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Abstract  

More and more consumers have become socially conscious when choosing which retailer to buy 
from; thus many retailers have increased their engagement in Corporate Social Responsibility (CSR) 
activities. One common form of CSR activity within companies is philanthropy, or corporate 
philanthropy, where companies aim to donate to charity or to take environmental and social issues 
into consideration.   
 
Conscious customers and ethical consumerism have led to a particular retail trend, known as the Buy-
One-Give-One (BOGO) business model has grown in popularity among today’s retail industry brands. 
Since it is of importance to understand the motivations of consumers’ purchase decisions, the purpose 
of this study is to explore consumers’ choices to purchase BOGO-products, and how these BOGO-
products influence consumer perception of retail store assortment. This thesis is based on an 
abductive research, where the empirical data was collected based on focus groups.  
 
Based on the eight ethical factors (ethical consumption) and five values (theory of consumption value) 
found in previous studies, we have concluded that eight of the ethical factors and values correspond 
with the findings of our research. Within these corresponding factors and values, we found that there 
are seven sub-themes that can determine how consumers are motivated to purchase BOGO-
products; dependency, connection (relate factor), marketing, alternative donation, appearance 
(taste), and trend. The findings of our study both contributed to an in depth understanding of previous 
research, whilst developing new and relevant insights of how consumers are motivated to purchase 
BOGO-products. 
 
Since no previous research, to the best of our knowledge, has studied BOGO-products in combination 
with ethical consumption and the theory of consumption value (TCV), this study brings originality to 
the study field. Lastly, the originality of this study also lies in the importance, convenience and up-to-
date nature of this topic. Nonetheless, further research is encouraged since our study is limited in 
three ways. Few of the participants in the focus groups had prior knowledge about BOGO; time and 
money restriction; and the participants were students (Millennials), which led to a frequent answer of 
budget restrictions.   
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1. Introduction 

1.1. Background 
In recent years, businesses such as retail businesses have undergone some exciting changes, 

which have redefined retail as we know it. More and more consumers have become more 

socially conscious when choosing which retailer to buy from, thus many retailers have 

increased their engagement in Corporate Social Responsibility (CSR) activities (Elg & 

Hultman, 2016). As stated by Strandberg (2019), CSR in its meaning for businesses nowadays 

has developed from “a nice thing to do” to something that is necessity for business to thrive and 

succeed. Furthermore, and as a result of the new and innovative technology, retailers are able 

to develop and implement strategies in line with the constant changes in consumer preferences 

to a broader extent (Kliger, 2018). One of the six retail changes, or trends as Kliger (2018) 

mentions, is ethical consumerism.  

 

A central area to discuss in relation to ethical consumerism is CSR, which is a wide concept 

with several different definitions depending on who one asks. A definition commonly used is 

described through the economic, legal, ethical and philanthropic responsibilities, which 

constitute a four-dimensional conceptualization, and refers to “make a profit, obey the law, be 

ethical, and be a good corporate citizen” (see Figure 1) (Gupta & Pirsch, 2008; Saiia, Carroll & 

Buchholtz, 2003). One form of CSR activity that is common within companies who aspire to 

become corporate citizens is philanthropy, or corporate philanthropy, which aims to donate to 

charity or to take environmental and social issues into consideration (Śmigielska & Oczkowska, 

2017). Gupta & Pirsch (2008) emphasize that corporate philanthropic activities are not 

universally adopted by all corporations. Nonetheless, the corporations which choose to engage 

in corporate philanthropy have chosen to do so for different reasons.  

 

Several recent studies indicate that corporate philanthropy has a number of positive effects and 

benefits both companies and customers. For example, studies show that philanthropic activities 

lead to benefits, such as positive attitudes toward companies, or that companies can create the 

ability to improve their competitive situation on the market (Oppewal, Alexander & Sullivan, 

2006; von Schnurbein, Seele & Lock, 2016). Furthermore, it was found that consumers tend to 

have positive perceptions of CSR activities in retail stores (Oppewal et al., 2006). According 

to their study, 78% of all consumers are willing to pay extra for a product they associate with 
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CSR, and if this CSR activity supports a cause they care about (Oppewal et al., 2006). Lee et 

al. (2008) claimed that many companies choose to engage in corporate philanthropy in the 

purpose to respond to external stakeholders, such as pressure from non-governmental 

organizations or from consumers to boycott, as well as to recover from corporate scandals. 

  

Furthermore, Arli and Lasmono (2010) show that philanthropy was ranked as second ahead of 

legal and ethical standards, while economic responsibility still is ranked as the foremost 

responsibility. However, according to Strandberg (2019), companies are gradually moving 

away from the original CSR to a more social purpose-driven approach and implementation 

since several businesses view CSR as outdated. Furthermore, possible negative effects also 

deserve attention. Since philanthropic activities lead to both negative and positive effects in the 

minds of consumers, it is of importance to understand the different underlying motivations of 

customers’ purchasing behavior regarding their societal concerns (Ghvanidze, Velikova, Dodd 

& Oldewage-Theron, 2016). 

