364), industrial
water pollution (3.8636), industrial air pollution (3.8),
pesticides on food (3.5636), hazardous waste (3.7273),
drinking water contamination (3.7545), global
warming (3.8364), ocean contamination (3.8091),
endangered species (3.8545) and the destruction of the
rainforests (4.0636). This showed that all these factors

were seen as serious in the eyes of the students.

Summary of the Perceptions of Respondents
on Green Marketing Practices

To summarise the results when we asked the students
which green marketing practices are important from an
environmental point of view, we discovered that based
on means from lowest to highest that branding product
association with green marketing practices had a mean
of (3.77) followed by promoting products through eco-
friendly modes of communication with a mean of
(3.82) and then using a green supply chain for
procurement which had a mean of (3.96). These were
followed by modifying products to make them
environmentally friendly with a mean of (4.03) and
then manufacturing products through an eco-friendly
process with a mean (4.08) and the last three being
customers to

use product in an

(4.16),

educating

environmentally friendly manner
manufacturing eco-friendly products (4.19) and finally
modifying product packaging to suit the environment

with a mean of (4.65).

Summary of the Factors that Affect the

Purchase of Green Products

To summarise the results we found that the factors that
affect the purchase of green products based on means
from lowest to highest is (3.37) being the past
experience of the consumer then the information
provided on the products with a mean of (3.57)
followed by the awareness of green products and the
availability of green products, both with a mean of
(3.76). Finally, we have the price of the product with a
mean of (4.36).

Source: Own Construction
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4.3 Correlation Analysis

The table below shows the results of the correlations between the purchase of green products

variable and four other variables. It is important to note that the sections that are black with

white writing show a significant positive correlation whilst the grey sections shows a

positive, non-significant correlation.

Table 10: SPSS Correlation Table

*. Correlation is significant at the 0.05 level (2-tailed).

**, Correlation is significant at the 0.01 level (2-tailed).

Source: Own Construction

Purchase
of Green Green Price of the Green
Products Gender Behaviour Product Awareness
Purchase of Green | Pearson Correlation 1 234 .163
Products Sig. (2-tailed) 014 .089
N 110 110
Gender Pearson Correlation 1 232 .000 .030
Sig. (2-tailed) .015 .997 .755
N 110 110 110 110
Green Behaviour |Pearson Correlation 232 1 153 .087
Sig. (2-tailed) .015 11 .367
N 110 110 110 110
Price of the Pearson Correlation .000 153 1 .042
Product Sig. (2-tailed) .997 A11 664
N 110 110 110 110
Green Awareness | Pearson Correlation .030 .087 .042 1
Sig. (2-tailed) .755 .367 .664
N 110 110 110 110

Our first finding suggest that the correlation coefficient between the purchase of green

products and the gender of the respondents have a slight significant correlation at the 0.05

level (2-tailed) (r = .234, Sig =.014, p<.05).
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The second finding showed that the correlation coefficient between the purchase of green
products and the green behaviour of the respondents also had a slight significant correlation

at the 0.01 level (2-tailed) (r=.276, Sig = .004, p<.01).

The third analysis indicated that the correlation coefficient between the purchase of green
products and the price of the products had a non-significant relationship (even though it was
positive), this is most probably cause the value is so close to zero (r = .163, Sig = .089,
p>.05).

The final analysis between the purchase of green products and green awareness revealed that
the correlation coefficient had a moderate significant correlation at the 0.01 level (2-tailed) (r
= .354, Sig = .000, p<.01). It is important to note that this last analysis has the most

significant coefficient correlation.

To summarise the results of our correlation analysis we found that the gender with regards to
the purchase of green products has a significant correlation of (r = .234, Sig = .014, p<.05).
Green behaviour of the students has a significant correlation with the purchase of green
products with a correlation value of (r= .276, Sig = .004, p<.01). Then the price of the
products has no significant correlation with the purchase of green products with a correlation
value of (r = .163, Sig = .089, p>.05). Finally, the green awareness of the respondents has a
moderate significant correlation with the purchase of green products with a correlation value

of (r=.354, Sig = .000, p<.01).

4.4 Regression Analysis

Following the correlation analysis we decided to test the variables one step further by doing a
regression analysis in order to validate the four hypotheses to a better extent. Lund & Lund
(2013) explain that a regression anaylsis is the next step after the correlation analysis, this
type of analysis is used to forecast the value of one variable using another variable. There are
two types of variables that will be present in the regression analysis, the first being the
dependent variable and the second being the independent variable. The dependant variable is
the variable that we would like to forecast, this variable is sometimes called the outcome
variable. The independent variable is the variable that will be used to predict the value of the

dependent variables value (this is also known as the predictor variable ).
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The main measurement of the regression analysis is “R”, the R value is used to calculate how
accurate the independent variable is at predicting the outcome, this is mainly used to measure
the strength of the relationship of the two variables. The next measurement is the R? and it
varies between 0 and 1, this measurement gives an exact measure and explains the degree of
variance in the results which is explained by the independent variable (predictor). An
important aspect of the regression analysis to note is that it is subject to a ‘golden rule’ and
this means that the researcher has the freedom to analyse the value of R? based on the

affiliation studied.

Table 11: Regression Analysis Table

Model R R Square Adjusted R Square Std. Error of the Estimate
Gender .234° .055 .046 .71380
Green Behaviour .276a .076 .067 .70578
Price of the Product

.163a .026 .017 72442
Green Awareness

.354a 125 A17 .68667

Source: Own Construction

In the table above we have used the purchase of green products as the dependent variable and
the four other variables as the independent variables. We have analysed how these four
variables influence the purchase of green products. The first independent variable that we
used was the gender of the respondents, we found that the value of correlation coefficient (R
=.234) which indicates that there is a slight significant correlation with the purchase of green
products. There is however, only a 5.5% (R-square value of .055) difference in purchasing
the green products due to the gender of the respondents. This suggests that there are other
factors that influence the purchase behaviour of the respondents. The second independent
variable that we used was the green behaviour of the respondents, we discovered that there is
slight significant correlation between the green behaviour of the respondents and their
purchasing behaviour (R = .276). We also learnt that only 7.6% (R-square value of .076)
variance is considered in the purchase of green products with regards to the green behaviour

of the respondents.
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This means that there are other factors that affect the purchasing behaviour of the respondents

and this particular factor only accounts for 7.6% of the overall factors.

The next analysis that was used was the price of the product. The results revealed that since
the correlation coefficient is closer to zero (0) at (R = .163) and the variance is 2.6% (R-
square value of .026) this indicates that there is no significant correlation between the price of
the product and the purchasing behaviour of the respondents and that there is only a 2.6%
influence on the purchasing behaviour of the respondents due to the price of the product. The

final independent variable that was used was the green awareness of the respondents.

The findings suggested that there is a moderate significant relationship between the green
awareness of the respondents and their purchasing behaviour with a correlation coefficient of
(R =.354) and a (R-square value of .125) which suggests that there is a 12.5% variation in
the purchase of green products with respect to the green awareness of the respondents. This
means that there are other factors that affect the purchasing behaviour of the respondents and

this particular factor only accounts for 12.5% of the overall factors.

To summarise our results of the regression analysis we found that the value of correlation
coefficient (R =.234) and a (R-square value of .055) with regards to the gender of the student
(independent variable) and the purchase of green products (dependent variable). Then there
was the value of the correlation coefficient with regards to the green behaviour of the student
(independent variable) and the purchase of green products (dependent variable) being (R =
.276) and an (R-square value of .076). The value of the correlation coefficient of the price of
the product (independent variable) and the purchase of green products (dependent variable)
was (R =.163) and the variance (R-square value of .026). Finally, the value of the correlation
coefficient of the green awareness of the students (independent variable) with regards to the
purchase of green products (dependent variable) was (R = .354) and a variance (R-square
value of .125). These values show that we have covered 28.2% of the total factors that can
affect the purchasing behaviour of the students with regards to green products and that there

are various other factors that need to be identified and tested.
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Chapter 5: Analysis
This chapter discusses and analyses the results of our research and examine the sample
description and finally accentuate the variety of responses of the students of the University of

Gavle with regards to their perception and preferences of green marketing.

5.1 Analysis of Sample Selection and Sample Distribution

Previously we have taken our data and analysed it using statistical methods to gain
understanding of the results these methods provide, we now present how we have gathered
and authenticated the results of these various analyses. Furthermore we will connect these
results with the theories and investigations that have previously been created and completed
by various scholars, which we mentioned in our theoretical background. To ensure that this
section is clear for the reader we decided to use a chronological structure of procedures which
will begin with the sample selection and data collection and end with the final results, their

importance, and their impact on our study.

We chose the students of the University of Gavle as we wanted to take a look at the
“younger” generation. The reason we chose the “younger” generation is due to the fact that
this generation is believed to be exceptionally diverse, educated, and technologically
intelligent (Hood, 2012), there were even studies that suggested that this particular group of
consumers is the most environmentally aware (Vermillion & Peart, 2010). Many researchers
were led to believe that an individual’s attitude could be used to predict their actions,
however, when Mayank & Amit (2013) concluded their investigation in India they found a
lack consistency between the attitude and the behaviour of the consumer with regards to
green consumerism. By examining the results from our investigation we are able to provide
further insight into individuals attitudes and the affect it may or may not on their purchase
behaviour. Moreveover we believe that by choosing the students of the University of Gavle
this gives us a more targeted response and in this sense also allow for a higher level of

originality for our study.

As we move forward to the sample description, it is important to state that our largest group
of respondents were between the ages of 22 and 25 (n=52/110). Considering the responses we
attained from our questionnaires we had a specific target group which we chose as our

respondents.
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The majority of respondents fit the description of ‘the most environmentally aware’
generation (Vermillion & Peart, 2010). Considering they are college students they have the
capacity to understand the questions we asked of them. This helped ensure that their answers

were genuine and knowledgeable.

Additionally, 64.75% of the respondents (n=71/110) had knowledge about the state of the
environment. This means that the majority of respondents were informed on the current state

of the environment.

Furthermore, we found that approximately 66% (rounded) of our respondents said that they
would buy green products from time to time but they are no involved in any environmental
activities (see appendix O). According to Suplico (2009) these respondents are considered as
“sprouts”. Suplico (2009) defines “sprouts” as “people who can buy green products from time
to time but are not involved in any environmental activities”. The second highest, with 16%
(rounded) were respondents that stated they are able to buy green products but don't have the
time and energy for environmental activities. They don’t want to change their lifestyle to

promote the environment.

These students are known as “greenback green” consumers which according to Suplico
(2009) are people who tend to spend more with high-priced green products. Nevertheless,
they are not willing to participate in environmental activities. Third was the “true-blue green”
respondents being made up 11% (rounded). Suplico (2009) describes this consumer segment
as “consumers who are believed to be willing to spend more on green products and also are
determined to take part in ecological activities, such as recycling and composting. They are
considered to be the most environmentally aware consumer group and are only willing to

purchase green products from environmentally conscious and trusted companies.

With regards to the gender of the respondents, we noticed that the data was almost evenly
divided between males and females. The number of male respondents from the University of
Gavle was 48 whilst the number of female respondents was 62. Considering that one of our
hypotheses is based around the independent variable, gender, we found that our survey was

well distributed amongst the two genders.
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This is important to our study as Paco (2009) discovered that females are more inclined to be
green orientated than males due to the fact that females purchase more products that are
considered to be environmentally friendly even though females are less involved in

conservational activities and we wanted to test our data against this investigation.

5.2 Analysis of the correlation between variables and confirmation of hypotheses

In this section, we will analyse the results using two different types of analysis. The analysis
will be based on the correlation and regression analysis of independent variables against the
dependent variable being the purchase of green products. With the assistance of these results
we will either confirm or deny the four null hypotheses which we established in our

theoretical background chapter.

5.2.1 Discussion on HI

In our correlation analysis between the green behaviour of the respondents and their
preference in purchasing green products, we found that there is a significant correlation
between the two variables (r= .276, Sig = .004, p<.01). This proved that as the green
behaviour of the consumers increase so does their preference towards the purchase of green
products. This analysis disproves the first hypothesis and that there is a significant
correlation. However, we felt it necessary to further investigate the first hypothesis so we
applied a linear regression analysis with the same two variables. The results of the linear
regression analysis indicated that there was indeed a significant correlation between green
behaviour and the purchasing behaviour of the respondents (R =.276), verifying the previous
analysis. It is important to note that this variable (green behaviour) only accounts for 7.6%
(R-square value of .076) of the total factors that affect the purchasing behaviour of the

consumer. After taking both analyses into account we are able to reject the first hypothesis.

According to an investigation done by Mainiery, et al. (1997) there was a low correlation
between the attitude of the consumer and their green behaviour. Even though this
investigation had been undertaken, Spruyt, et al. (2007) expressed that one could indeed

predict a consumers behaviour based on their attitude towards green products.
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In 2011, Gadenne, et al (2011) suggested that the attitude measurement criteria should be
more specific and should be aimed at a certain environmental issue such as the purchase of
green products. Considering we went on to use this suggested measurement criteria by using
the purchase of green products as our dependent variable, we were able to reject the previous
findings of Mainery, et al. by proving that there is indeed a positive, significant correlation
but it is a low correlation (r= .276, Sig = .004, p<.01) between the attitude of the consumer

and the effect it has on their purchase behaviour with regards to green products.