 

Conscious customers and ethical consumerism has led to that a particular retail trend, known 

as the Buy-One-Give-One (BOGO) business model has grown in popularity among today’s 

retail industry brands (Kliger, 2018). The model has been adopted by several retail businesses, 

and is implemented in apparel, shoes, eyewear, as well as food and beverage. The model was 

first introduced by the for-profit company TOMS Shoes in 2006. The aim was to help others 

and act with a social purpose. The basic concept is that when the customer buys a shoe, a pair 

of shoes is given to one in need (Marquis & Park, 2014). In addition, consumers who want to 

help to solve social issues have the potential to do so if they buy philanthropy-linked products. 

Marquis and Park (2014) claim that the BOGO-model can create both commercial and social 

value. However, a well-known problem with this concept is that it does not take long-term 

social issues such as poverty into account (Rothstein, 2014), which is an issue the model has 

been criticized for. Moreover, Wydick, Katz and Janet (2014) investigated the effect of TOMS 

donations in El Salvador. The results showed decreased purchases of shoes in the local markets; 

thus, the TOMS model has shown to have negative side effects for local communities. 

Nevertheless, the basic affirmations the creators of the model want to pursue, is to help people 

in need. Therefore, an interesting matter about the BOGO-model is if consumers really perceive 

the message the way the company tries to convey it, and hence leads consumers to become 

motivated to purchase.  
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1.2. Problematization 
Ethical consumption has gained in popularity, to the same extent as has consumers’ interest in 

the ethics of products and companies that produce them (Bray, Johns & Kilburn, 2011; Lee, 

2017; Gillani & Kutaula, 2018; Vallandingham, Yu, Sharma, Strandhagen & Strandhagen, 

2018).  Shaw (2007) explains various reasons for the increased interest in ethical consumption, 

for instance increased media coverage, increased levels of information, and greater availability 

of alternative products. However, even if this form of consumption is not a new phenomenon, 

it is still relevant as the concept was developed as a response to the increasing pressure from 

stakeholders and society (Lee, 2017). More and more consumers express concerns about the 

consequences of their shopping behaviors (Carrington, Neville & Whitwell, 2014). Therefore, 

retail businesses worldwide have realized the importance of ethical and sustainable products in 

their assortment, in order to reach out to these consumers, as well as, to preserve their corporate 

reputation and differentiate themselves (Davies & Gutsche, 2016). Ethical consumers also think 

in terms of making a purchase which benefits the common good. Since consumers can be 

important active contributors to a sustainable society (Ghvanidze et al., 2016), it is necessary 

for companies to consider ethical consumers (Lee, 2017).  

 

In addition to the increased trend of ethical consumerism, and thus to the need to respond to the 

increasing stakeholder pressure, retailers also have a rising engagement in implementing CSR 

activities into their business practices (Thomassen, Leliveld, Ahaus & Van de Walle, 2018; 

Bilińska-Reformat, Kucharska, Twardzik & Dolega, 2018). As the importance of engagement 

in CSR activities has grown, retailers in particular need to emphasize these activities if they 

wish to be perceived as good corporate citizens, and hence more socially responsible in the eyes 

of their consumers (Elg & Hultman, 2016). Luoma and Meixell (2013) conclude in their study 

that the recent increase of pressure from stakeholders, such as consumers, investors, and 

shareholders, has led to that more retail businesses have become aware of how to develop a 

more sustainable business practice accordingly. Since sustainable development has the ability 

to potentially increase consumer value, more and more retail businesses seek new and 

innovative ways to implement sustainability efforts into their business models (Bilińska-

Reformat et al., 2018). However, according to Lerro, Raimondo, Stanco and Nazarro (2019), it 

is important for companies to not only implement sustainable products into their business 

assortment, but also to be aware of how to present this information to the consumers. For 

example, consumers need to have knowledge about how, and if the product contributes to 
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charitable causes to be able to convince them to purchase socially responsible products (Lerro 

et al., 2019).  

 

Vallandingham et al. (2018) explained that since consumers have a wide access to information 

about products, and can compare offers between retailers, it has become crucial for retailers to 

offer consumers socially sustainable products. Hence, engagement in philanthropic causes is 

important, not only from a company perspective, but also from a consumer perspective. 

Therefore, the intention of this paper is to embrace the consumer perception of the BOGO-

model, and why they are motivated to purchase these philanthropy-linked products. 

Additionally, Elg and Hultman (2016) study the topic of retailers’ CSR activities in relation to 

the buying behavior of consumers, and how consumers in turn perceive these activities. 

However, previous research emphasizes the need for more recognition of this study field, and 

call for researchers to develop a further understanding of consumers’ buying behavior, as well 

as how CSR related activities change their purchase behaviors (Elg & Hultman, 2016).  

 

As discussed above, there are several studies that examine the concept of corporate 

philanthropy. However, the BOGO-model has rarely been studied directly in relation to the 

retail store, and few studies have used focus groups to understand how consumers are motivated 

to purchase philanthropy-linked product, or products with the BOGO-concept. To the best of 

our knowledge, there is no previous research about philanthropy-linked products such as 

BOGO-products, with a focus on Millennials. To be able to understand the motivation behind 

a consumer’s purchases, it is crucial to define what is meant by the concept motivation. By 

combining Corporate Philanthropy, Ethical Consumerism, Motivation, and the Theory of 

Consumption Values, it is possible to explore how consumers are motivated to purchase 

BOGO-products in retail stores.  

1.3. Research Question 
How are consumers motivated to purchase BOGO-products, and how do consumers perceive 

BOGO-products in the retail store assortment? 