In a similar study done by Mayank & Amit (2013) they found that there was a moderate
significant correlation (R = .445) between the green behaviour of the consumer and the
preference of green products. This result differentiated from ours even though our results did
show a positive correlation between the green behaviour of the students and their preference
in green products it was only a low correlation (R = .276), close to moderate, which is (R =

0.3).

Considering that our first hypothesis was that ‘there is a significant difference with regards
to the preference in purchasing green products with respect to the green behaviour of the
consumer’ we are able to reject this hypothesis based on our results of the analyses done as

there is a positive significant correlation at the 0.01 level (2-tailed).

5.2.2 Discussion on H2
After discussing and verifying the first hypothesis with regards to the green behaviour of the
students and the affect it has on the purchase of green products we discuss the second results

are of equal importance with regards to the impact of the overall study.

The outcomes of the correlation analysis between the price of the product and the affect it has
on the purchase of green products we found that there is a no significant correlation between
these two variables (r = .163, Sig = .089, p>.05). This shows that as the price of the product
increases their preference towards green products would not. This analysis accepts the second
hypothesis as there is a difference between the two variables. To further validate the previous
results of the correlation analysis we went on to do a linear regression analysis with the same

two variables.
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The outcomes of the linear regression analysis confirmed that there was no significant
correlation between the price of the product and purchasing behaviour of the students as the
correlation coefficient is closer to zero (0) at (R = .163) and the variance is 2.6% (R-square
value of .026), meaning that this variable only influences the purchasing behaviour of the
students by 2.6%. After taking both analyses into account we are able to accept the second

hypothesis.

According to D'Souza, et al. (2007), the values of the consumer towards the environment
would lead to a deduction in price sensitivity. However, in our findings we revealed that the
students had a considerably high level of green behaviour (see table 6), but even with these
considerably high green behaviour they still had a high price sensitivity considering that the
results showed that the price is the most prominent factor as it has a mean of 4.4 (rounded)
when purchasing green products (see appendix E). This means that the students would prefer

to buy conventional products at a lower price rather than green products at a higher price.

Furthermore, Shrum et al. (1995) explained that green consumers are the type of consumer
that require detailed information on new products and they like to compare different product
information when acquiring a product, especially with regards to price sensitivity. This point
was further supported by Braimah & Tweneboah-Koduah (2011) who discovered that price
has an affect on the purchasing behaviour of the consumer and the influence it has on the
consumers decision to purchase a green product. As we compared our results with the above
theories we found that we had similar results. When we asked the students which factors
affected their purchase of green products, the price of the product was the most influential
with a mean of 4.4 (rounded) (see appendix E). Our results had corresponded directly with a
statement by Mayank & Amit (2013) who stated “One of the factors identified that affects

the purchase of green product is its high price in comparison with traditional product”.

Our second hypothesis was that ‘There is a significant difference with regards to the
preference in purchasing green products with respect to the price of the product’. Taking into
consideration the above correlation analysis and linear regression analysis as well as the
discussions between the relevant theories we therefore accept this hypothesis as there is a
significant difference with regards to the preference in purchasing green products with

respect to the price of the product.
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5.2.3 Discussion on H3

With our research objectives in mind we attained further information on the factors that
influence the students of the University of Gavle when purchasing green products. From the
results we established with the correlation analysis, we found that there is a significant
correlation between the gender of the respondents and the purchase of green products with a
correlation coefficient of (R =.234) with a significance level of 0.05 (2-tailed) (p<.05).

The results suggested that the preference of purchasing green products is not dependent on
the gender of the consumer. The correlation analysis disproved the third hypothesis as there is
no significant difference between the two variables. Once again, we wanted to ensure the
validity of the above results by applying a linear regression analysis to the same two
variables. The results of the linear regression analysis displayed a similar result where the
correlation coefficient was (R = 0.234) showing a correlation between the gender of the
students and the preference in purchasing green products. Furthermore, the variance from the
linear regression analysis showed that (R-squared = 0.055) meaning that the gender of the
respondent only makes up 5.5% of the total amount of factors that affect the purchasing
behaviour of the respondents. Taking both of these analyses into account we are able to
disprove the hypothesis that there is a significant difference between the gender of the

respondent and their purchase of green products.

Paco (2009) revealed that females tend to have a more green orientated perspective than
males considering females acquire more products that are seen to be environmentally
friendly, even though they are less inclined to be part of conservational activities. Levin
(1990) supported this theory with an investigation which stated that “persons classified as
most green tended to be better educated older females with high incomes and liberal
orientation [sic], whereas those least green tended to be younger, apolitical, less well-
educated males”. When we consider our results we are able to see that they differentiate from
the above statements and that the gender of the respondents does not affect the purchase of
green products. However, Paco (2009) further stated that more educated individuals would be

more motivated to show greater environmental concern.
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With this in mind we are led to believe that these concerns would lead to the purchase of
green products from these more ‘educated’ individuals, as we proved in our first hypothesis,
that the green behaviour of the respondents has an affect on the purchase of green products.
In our sample description we stated that the reason we had chosen this sample group was due
to the fact that they are ‘believed to be exceptionally diverse, educated, and technologically
intelligent’ (Hood, 2012) and that there were even studies that proposed that this particular
group of consumers are the most environmentally aware (Vermillion & Peart, 2010). Taking
into consideration that our respondents are from the generation that are made up of these
qualities, we can state that our results of our analysis concur with the full statement of Paco

(2009).

Finally we will compare our results with the findings of a similar study done by Mayank &
Amit (2013) who had found that there is no significant difference with regards to the gender
of the consumers and their preference in purchasing green products. Considering our
correlation analysis and linear regression analysis show a significant positive correlation of
(R = 0.234) we can conclude that there is no significant difference between the gender of
the students and their preference with purchasing green products, which corresponds with

the results found by Mayank & Amit (2013).

Considering the fact that our third hypothesis was that ‘there is a significant difference with
regards to the preference in purchasing green products with respect to the gender of the
consumer’ we are able to reject, with the assistance of the correlation analysis, linear
regression analysis and taking into consideration the applicable theories that the third is
incorrect. Thus the third hypothesis is rejected and there is no significant difference with

regards to the gender of the students and their preference in purchasing green products.

5.2.4 Discussion on H4

Previously we were able to disprove two of the three hypotheses. With the information
attained in order to accept or reject theses hypotheses we are able to get closer towards
answering the research objective which we posed in the chapter one, which was to answer
the questions how and which of the following factors such as: gender of the students, price
of the green product, level of green awareness and the green behaviour of the students

influence their purchasing behaviour with regards to green products.
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We are now able to move forward to the analysis and discussion which will allow us to inch
towards the answer of our research question. With regards to the fourth hypothesis, we
found from the correlation analysis results that there was a moderate significant correlation
(r = .354) with the purchase of green products and the green awareness of the students with
a significance level of 0.01 (2-tailed) (p<.01). The results proposed that the level of green
awareness of the respondents corresponds with the purchase of green products, meaning that
the respondent’s level of green awareness will have a positive influence on the purchase
behaviour of the students. The correlation analysis disproved the fourth hypothesis and that
it is incorrect and there is no significant difference between these two variables. A linear
regression analysis was further applied to guarantee the legitimacy of the above results by
using the same two variables. The outcomes of the linear regression analysis showed the
same result in its correlation coefficient which was (R = 0.354) showing a moderate
significant correlation between the level of awareness of the respondents and their purchase
of green products. The variance of the linear regression analysis showed that this variable
accounts for 12.5% (R-squared = 0.125) of the totality of factors that affect the purchase
behaviour of the students. After taking both analyses under consideration we are able to
reject the fourth hypothesis and that there is no significant difference with regards to the
preference in purchasing green products with respect to the level of green awareness of the

consumer.

Antonio, et al. (2009) stated that the behaviours and intentions of the consumers could be
determined by using the green awareness among the consumers as a means of doing so.
Furthermore, according to an investigation done by Braimah & Tweneboah-Koduah (2011)
the low level of awareness of the consumers with regards to green issues affects their
purchasing decision. With the assistance of our analyses we are able to agree that the level of
green awareness of the consumers has an influence on the purchasing of green products,
which concurs with both Antonio, et al. (2009) and Braimah & Tweneboah-Koduah (2011)

and their investigations.

We will once again compare our results with that of a similar study done by Mayank &
Amit (2013) who stated within their results that “consumers’ agreement regarding
environmental degradation was high and may prefer green products over conventional

products to protect the environment.
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Taking into consideration the correlation analysis and linear regression analysis we found

that there was a moderate significant positive correlation (R = .354) between level of

awareness of the students and the purchase of green products. This means that students who

are more environmentally aware are more likely to buy green products over conventional

products. With these results in mind we are able to agree with the findings of Mayank &

Amit (2013).

In conclusion, once we have taken the correlation analysis and linear regression analysis

under consideration as well as the theories and investigations done by several researchers,

we are able to reject the fourth hypothesis.

Table 12: Summary of Chapter 5

Hypotheses

Accept or Reject

First Hypothesis ( There is a significant
difference between the green behaviour of
the respondents and their purchase

behaviour)

Reject because there is no

difference.

significant

Second Hypotheis ( There is a significant
difference between the price of the green
product and the purchase behaviour of the

respondents)

Accept because there is a

difference.

signifacant

Third Hypothesis ( There is a significant
difference between the gender of the

respondents and their purchase behaviour)

Reject because there is no

difference.

signifacant

Fourth Hypothesis ( There is a significant
difference between the green awreness of
the respondents and their purchase

behaviour)

Reject because there is no

difference.

signifacant

Source: Own Construction
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Chapter 6: Conclusion
In this final chapter, we emphasise the restrictions of our study as well as the contributions
our study give to marketers. This chapter also includes a brief conclusion of the previous

chapters.

6.1 Answers to the Research Questions

1: Based on our findings the answer to the first research question is that all of the following
factors, gender of the students, price of the green product, level of green awareness and the
green behaviour of the students have an influence on the purchasing behaviour of the students

of the University of Gavle with regards to green products.

2: The findings of the study showed that the genders of the respondents, level of green
awareness and the green behaviour have a significant, positive influence on their purchase
behaviour, whilst the price of the green product has a negative influence on the purchasing

behaviour of the students of the University of Gavle.

6.2 Managerial Implications

Taking into account the current study, we have created an instrument in which marketing
managers can use to realise the importance of several factors that need to be taken into
account when marketing their green products. This instrument will also allow marketing
managers to prioritise certain factors over others to ensure efficient marketing of their
products. This study further supplies the marketing managers with an efficient way in which
to collect data that can be used to calculate the importance of each factor, such as the level of
awareness of the environment, the price of the product, the gender and the green behaviour of
the consumer that could affect the purchasing behaviour of the consumer with regards to

green products.

6.3 Scientific Contribution

The distinctiveness of this study is exemplified in the effective representation of the
connection between the level of awareness of the students of the University of Gavle towards
the environment and their purchase behaviour towards green products. An expert’s opinion is
not necessary to exemplify that awareness towards the environment would lead to the

purchase of green products.
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However, our study examines a variety of factors other than just the green awareness of the
respondent, that influences the purchasing behaviour of the respondents and companies need
to take this information into account when marketing a green product. Several studies have
highlighted how the level of awareness of the environment will lead to a purchase of green
products. We were able to prove how the level of awareness of the environment amongst

several other factors played an important part in the behaviour of the consumer.

Additionally, we have taken into account the previous studies that stipulated similar results in
the field of green marketing and we have reviewed and studied this research and used it to
create a strong literature foundation which has inevitably led to the solid incorporation of past
investigations with more current and up-to-date evidence. Furthermore, this study focuses on
the younger generations and how certain factors affect their purchasing behaviour whilst
previous literature focuses on consumers as a whole and not a specific target group and thus

this study focuses on a more specific area that has not been investigated in the literature.

6.4 Study limitations and Suggestions for Future Studies

In this study we have accrued in-depth findings to broaden our understanding of the field that
is green marketing. Even though there are only a few research limitations it is important that
we state it within this segment. With this in mind, it can be reasoned that the information that
we have collected from the University of Gavle does not reasonably characterise the entire
University of Gavle. The reason for this is that, we were unable to question the entire student
body of the University of Gavle. If we were able to do this it is certain that we may have been
able to produce more representative data. However, with the time limitations involved we
found that by concentrating on a hundred and ten respondents, we were able to ensure precise

and legitimate responses and this would be the best alternative.

It is important to realise that we have only tested the purchase of green products against four
separate independent factors and were unable to test a larger amount of factors which may
affect the purchase of green products due to time limitations. Furthermore, we also found that
the language barrier presented from questioning students in English was a slight limitation.
However, we overcame this barrier by supervising the respondents as they undertook the

questionnaire.
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With these limitations in mind, we stress that, to improve the representation of the sample, if
necessary, future studies should focus on attaining a larger amount of respondents from the
respective university, preferably a majority of the student body, to ensure that the study takes
into account the university as a whole. Future studies should also take under consideration the

possibility of implementing a qualitative response as well as the quantitative method.