1.4. Research Purpose 
The purpose of this study is to explore consumers’ choices to purchase BOGO-products, and 

how BOGO-products influence consumer perception of retail store assortment. 
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1.5. Demarcations  
The study has two different demarcations which need to be taken into consideration both by the 

reader and the researchers. Firstly, this study aims to answer the research question of how 

consumers are motivated to purchase BOGO-products, rather than their actual purchase action. 

Secondly, the retail business is restricted solely to physical retail stores since there is a need to 

study the actual products to the focus group participants in order to explore attitudes towards 

the retail store assortment. 
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1.6. Disposition 
 
The first chapter in this paper introduces the background behind the chosen topic, and why 
this topic field is important to study. In addition, the problematization contains a developed 
research question and purpose of which the study aims to examine.  

 

The second chapter consists of a presentation of our theoretical framework, which consists 
of the concepts Corporate Philanthropy and Motivation, as well as the theories Ethical 
Consumption and the theory of consumption value (TCV). The theoretical framework is then 
summarized in a conceptual model, and consists of four steps. 

 

The third chapter introduces the empirical methodology by explaining the research strategy 
of a qualitative study in connection to the method used to gather the empirical data. This part 
will additionally explain how our paper can be questioned and to what extent the material is 
reliable or trustworthy.  

 
The fourth chapter consists of a material presentation, which discusses the material used 
during the focus group sessions. 

 
The fifth chapter contains a presentation of all the results and findings in the study process. 
In this section, each focus group discussion will be thematically analyzed through the ethical 
factors and values, which are presented in chapter two. 

 
The sixth chapter provide a detailed and in depth discussion of the results and findings from 
the previous chapter, and will also discuss the relevance and accuracy of the theories of 
choice. Two finalized conceptual models are also presented. 

 

The seventh and last chapter focuses on demonstrating the main conclusions of this study, 
and also stretches future research potential within this field of study. 
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2.  Theoretical Framework 
Since the purpose of this study is to explore how consumers are motivated to purchase BOGO-

products, and to examine their perception of these retail stores, this chapter presents three 

theories and concepts, and a clarification of what is meant by motivation. The theoretical 

framework begins with a presentation about corporate philanthropy, and how the concept is 

defined in this paper. Subsequently, the concept ethical consumerism is presented through eight 

different ethical factors found in previous research. In turn, the Theory of Consumption Values 

is presented, which contains five values that can influence consumer behavior. Thereafter, the 

theories and concepts are presented in a summarized model, step by step (see figure 2). 

2.1. Corporate Philanthropy 
One form of CSR activity, that is one of the broad concepts within CSR, is corporate 

philanthropy. According to Breeze & Wiepking (2018:2), who discussed corporate 

philanthropy in the context of employee involvement, the concept is defined as “the voluntary 

private contribution of resources in the form of money, time and/or expertise by corporations 

to benefit the public good”. By this the authors mean that companies contribute to society 

through voluntary activities and donations to good causes, such as charity giving. Thomassen 

et al. (2018) explained that companies engage in corporate philanthropy based on three different 

motivations; to do common good, make long-term investments, or to increase corporation 

profit. Another discussion about the concept corporate philanthropy, mentions that several CSR 

activities can aid companies to become good corporate citizens, and thus to decrease the risk of 

abstentions, such as boycotts from consumers (Thomassen et al., 2018). Moreover, engagement 

in CSR activities, or corporate philanthropy in this case, can improve not only a company’s 

image, but also have the power to influence consumers’ behavioral responses and their loyalty 

towards the company (Thomassen et al., 2018). In addition to the benefits mentioned by 

Thomassen et al. (2018), Ricks (2005) stated that benefits of company engagement in corporate 

philanthropy leads to an increase in company visibility, as well as an opportunity to avoid 

negative publicity.  

 

Furthermore, Ricks (2005) argues that a company’s engagement in philanthropic activities 

should have a positive impact on consumers in order to increase their willingness to purchase. 

He claims that there is “scant research as to how consumers perceive and react to corporate 

philanthropy, whatever its organizational intent” (Ricks, 2005:121). Consequently, when 
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consumers perceive a company as a good corporate citizen for its philanthropic products, 

consumers’ willingness to pay for these products increase. To be able to understand consumers’ 

purchase behavior, it is necessary to study what motivates consumers to buy products that 

influences society in a positive manner. Thomassen et al. (2018) explained that stakeholders 

increasingly expect companies to engage in philanthropic activities.  

 

Still, there are contradictions which need to be acknowledged. For example, Elg and Hultman 

(2016) stated that previous research about CSR activities explain how they positively influence 

consumers in various ways. Nonetheless, Elg and Hultman (2016) found that consumers do not 

consider CSR as a determinant in their decision to make a purchase. Instead, they found that 

consumer values and social identification dominated the basis of their purchase decisions (Elg 

& Hultman, 2016), which is something that is further investigated in this thesis. Even though 

several retail businesses choose to engage in corporate philanthropy in the sense that they offer 

philanthropy-linked products, consumers still mistrust the company if it has behaved badly in 

the past. This creates suspicion of the company’s genuineness (Lee, Park, Moon, Yang & Kim, 

2008). Additionally, consumers’ awareness of such socially responsible activities does not 

necessarily lead to increased purchases, and is therefore a weak predictor of consumer purchase 

behavior. However, engagement in corporate philanthropy has shown potentially to positively 

influence consumers’ purchase behavior and their attitudes towards the company (Lee et al., 

2008). According to Lee et al. (2008), socially or ethically conscious consumers are influenced 

by a company’s philanthropic activities, which ultimately influences consumers’ purchase 

behavior to, for example, make them buy more ethical products.  