By doing this it would allow for a more in-depth look at the respondents as a consumer and
the gain of additional, valid information. Moreover, we believe that for future studies one
should take into account a larger amount of factors that may affect the purchase of green
products so that they may have a greater understanding of their respondents and the factors

that affect their purchase behaviour.

Finally, since this study only concentrates on the University of Gavle, we find that a great
addition for further research could be to use this study outside of institutions and focus on the

consumers and their corresponding cities as a whole.

6.5 Research Hypotheses and Reflection

Strengthening the importance of the student’s level of awareness towards the environments
and the connection it has towards their purchasing behaviour with regards to green products,
this study further emphasises the importance of several other factors that need to be
accounted for. For example, the green behaviour, gender of the students and the price of the
green product. Furthermore, this study aimed at investigating the “level of awareness of the
students of the University of Gavle with regards to the environment and to determine the
factors that influence the students of the University of Gavle when purchasing green
products”. Taking this into account we have studied a multitude of investigations done in
this field, concentrating on the noteworthy studies of intelligent Hood (2012), Vermillion &
Peart (2010), Mayank & Amit (2013), Suplico (2009), Paco (2009), Mainiery, et al. (1997),
Spruyt, et al. (2007), Gadenne, et al (2011), Shrum et al. (1995), Braimah & Tweneboah-
Koduah (2011), Levin (1990) and Antonio, et al. (2009). Afterwards we realised the
complications of understanding all factors that may affect the purchase of green products we
established four hypotheses to statistically analyse and determine the correlation between
the following factors/variables: price of the product, gender, green awareness and the green

behaviour of the respondents and the dependent variable, the purchase of green products.
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Considering the outline of the study, we used a questionnaire previously created for a
similar study in order to observe the factors that had an influence on the purchasing
behavior of the students with regards to green products. We used this questionnaire
throughout the University of Gavle and collected a total of a hundred and ten responses

ensuring their validity by supervising the respondents as they undertook the questionnaire.

Furthermore, we went on to do a quantitative analysis using SPSS (software package used
for statistical analysis), in order to utilise the measurement tools available with this
software. We applied the correlation analysis and linear regression analysis as well as
calculating several frequencies to calculate how and to what extent each variable affected

one another in order to attain our final results.

Once we had attained all the necessary variables we then went on to analyse and compare
the results with the theories and studies we had found which had been undertaken
previously. By doing this we were able to see where our research either agreed or disagreed
with previous research. Along with these findings we were able to determine whether to

accept or reject the four hypotheses and inevitably reach our research objective.

Based on our findings the genders of the respondents, level of green awareness and the
green behaviour have a significant, positive influence on the purchase behaviour of the
students of the University of Gavle, whilst the price of the green product has a negative
influence on the purchasing behaviour of the students of the University of Gavle. With this

result we have achieved the aim of our study.

In conclusion, it can be said that this study delivers concrete data that is significant to
marketing managers and anyone who wishes to understand the full impact of green awareness
and price of the product as well as the gender and green behaviour of the consumers and the
effects these factors have on the purchase behaviour of the consumers with regards to green

products.
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Appendices:
Appendix A: Questionnaire

Dear Respondent,

We are conducting a survey to understand consumers' perception about green

marketing practices of an organization. We implore your sincere response for this

purpose.

Questionnaire:

1. Kindly provide your response for the following statements?

Strongly Somewhat Somewhat Strongly
Disagree Disagree Agree Agree

It is important to me that the products | use do

not harm the environment.

| consider the potential environmental

impact of my actions when making

decisions.

My purchase habits are affected by my
concern for the Environment.

| am concerned about wasting the resources
of our planet

| would describe myself as environmentally
resonS|bIe

| am willing to be inconvenienced in order to
take actions that are more environmentally
friendly.

[Source: Haws et. al. (2010)]

2. Environmental degradation has risen in last decade?

Strongly Somewhat Strongly Agree
Disagree Dlsa gree Agree

3. In the next five years, the state of the environment will be more degraded?

Strongly Somewhat m Strongly Agree
Disagree Disagree Agree

I I I @
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4. According to you, what are the serious environmental concerns in Sweden?

MO N

5. Rate the seriousness of the following environmental concerns on the scale of 1 to

5 where 1  represents "Not at all serious" and 5 represent "Extremely Serious"?

[72]
o

Factor

Z
°

-_—

Destruction of Ozone

Industrial Water Pollution

Industrial Air Pollution

Pesticides on Food

Hazardous Waste

Drinking Water Contamination

\Warming up of Earth

Ocean Contamination

Endangered Species

N NI I S

=O

Destruction of Rain Forest

6. Have you ever heard of "Environmentally Friendly or Green Marketing"

Products/Practices?
a. Yes b. No

7. Following green marketing practices are important from an environmental point of

view.

Green Marketing Practice

Strongly
Disagree

Somewhat
Disagree

Neutral

Somewhat
Agree

Strongly
Agree

Manufacturing: Eco-friendly Products

Manufacturing products through an
eco- friendly process

Promoting products through eco-friendly
modes of communication

Branding product associating with green
marketing: practices

Modifying products to make them
environmentally friendly

Modifying product packaging to suit
the environment

Educating customers to use products in
an environmental friendly manner

Using a green supply chain for
procurement
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8. Where do you get information about Green marketing Practices?

Television

Newspaper

Magazines

Radio
School/Universities/Institutions
Outdoor Media

Others (Please Specify)

9. Can you name the advertisements of green products/practices you have seen in recent
months?

oOwp

10. Out of above mentioned advertisements, which advertisements do you like the most?

11. Please rate the following components of advertisements on a scale of 1 to 5 (where 1
represents least important and 5 represent most important)?

Sr- Factor 1 2 3 4 5
No.

1 Message/Theme of the advertisement

b Punch-line of the advertisement

3 Jingle of the advertisement

4 Celebrity Endorsement

5 Any other (Please Specify)

12. Organizations that manufacture/promote green products are really
concerned  about the environment.

Disagree Disagree Agree

I I I D —

55



13. Consumers have become more concerned about the protection of the environment?

Strongly Somewhat Somewhat Strongly Agree
Disagree Disagree Agree

I I I @

14. Please tick the statement that best describes you as a consumer?

| only buy green products. | spend time and effort in environmental activities such
as recycling. | believe that an individual can do much to promote the environment.

| am able to buy green products but | don't have the time and energy for
environmental activities. | do not want to change my lifestyles to promote
the environment.

| can buy green products from time to time but | am not involved in any
environmental activities

| do not buy green products. | believe that businesses and the government should
be fixing environmental problems

| am the least involved in environmentalism. | believe that there is not much that an
individual can do in solving environmental problems. It should be the government
and businesses which should promote the environment.

[Adapted from Cnspell (2001)]

15. If a Green Product is available in a product category I often purchase from, I would..

Definitely not Probably not Probably buy Definitely buy
bu bu

I I [

16. While purchasing the product,

Strongly Somewhat Somewhat [Strongly
. . Neutral
Disagree Disagree Agree Agree

| consider the ill effects of manufacturing
and consumption on the natural
environment.

| prefer green products over conventional
products.

| feel that green products are priced
higher as compared to conventional
products.

| feel that the price of green products
affects my purchase behaviour.
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17. Following factors affect the purchase of green products?

Factors Strongly Somewhat Neutral Somewhat
Disagree Disagree Agree

Product
Price
Awareness
about Green
Products
Availability of
Green
Products
Past
Experience
Information
provided on
product
Any Other
(Please
Specify)

18. Are you aware of any initiatives taken for promoting green marketing practices by
the following?

Sr. Agency Specify
No.

1 Ministry of Environment

2 Regional Government

3 NGO's

4 Small Business of Sweden

5 Large Business of Sweden

6 Others

Demographic Information:

Name (optional): Gender:

Age: Academic Qualification (Year): Course:

City:

Contact No. (M): Email Address:

Sources: (Mayank & Amit, 2013)
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Appendix B: Online Questionnaire
(Sources: own construction adjusted from Mayank & Amit (2013)

Green Marketing

Dear Respondent

We are conducting a survey to understand consumer's perception about green
marketing practices of an organization. We implore your sincere response for this
purpose..

* Required

1. It is important to me that the products I use do not harm the
environment? *

O strongly Disagree

@ somewhat Disagree

@ Neutral

[0 somewhat Agree

@ strongly Agree

2. I consider the potential environmental impact of my actions when
making decisions. -

Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

OCOOcOO

Strongly Agree

My purchase habits are affected by my concern for the environment. «
Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

OCOOODO ¥«

Strongly Agree

I am concerned about wasting the resources of our planet. -
Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

COOCODO#

Strongly Agree

I would describe myself as environmentally responsible.. -
Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

OCOOOO @

Strongly Agree



6. I am wiling to be inconvenienced in order to take actions that are more
environmentally friendly.. -

Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

OOOOD

Strongly Agree

Environmental degradation has risen in the last decade? ~
Strongly Disagree

Somewhat Disagree

Neutral

Somewhat Agree

O0O0BB N

Strongly Agree

8. In the next five years, the state of the environment will be more
degraded? -+

Strongly Disagree

00

Somewhat Disagree
O Neutral

@D somewhat Agree
@ strongly Agree

9. According to you, please list what you believe are the serious
environmental concerns in Sweden? -

10. Rate the seriousness of the following
environmental concerns on a scale of 1 to 5 where 1
represents not at all serious' and 5 represents
'extremely serious’.

A. Destruction of Ozone -

1 2 3 4 5

© © © © ©

B. Industrial Water Pollution +

1 2 3 4 5

© © © © ©

C. Industrial Air Pollution ~

1 2 3 4 5

© © © © ©

D. Pesticides on Food -
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E. Hazardous Waste -

1 2 3 4 s

@ © © @ @

F. Drinking Water Contamination -

1 2 3 4 5

© © © © ©

G. Warming up of Earth -

1 2 3 = s

© © © © @

H. Ocean Contamination -

1 2 3 4 5

© © © © ©

I. Endangered Species -

1 2 3 4 s

© © © © @

J. Destruction of Rain Forest «

1 2 3 4 5

© 0000

11. Have you ever heard of 'Environmentally Friendly or Green Marketing’
products and practices? *

O Yes
O No

12. The following green marketing practices are
important from an environmental point of view?
Please provide your response below.

A. Manufacturing eco-friendly products -
Manufacturing eco-friendly products

@ strongly Disagree
[0 somewhat Disagree
O Neutral

O somewhat Agree
@ strongly Agree
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B. Manufacturing products through an eco-friendly process *
@ strongly disagree

0 somewhat disagree

@ Neutral

0 somewhat agree

O strongly agree

C. Promoting products through eco-friendly modes of communication +
@ strongly disagree

O somewhat disagree

O Neutral

O somewhat agree

@ strongly agree

D. Branding product associating with green marketing practices *
@ strongly disagree

O somewhat disagree

O Neutral

O somewhat agree

@ strongly agree

E. Modifying products to make them environmentally friendly *
@ strongly disagree

O somewhat disagree

O Neutral

@ somewhat agree

@ strongly agree

F. Modifying product packaging to suit the environment *
@ strongly disagree

@ somewhat disagree

O Neutral

@ somewhat agree

@ strongly agree

G. Educating customers to use products in an environmentally friendly
manner *

@ strongly disagree
D somewhat disagree
O Neutral

@ somewhat agree

@ strongly agree

H. Using a green supply chain for procurement and distribution +

@ strongly disagree

[ somewhat disagree

O Neutral

@ saomewhat agree 61
@ strongly agree



13. Where do you get information about green marketing practices? *
@ Television

O Newspaper

[ Magazines

O Radio

@ schools/University/Institutions

O oOutdoor Media

O 0ther:| |

14. Can you name a few of the advertisements of green products/practices
you have seen in recent months? -

15. Out of the abovementioned advertisements, which do you like the
most? +

16. Please rate the following components of
advertisements on a scale of 1 to 5 (where 1
represents least important and 5 represents most
important)

A. Message/Theme of the advertisement +

B. Punchline of the advertisement -

1 2 3 4 5

© © © © ©

C. Jingle of the advertisement +
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E. Any other (please specify

|

17. Organizations that manufacture/promote green products are really
concerned about the environment? -

O strongly Disagree
[0 somewnhat Disagree
O Neutral

[0 somewhat Agree
@ strongly Agree

18. Consumers have become more concerned about the protection of the
environment? *

@ strongly Disagree
@ somewnhat Disagree
@ Neutral

@ somewhat Agree
@ strongly Agree

19. Please tick the statement that best describes you as a consumer? -

@ 1only buy green products. | spend time and effort in enviranment] activities such as recycling. | believe
that na individual can do much to promote the environment

@ 1am able to buy green products but | don't have the time and energy for environmental activities. | do
not want to change my lifestyle to promote the environment.
@ 1 can buy green products from time to time but | am not involved in any environmental activities.

@ 1do not buy green products. | believe that businesses and the government should be fixing
environmental prablems.