 

According to Rampal and Bawa (2008), corporate philanthropy is no longer solely about charity 

donations. Instead, it has shifted towards a more and more common long-term commitment for 

companies. Furthermore, there are studies which discuss that consumers tend to purchase or 

want to purchase products if a company engages in CSR activities (Rampal & Bawa, 2008). 

However, the authors also highlight that certain conditions can reduce this intention. According 

to Rampal and Bawa (2008), there is a connection between age and generosity in the sense that 

children close to adolescence or actual adolescence are more generous than previous 

generations due to their growing societal awareness. 
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2.2. Ethical Consumption 
Ethical consumption is a broad term that includes different activities, and thus various 

definitions have been examined (Carrigan, Szmigin & Wright, 2004). According to Carrigan et 

al. (2004), one commonly used definition includes the importance of making conscious choices 

through personal values and moral beliefs. Additionally, Webster (1975:188) states that:” The 

socially conscious consumer can be defined as a consumer who takes into account the public 

consequences of his or her private consumption or who attempts to use his or her purchasing 

power to bring about social change”. In our study, we have chosen this definition of the 

conscious consumer since BOGO-products are philanthropy-linked, and thereby consumers can 

make a social change when choosing that specific product.  

2.2.1. Eight Key Factors of Ethical Consumers 

According to Bray et al. (2011:598), ethical consumer behavior can be interpreted as “decision-

making, purchases and other consumption experiences that are affected by the consumer’s 

ethical concerns”. Bray et al. (2011) contribute to this definition by distinguishing eight key 

factors that impact purchase decision behavior: price sensitivity, personal experience, ethical 

obligations, lack of information, quality perception, inertia in purchase behavior, cynicism and 

quilt.  

 

Price sensitivity is one of the main factors that contribute to less ethical consumption. Bray et 

al. (2011) found that consumers counted financial value more than the ethical value, thus, 

premium prices are critical for ethical consumption. Regarding premium prices, Marquis and 

Park (2014) have distinguished a variety among BOGO companies and how likely they are to 

be profitable, whereby one solution is to charge premium prices for their products. One 

company that have a higher price comparable other similar products is Smile Squared. Through 

the BOGO-model, Smile Squared, gives away one toothbrush to a child in need for every time 

someone purchases one (Marquis & Park, 2014). Lee et al. (2008) have recognized that 

consumers’ willingness to pay a higher price for a product increases when one specific product 

supports social issues. In contrast, other studies argue that consumers are not willing to pay a 

premium price regardless if the product is more socially responsible (Elg & Hultman, 2016; 

Carrigan & Attalla, 2001). Furthermore, Rampal and Bawa (2008) found that a little more than 

half of the participants (51%) in their questionnaire would be willing to pay a higher price for 

a product which supported a cause they cared for. The second factor is personal experience, 



	 	 Bruhn	&	Rosberg	

10 
 

which influences if the consumer is more likely or not to purchase ethical products (Bray et al., 

2011). Bray et al. (2011) confirmed that news stories is one factor that can contribute to 

consumers’ thoughts about ethical issues and thereby influence their purchasing decisions. 

Another interesting finding is that participants in the study did not perceive ethical consumption 

as an alternative form to charity. Moreover, participants that have had negative experiences 

with charity giving were more deliberate when consuming ethical products. The participants 

viewed local products as preferable since they can increase consumers’ knowledge of where 

the money goes (Bray et al., 2011). 

 

According to Bray et al. (2011), the third factor is ethical obligation. This factor explains how 

consumers express difficulty in consuming certain products only based on ethical claims. 

Notable is the difference between their intention to consume ethical products, and their actual 

purchasing behavior. However, personal values were of high importance for the participants 

when purchasing ethical products since, for instance, to contribute to the desire to make a 

difference. Moreover, there were participants with personal values who found that the 

perception of “ethical” did not correspond to their own perception. This led to rejection of 

purchasing a product only for their ethical cause. Bray et al. (2011) claim that there were 

differences in attitudes of what the concept ethical meant (Bray et al., 2011), which may have 

required a more detailed explanation about what ethical consumption meant in that case.  

 

The fourth factor discussed by Bray et al. (2011) is lack of information. This factor concerns 

the importance of knowledge about ethical products, and is a widely spread theme in previous 

research. Lack of information is one critical theme mentioned as an impact on individual’s 

ethical decision making and consumption choices (Bray et al., 2011). It also appears that the 

participants put greater emphasis on avoiding unethical products than actively choosing ethical 

alternatives (Bray et al., 2011). Elg and Hultman (2016) claim that there is information overload 

today, which makes it difficult for consumers to know who sends the message, and why. Even 

though consumers need to have all the relevant information to be able to make an informed 

decision, Elg and Hultman (2016) state that consumers are rarely aware of the company’s CSR 

activities or understand the ethical product’s purpose. Furthermore, a recent study by Lerro et 

al. (2019) explain that it is crucial to present clear and emotionally engaging information about, 

for example, the cause of the donation in order to convince consumers to buy socially 

responsible products. Accordingly, the given information from companies about their CSR 

initiatives can change the perception of the corporate credibility (Lerro et al. 2019). Similarly, 
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Du, Bhattacharya and Sen (2015) write that the social impact of a social initiative needs to be 

communicated factually and transparently to be effective. Otherwise, it is recognized that the 

impression of the initiative might come across as “bragging,” (Du et al. 2015), which is also 

connected to the seventh factor cynicism.   

 

The fifth factor Bray et al. (2011) point out is quality perception. The authors explain that there 

appears to be a variety in how consumers perceive the quality of ethical products. Some 

consumers perceive the quality of an ethical product to be poor, and therefore gain a negative 

image about the product. In particular, some participants in the study think these thoughts about 

Fair-Trade symbols, while others say they would purchase ethical products based on their 

quality. Additionally, the authors state that consumers’ willingness to buy ethical can be 

influenced if there is a loss in quality. The sixth factor is inertia in purchasing behavior, and 

indicates that consumers tend to choose the same brand without consideration of other brands. 

As stated in Bray et al. (2011), the participants mentioned that price and quality were no longer 

the critical and impeding factors to not change to ethical products. Instead, the participants 

explained that if they were already satisfied with a specific product, they were less likely to 

change regardless if the product was ethical or not. The effect of consumer inertia on 

consumers’ purchase behavior can therefore lead to a reduced willingness to switch to ethical 

consumption (Bray et al., 2011).  

 

The seventh factor is cynicism, which considers how consumers’ negative attitude towards a 

product can lead to less ethical consumption. Bray et al. (2011) found that the participants felt 

suspicious toward the message and the intentions of why companies choose the ethical 

statements of their brand and products. In addition, Rampal and Bawa (2008) found that almost 

60 percent of the participants in their study expressed skepticism towards a company’s 

corporate philanthropy since they perceived this CSR effort as “sleazy”. This is typically a 

complex problem related to companies engaging in CSR activities, such as philanthropy-linked 

products. Becker-Olsen et al. (2005) state that consumers’ suspicion can be related to whether 

companies’ initiatives are motivated by profit for the companies or particularly social change. 

Du et al. (2015) claimed that the durability of a company’s social impact can influence 

consumers cynicism. For example, consumers perceive a company as genuine if it is perceived 

to have a long-term commitment to a particular cause. In contrast, a shorter commitment, for 

example, a short-term campaign, can be seen as an intention to only bring profit for the company 
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(Du et al., 2015). Further, Bray et al. (2011) discuss how companies only use ethical factors or 

ethical claims, for example, to charge a higher price in order to take advantage of the situation.  

 

The eight and last factor Bray et al. (2011) explain is guilt. This factor emerged as a 

consequence of that the participants chose another product than an ethical alternative. This can 

also be connected to post-purchase dissonance, which expresses consumers regrets after a 

purchase. However, the participants disregarded the feeling of guilt, due to their mistrust of 

whether their ethical choices would have made any difference. Contrary to the findings of Bray 

et al. (2011), other previous studies have found that guilt emerges in the decision-making part.  

 

These eight factors make it possible to understand consumers’ purchasing behavior that will 

either lead to an ethical purchase, or result in less ethical consumption. All these factors can 

affect consumers’ attitudes, their purchasing intention, and their actual purchasing behavior 

(Bray et al., 2011).  

2.3. Motivation 
Since the purpose of this study was to explore how consumers are motivated to purchase 

BOGO-products, it is of importance to understand what the concept motivation means in 

general, and how it is defined in this study. According to Durmaz and Diyarbakırlıoğlu (2011), 

it is important to understand consumer behavior and why they purchase since it is a crucial and 

decisive path to the success of a company. A motive for a person’s actions can be described as 

the ‘internal states that arouse and direct behavior toward specific objects or goals’’ (Lee, 

2017:3). Furthermore, Lee (2017) explained how motives are aroused, and mentioned that 

values have the ability to contribute to motives since values boost motives. Hence, values are 

important contributors to consumers’ purchase decisions. Yeoa, Mohamed and Mudac (2016) 

stated that customers’ perceived value is one of the most crucial factors that influences customer 

purchase behavior. However, consumers are often not completely aware of why they choose to 

buy a certain product or not, and what motivates them to do so. Because of this, and also due 

to the changeable behaviors of customers, it can be difficult to embrace the complexity of it 

(Durmaz & Diyarbakırlıoğlu, 2011). Moreover, in order for consumers to purchase or feel a 

need to purchase, it is necessary to understand what motivates this consumer behavior (Durmaz 

& Diyarbakırlıoğlu, 2011). When one defines what is meant by motivation, Durmaz and 

Diyarbakırlıoğlu (2011) describe it as a “general drive or inclination to do something” (37), 

which refers to the individual’s drive to act and make a decision in a situation. In this paper, 
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motivations behind consumer behavior and their purchase decisions are studied. Since there is 

a need from companies to evoke consumers' concerns for society and societal concerns, and to 

express these concerns through their purchasing behavior, it is necessary to understand 

underlying motives. 