@ 1 am the least involved in environmentalism. | believe that there is not much that an individual can do in
solving environmental problems. It should be the government and businesses which should promote the
environment.

20. If a Green Product is available in a product category I often purchase
from, I would... +

@ Definitely not Buy
@ probably Not Buy
@ Not Sure

@ probably Buy

O Definitely Buy

21. While purchasing the product.. Please choose your
response..

A. I consider the ill effects of manufacturing and consumption on the
natural environment? +

D strongly Disagree
[0 somewhat Disagree
@ Neutral

[ somewhat Agree
@ strongly Agree

B. I prefer green products over conventional products «
O strongly Disagree

(D somewhat Disagree

@ Neutral

[ somewhat Agree

@ strongly Agree
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C. I feel that green products are priced higher as compared to conventional
products? -

(@ strongly Disagree
(D somewhat Disagree
O Neutral

@D somewhat Agree
@ strongly Agree

D. I feel that the price of green products affects my purchase behaviour? +
D strongly Disagree

(@ somewhat Disagree

@ Neutral

[0 somewhat Agree

@D strongly Agree

22. The following factors affect the purchase of green
products? Please indicate your response.

A. Product Price? -
@D strongly Disagree

(@ somewhat Disagree
@ Neutral

D somewhat Agree

@D strongly Agree

B. Awareness about Green Products? +
@ strongly Disagree
@ somewhat Disagree
@ Neutral

0 somewhat Agree
@

Strongly Agree

g]

. Availability of Green Products? +
Strongly Disagree
Somewhat Disagree
Neutral

Somewhat Agree

OCOOOD

Strongly Agree

D. Past Experience? *
[ strongly Disagree

[J somewhat Disagree

O Neutral

[ somewhat Agree

@ strongly Agree

E. Information provided on product? +
@ strongly Disagree

[ somewhat Disagree

@ Neutral

[0 somewhat Agree

[ strongly Agree

64



F. Any other? Please specify..

| |

23. Are you aware of any initiatives taken for
promoting green marketing practices by the

following? Please specify..

A. Ministry of Environment? ~

QO Yes
@ No

B. Regional Government *

O Yes
@ No

C. NGO's ~

O Yes
@ No

D. Small Business of Sweden -

O Yes
Q@ No

E. Large Business of Sweden -

QO Yes
@ No

F. Others - please specify

Your Demographic Information:

Name (optional)

| |
Age

Gender

Q@ Male
@ Female

Academic Qualification (Year)

City

Course

Contact No. (Optional)

Email address (Optional)

l |
i

Never submit passwords through Google Forms.

Powered by

B Google Forms

100%: You made it.

This content is neither created nor endorsed by Google.
Report Abuse - Terms of Service - Additional Terms
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Appendix C: Description of the Respondents as Consumers (mean and standard

deviation)
Std.
Mean Deviation
| only buy green buy green products. | spend time and effort in environmental
activities such as recycling. | believe that an individual can do much to 1.8909 31318
promote the environment.
| am able to buy green products but | don't have the time and energy for
environmental activities. | do not want to change my lifestyle to promote the 1.8364 37164
environment.
| can buy green products from time to time but | am not involved in any 1 3455 47769
environmental activities.
| do not buy green products. | believe that businesses and the government
should be fixing environmental problems. 1-9495 22813
I am the least involved in environmentalism. | believe that there is not much
that an individual can do in solving environmental problems. It should be the 1.9818 13422

| government and businesses which should promote the environment.

Appendix D: If a Green Product is available in a product I often Purchase

from, I would.

Frequency Percent
Valid Definitely not buy 1 9
Probably not buy 2 1.8
Not sure 41 36.6
Probably Buy 54 48.2
Definitely buy 12 10.7
Total 110 98.2
Missing System 2 1.8
Total 112 100.0
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Appendix E: Factors that Affect the Purchase of Green Products

Mean Std. Deviation
Product Price. 4.3545 .83046
Awareness about Green Products. 37636 86658
Availability of Green Products. 37636 95713
Past Experiences. 3.3636 .99289
Information Provided on Product. 35797 95263
Appendix F: While Purchasing a Product.
Mean Std. Deviation
| consider the ill effects of
manufacturing and
consumption on the natural 32909 84967
environment.
| prefer green products over
conventional products. 35273 199504
| feel that green products
are priced higher compared 4.0364 .96667
to conventional products.
| feel that the price of green
products affects my 3.9545 94224
purchase behaviour.

Appendix G: Organisations that Manufacture/Promote Green

Products are really Concerned about the Environment.

Frequency Percent
Valid Strongly Disagree 2 1.8
Somewhat Disagree 13 11.6
Neutral 39 34.8
Somewhat Agree 45 40.2
Strongly Agree 11 9.8
Total 110 98.2
Missing System 2 1.8
Total 112 100.0
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Appendix H: Components of Advertisements

Mean Std. Deviation
Message/theme of the advertisement.
3.6000 1.32166
Punch-line of the advertisement.
3.2182 1.19157
Jingle of the advertisement. 2.7182 1.11809
Celebrity endorsement. 2.5364 1.22420

Appendix I: Perceptions on the Present and Future State of the

Environment
Mean Std. Deviation
Environmental degradation has risen in the
3.8818 1.08983
last decade.
In the next five years, the state of the
3.7727 1.03746

environment will be more degraded.

Appendix J: Environmental Concerns in the eye of the

Respondents
Mean Std. Deviation

Destruction of the Ozone. 3.8364 1.23799
Industrial Water Pollution. 3.8636 1.24501
Industrial Air Pollution. 3.8000 1.15576
Pesticides on Food. 3.5636 1.24538
Hazardous Waste 3.7273 1.18018
Drinking Water Contamination. 3.7545 1.31461
Global Warming 3.8364 1.19269
Ocean Contamination. 3.8091 1.32371
Endangered Species. 3.8545 1.23286
Destruction of Rain Forest. 4.0636 1.22120
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Appendix K: Regression Analysis (Independent: Gender; Dependent: POGP)

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Gender® Enter

a. Dependent Variable: Purchase of Green Products

b. All requested variables entered.