 

Furthermore, Kainth and Verma (2011) discussed the concept consumer perceived value, and 

explain how value is important to discuss from a consumer perspective. As they formulate it; 

“value lies in the eyes of the beholder.” (Kainth & Verma, 2011:21), which implies what 

consumers believe they will receive in exchange for purchasing that product. Remarkable about 

consumer perceived value, is that it indicates what consumers believe to be valuable about a 

product other than its actual physical, functional attributes. Throughout the years, researchers 

have found different definitions of consumers’ value perception, which have broadened the 

meaning of what value really implies. As studies have broadened, it has been found that 

functional value is no longer the only value that consumers base their purchase on. Rather, 

consumers also crave, aside from functional attributes, that the product consist of other values 

(Kainth & Verma, 2011).  

2.4. Theory of Consumption Value (TCV) 
To be able to develop an understanding of underlying motivations of which consumers decide 

to make a purchase or not, many theories can be used as a tool to explain this phenomenon.  A 

theory that was developed in 1991 by Sheth, Newman and Gross, was the Theory of 

Consumption Value (TCV), which concerns five different forms of value: functional value, 

social value, emotional value, conditional value, and epistemic value. These five consumption 

values explain why consumers purchase a product or not, and originally derive from several 

scientists’ earlier research, for example, Maslow, Katona and Katz’s in the 1940s to 1980s. The 

five values are interconnected and can have different influence on the purchase behavior 

because consumers associate certain values to different products. The ideal situation would be 

to maximize all five values, which is mostly not the case since this is impractical (Sheth et al., 

1991). Consumers often think of one value to be of more positive influence than another. In our 

study, the focus group discussions will generate potential answers in terms of why consumers 

purchase a product based on its connection to one or more of the five values.  

 

As claimed by Yeoa et al. (2016), this theory is useful when the value a product adds is 

examined, as well as drivers and motivational factors in consumer purchase decisions. As Lee 
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(2017) states, values are important determinants in a purchase decision, and can contribute to 

motivations for consumers to buy. According to Kheiri, lajevardi, Golmaghani, and 

Fakharmanesh (2015), the aim of their study was to identify important factors of consumers 

that motivate them to make a purchase. Their findings showed that consumers perceive 

companies’ CSR initiatives as an attractive attribute, and are more likely to purchase their 

products if they can relate through their own attitudes, values and beliefs (Kheiri et al., 2015). 

Since value seems to be of importance to consumers, the TCV was chosen for this analysis. 

However, every model and theory has limitations. One main limitation of this theory could be 

that it solely aims to explain individual, voluntary, rational or systematic buying decisions, 

which is why the theory only can be restricted to individuals (Yeoa et al., 2016). Nevertheless, 

many authors study this theory, and for relevant reasons. Worth to be noted, is that this paper 

focuses on the original theory by Sheth et al. (1991). Below, the five values functional, social, 

emotional, conditional and epistemic are presented (see Figure 2).  

 

The first form of value is the functional value, which is defined as a primary motivator for a 

consumer to purchase a product (Lin & Huang, 2011). This value is defined as “the perceived 

utility acquired from an alternative’s capacity for functional, utilitarian, or physical 

performance” (Sheth et al., 1991:160). The functional value of a product consists of its 

attributes, such as price, reliability, and durability (Sheth et al., 1991). According to Yeoa et al. 

(2016), functional value can be categorized into two factors, which are quality-value and price-

value. These factors refer respectively to the attributes of a product, and the price consumers 

evaluate when making a purchase decision. Corresponding to the results of previous 

researchers, these two factors are suitable to use as examiners in this study. Moreover, Kheiri 

(2015) studies CSR in relation to consumption values, and how consumers are motivated to 

support CSR activities. According to their findings, consumers consider CSR product attributes, 

such as quality or information about products as important, and more sensible assets. 

Additionally, Lin and Huang (2011) stated that consumers think differently about a product, for 

example, if it is recycled. The authors further explain that these recycled products, such as baby 

wipes or toilet paper, are considered as low-price items. However, few consumers buy such 

products since the belief is often that recycled products have poorer quality (Lin & Huang, 

2011).  

 

The second form of value is social value. Social value is described by Sheth et al. (1991:161) 

as “the perceived utility acquired from an alternative’s association with one or more specific 



	 	 Bruhn	&	Rosberg	

15 
 

social groups”. This value primarily concerns products within retailing such as clothing and 

jewelry, or goods and services such as gifts. Sheth et al. (1991) mentioned the importance of 

social value in consumers’ purchase decision. Aside from that a product can carry a functional 

value, the product can also be considered to have a symbolic value that is influenced by social 

group membership (Sheth et al., 1991; Lin & Huang, 2011). For example, a consumer can feel 

a sense of belonging or acceptance from other people, who they respect, if the consumer 

purchases the product. Lin and Huang (2011) stated that consumers who want to avoid negative 

outcomes and consequences when buying a product, seek more information about the products. 

In turn, this can be a factor that influences consumers’ buying decisions of philanthropy-linked 

products since consumers might feel a pressure to belong in a social group, which may happen 

when and if the consumers buy such philanthropy-linked products. According to Kainth and 

Verma (2011), reputation is an important building stone of social value, and defined it as 

consumers’ perception of the prestige or status which derives from purchasing of a product or 

service based on the image of the supplier.  

 

The third form of value is emotional value. This value is described as “the perceived utility 

acquired from an alternative’s capacity to arouse feelings or affective states” (Sheth et al., 

1991:161). In contrast to the other four values, this form of value is built through consumers 

experiencing that their feelings are triggered, or if they feel aroused when buying the product. 

These feelings are often associated with feelings of religious nature, or causes of doing good 

(Sheth et al.,1991). Previous research also explains that some type of foods, or other tangible 

products can trigger such feelings because goods and services are often known to be associated 

with emotional reactions (Sheth et al., 1991; Lin & Huang, 2011). For example, when a 

consumer purchases a product, the underlying motivation may be to feel as sense of security. 

Hence, consumers’ emotional value can be a significant factor to explain how consumers 

motivate their purchase decisions.  

 

The fourth form of value is conditional value, and mainly focuses on how the specific situation, 

or set of circumstances consumers are exposed to affect their purchase decision (Sheth et al., 

1991; Lin & Huang, 2011). Sheth et al. (1991:162) state that conditional value is “the perceived 

utility acquired by an alternative as the result of the specific situation or set of circumstances 

facing the choice maker”. For example, Sheth et al. (1991) state that products can have 

conditional values, such as a seasonal value, a “once in a lifetime” value, a subtle value, or 

values related to emergency situations. A seasonal value may derive from Christmas products, 
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whilst a “once in a lifetime” counts as a luxury car purchase, or wedding gown. A subtle value 

can be to buy popcorn at the movies, and the last value can be related to critical situation, such 

as medical emergencies. All of these conditions can be determinants in the purchase process of 

consumers.  

  

The fifth and last form of value is epistemic value. This value is defined as “the perceived utility 

acquired from an alternative’s capacity to arouse curiosity, provide novelty, or to satisfy a desire 

for knowledge” (Sheth et al., 1991:162). To give an example, a consumer can purchase a 

product if they desire to change pace, and might therefore purchase a new type of coffee, or 

another new product in an exploratory purpose. Additionally, Yeoa et al. (2016) state that a 

consumer can choose a product based on its epistemic value, for example, due to boredom, or 

to the desire to learn something new. When consumers contemplate to purchase a product, they 

evaluate their decision through a combination of existing information about a familiar product, 

with new information from the new product (Lin & Huang, 2011). Furthermore, knowledge 

about a product highly influences consumers, especially in the case of adopting to a new product 

(Lin & Huang, 2011).  

2.5. Summary of Theoretical Framework 
As a summary of the theoretical framework, figure 2 below is a construction of each step of the 

theory chapter, and how each concept or theory is used, and why. This study introduces a 

combination of the concepts Corporate Philanthropy and Motivation, as well as the two theories 

Ethical Consumption along with the TCV. 

 

Step one in this figure represents the inspiration of this study, which has derived from the 

concept CSR. In relation to CSR, there is a growing importance from retailers to implement 

CSR activities since more consumers demand such socially responsible initiatives. Therefore, 

step two consists of an example of one such initiative, which is corporate philanthropy. In 

short, this concept means that the company strives to become a good corporate citizens. One 

form of philanthropic activity for a company is to implement philanthropy-linked products into 

their business assortment. In this study, the examined philanthropy-linked products are BOGO-

products. Since there is relatively little research, to our knowledge, about BOGO-products, we 

chose to study them through exploring the research question; how are consumers motivated to 

purchase BOGO-products? This is the third step in the summarized model. In order to answer 

the question, we needed to find relating theories and concept, which are all shown in step four. 
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Since the research questions consists of the concept motivation, it was of importance to explain 

how it is defined in this study. Additionally, ethical consumption and the TCV, as well as their 

respective eight ethical factors and five values, are presented, and later used in the analysis in 

chapter five (see green and blue sections).  

 
Figure 3. Summary of Theoretical Framework. 
 
(Based on corporate philanthropy, motivation, ethical consumption (Bray et al., 2011, and the theory of 
consumption values (Sheth et al., 1991) and). 
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3.  Empirical Method 
In this chapter, there is a discussion about our research strategy. We also explain why we chose 

focus groups, how we conducted them, as well as to what extent our study is trustworthy and 

authentic.  

3.1. Research Philosophy  
Within research philosophy, there are three epistemological philosophies: positivism, realism 

and interpretivism (Bryman & Bell, 2015). These three paradigms work independently from 

each other, and comprise the broadness and underlying assumptions of different research styles 

(Denscombe, 2016). Which of these three ideals the research in question requires, depends on 

whether the study is qualitative or quantitative, as well as inductive, deductive or abductive. 

Research of qualitative nature derives from an interpretive form of research ideal, and is 

considered as theory impregnated (Lind, 2014). In this paper, the research is meant to 

interpretively study underlying motivations to why consumers buy BOGO-products, with the 

meaning to explain and understand it from a human’s point of view (Bryman & Bell, 2015).  

 

In contrast to the positivist paradigm, which views the world objectively, the interpretivist 

paradigm considers the social reality in a subjective manner. Something worth to note is that it 

is impossible for a researcher to be completely objective in their study. Hence, subjectivity has 

an influence on the researcher since they have to interpret the phenomenon from their own 

experiences and prejudice (Denscombe, 2016). Consequently, the main purpose of the 

interpretivist ideal is to develop new insight and to gain extended knowledge about the theories 

in chapter two.  