Model Summaryb

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .234° .055 .046 .71380
a. Predictors: (Constant), Gender
b. Dependent Variable: Purchase of Green Products
Model Summary®
Change Statistics
R Square
Change F Change df1 df2 Sig. F Change
.055 6.262 1 108 .014

a. Predictors: (Constant), Gender

b. Dependent Variable: Purchase of Green Products

ANOVA?®
Model Sum of Squares df Mean Square F Sig_;.
1 Regression 3.191 1 3.191 6.262 .014°
Residual 55.028 108 510
Total 58.218 109

a. Dependent Variable: Purchase of Green Products

b. Predictors: (Constant), Gender
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Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.136 .225 13.929 .000
Gender .343 137 234 2.502 .014
a. Dependent Variable: Purchase of Green Products
Casewise Diag_;nosticsa
Case Number Std. Residual POGP Predicted Value Residual
73 -3.473 1.00 3.4792 -2.47917
a. Dependent Variable: Purchase of Green Products
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N
Predicted Value 3.4792 3.8226 3.6727 17109 110
Residual -2.47917 1.52083 .00000 .71052 110
Std. Predicted Value -1.131 .876 .000 1.000 110
Std. Residual -3.473 2.131 .000 .995 110

a. Dependent Variable: Purchase of Green Products

Appendix L: Regression Analysis (Independent: Green Behaviour; Dependent: POGP)

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Green
b Enter
Behaviour

a. Dependent Variable: POGP

b. All requested variables entered.
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Model Summaryb

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .276° .076 .067 .70578

a. Predictors: (Constant), Green Behaviour
b. Dependent Variable: POGP

Model Summary'qJ

Change Statistics

R Square
Chang_;e

F Chang_;e df1 df2

Sig. F Change

.076

8.874 1

108

a. Predictors: (Constant), Green Behaviour
b. Dependent Variable: POGP

ANOVA?®
Model Sum of Squares df Mean Square F Sig_;.
1 Regression 4.420 1 4.420 8.874 .004°
Residual 53.798 108 498
Total 58.218 109
a. Dependent Variable: POGP
b. Predictors: (Constant), Green Behaviour
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.004 234 12.828 .000
Green
Behaviour 174 .058 276 2,979 .004

a. Dependent Variable: POGP
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Casewise Diagnosticsa

Case Number Std. Residual POGP Predicted Value | Residual
73 -3.086 1.00 3.1782| -2.17825
a. Dependent Variable: POGP
Residuals Statistics®

Minimum Maximum Mean Std. Deviation
Predicted Value 3.1782 3.8734 3.6727 .20138 110
Residual -2.17825 1.64797 .00000 .70254 110
Std. Predicted Value -2.455 .996 .000 1.000 110
Std. Residual -3.086 2.335 .000 .995 110

a. Dependent Variable: POGP

Appendix M: Regression Analysis (Independent: POTP; Dependent: POGP)

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Price of the
Product” Enter
a. Dependent Variable: POGP
b. All requested variables entered.
Model Summaryb

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .163° .026 .017 72442

a. Predictors: (Constant), Price of the Product
b. Dependent Variable: POGP



Model Summaryb

Change Statistics

R Square
Chang_;e F Chang_ge df1 df2 Sig. F Chang&
.026 2.937 1 108 .089
a. Predictors: (Constant), Price of the Product
b. Dependent Variable: POGP
ANOVA®
Model Sum of Squares df Mean Square F Sig_;.
1 Regression 1.541 1 1.541 2.937 .089°
Residual 56.677 108 525
Total 58.218 109
a. Dependent Variable: POGP
b. Predictors: (Constant), Price of the Product
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 3.049 .370 8.234 .000
Price of the Product 143 .084 163 1.714 .089
a. Dependent Variable: POGP
Casewise Diag_;nosticsa
Case Number Std. Residual POGP Predicted Value | Residual
73 -3.422 1.00 3.4788| -2.47878

a. Dependent Variable: POGP
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Residuals Statistics®

Minimum Maximum Mean Std. Deviation
Predicted Value 3.1924 3.7651 3.6727 11891 110
Residual -2.47878 1.37804 .00000 .72109 110
Std. Predicted Value -4.039 J77 .000 1.000 110
Std. Residual -3.422 1.902 .000 .995 110
a. Dependent Variable: POGP
Appendix N: (Independent: EA; Dependent: POGP)
Variables Entered/Removed®
Variables Variables
Model Entered Removed Method
1 Green
Awareness” Enter
a. Dependent Variable: POGP
b. All requested variables entered.
Model Summaryb
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .3547 125 A17 .68667
a. Predictors: (Constant), Green Awareness
b. Dependent Variable: POGP
Model Summary'qJ
Change Statistics
R Square
Change F Change df1 df2 Sig. F Change
125 15.470 1 108

a. Predictors: (Constant), Green Awareness

b. Dependent Variabl

e: POGP
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ANOVA®

Model Sum of Squares df Mean Square F Sig_;.
1 Regression 7.295 1 7.295 15.470 .000°

Residual 50.924 108 472

Total 58.218 109
a. Dependent Variable: POGP
b. Predictors: (Constant), Green Awareness

Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2.864 216 13.271 .000

Green Awareness .210 .053 .354 3.933 .000
a. Dependent Variable: POGP

Casewise Diag_;nosticsa
Case Number Std. Residual POGP Predicted Value | Residual
73 -3.020 1.00 3.0737| -2.07375
a. Dependent Variable: POGP
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N

Predicted Value 3.0737 3.9131 3.6727 .25869 110
Residual -2.07375 1.92625 .00000 .68351 110
Std. Predicted Value -2.315 .929 .000 1.000 110
Std. Residual -3.020 2.805 .000 .995 110
a. Dependent Variable: POGP

75




Appendix O: Description of the Respondents as Consumers (percentages)

| only buy green products. | spend time and effort in environmental activities

such as recycling. | believe that an individual can do much to promote the

environment.

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 12 10.7 10.9 10.9
No 98 87.5 89.1 100.0
Total 110 98.2 100.0
Missing System 2 1.8
Total 112 100.0

| am able to buy green products but | don't have the time and energy for
environmental activities. | do not want to change my lifestyle to promote the

environment.

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 18 16.1 16.4 16.4
No 92 82.1 83.6 100.0
Total 110 98.2 100.0
Missing System 2 1.8
Total 112 100.0

I can buy green products from time to time but | am not involved in any

environmental activities.

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 72 64.3 65.5 65.5
No 38 33.9 345 100.0
Total 110 98.2 100.0
Missing System 2 1.8
Total 112 100.0
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| do not buy green products. | believe that businesses and the government

should be fixing environmental problems.

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 6 5.4 5.5 5.5
No 104 92.9 94.5 100.0
Total 110 98.2 100.0
Missing System 2 1.8
Total 112 100.0

| am the least involved in environmentalism. | believe that there is not much that

an individual can do in solving environmental problems. It should be the

government and businesses which should promote the environment.

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 2 1.8 1.8 1.8
No 108 96.4 98.2 100.0
Total 110 98.2 100.0
Missing System 2 1.8
Total 112 100.0
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