3.2. Research Approach 
A research approach comprises, for instance, how researchers use theories to make predictions 

or compose explanations. There are three research approaches: deductive, inductive and 

abductive. The choice of approach is influenced by different factors and depends on the research 

objective and design. One way to describe what distinguishes the different methods is to look 

at where the research journey begins.  

  

A deductive approach is typically characterized as an approach where the researcher 

investigates a specific theory, and thus builds their research from theoretical grounds. A 
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researcher begins with reviewing the existing literature and theories, and thereafter tests their 

hypotheses that emerges from those theories (Lind, 2014). Hence, a relationship between theory 

and research can be distinguished (Bryman & Bell, 2015). In contrast to the deductive approach, 

an inductive approach begins with an empirical observation. The use of theories is considerably 

less directive in an inductive approach, which means that the researcher focuses more on 

building theories and concepts from the empirical material (Lind, 2014; Bryman & Bell, 2015). 

An abductive approach is used when both the inductive and deductive approach are 

implemented together. In similarity to a deductive approach, researchers generally have a 

theoretical starting point when following an abductive approach (Lind, 2014). Therefore, the 

abductive approach was used in this study. This approach is suitable in this study since it 

generates the possibility to mix an inductive approach and deductive approach, which may 

result in a deeper understanding of the topic. The empirical data is collected through focus 

groups, where the asked questions have a theoretical starting point, and are analyzed with 

chosen theories. However, the collected data might involve new patterns, which can generate 

new inputs to the chosen theories.      

3.3. Research Strategy 
When discussing research strategies, there are two different form of strategies the researcher 

can use. These strategies are qualitative and quantitative. Denscombe (2016) discusses the 

nature of qualitative strategy, and mentions that there are several different types of qualitative 

methods that can be chosen. The most common form of qualitative methods are interviews, 

observations, and case studies. Since the purpose of this research is to examine the in-depth 

context of consumer behavior, we chose focus groups to be our research strategy. More is 

explained about our choice of method further down in this paper. 

3.3.1. Focus Groups 

One form of qualitative research which can generate empirical data, is focus groups. Bryman 

and Bell (2015) explain that focus groups are similar to the construction of interviews. 

However, focus groups make it possible for the researcher to interview more than one person 

at a time. Basically, it can be perceived as a group interview. The main characteristics of focus 

groups are that they often involve a topic which is explored in depth, and where the participants 

are considered as members who discuss in a group, rather than discuss individually. Hence, the 

purpose of focus groups is to interpret the participants’ interactions when they discuss their 

different point of views with each other (Bryman & Bell, 2015). Focus groups are relevant as 
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they provide the researchers with knowledge about collective and common experiences, which 

are found through focus group discussions. When examining people’s feelings and minds, focus 

groups have tested to be highly useful since focus groups generate the benefit for the researchers 

to understand why the participants act, or feel as they do (Ahrne & Svensson, 2016).      

 

When the focus groups were organized, there were several questions that needed to be taken 

into consideration: how many participants, where the discussion should take place, and when. 

Bryman and Bell (2015) state that a focus group should contain a minimum of four people, and 

a maximum of ten in order to find balance. Too few people can lead to a less interactive 

discussion, whilst too many people in a group can lead to difficulties for all participants to 

contribute with their opinion. Also, too many participants can lead to difficulties when 

transcribing the material. Hence, an important factor to consider in the process of participant 

selection is how large the sample should be, which Bryman and Bell (2015) describe as a nearly 

impossible question to answer. However, cost and time are determinant factors since there is a 

time and cost limitation in this process. We as writers, had to decide how much information we 

needed in order to receive sufficient results. Therefore, when we constructed our focus groups, 

we chose to form two groups with five participants in each. The participants were chosen from 

the age group Millennials. These group discussions took place in a smaller room in order for 

the discussion to be more intimate. Furthermore, to be able to facilitate the transcription process, 

we decided to record the discussions, which were estimated to proceed for one hour per group. 

The two focus groups took place 8th of May at 13.00 - 14.00 as well as 14.30 - 15.30, for about 

one hour per group.   

3.3.2. Participant Selection 

In this study, the purpose is to examine underlying motivational factors to why consumers 

purchase BOGO-products. Since doing good for the environment and society has become more 

important than ever, and generation Y - also known as millennials - have become more 

concerned about these matters, it is important to embrace their perspective. Millennials are 

people born in the 1980s up to 2000s. According to Nielsen (2015), millennials are more 

conscious than previous generations, and want to contribute to solving social issues. Therefore, 

this study examines what motivates consumers, or millennials in particular, to purchase BOGO-

products. Additionally, the millennial generation demand more than just a product. Hence, 

engagement in philanthropic causes is an important topic for companies to understand. The 
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sampling frame of which the participants were selected, is listed below. The three criteria to 

why we chose the participants are threefold:  

 
Table 1. Three Participant Criteria 

1) the participant is a student at Kristianstad University 

2) the participant is a millennial 

3) the participant is able to participate at the given time 

 

Regarding the selection of participants, the focus groups were selected based on a convenience 

sampling (Bryman & Bell, 2015). When participants are conveniently selected, there are issues 

to pay regards to. One issue is that this type of selection can mislead the representatives of the 

samples, and hence impede the ability to generalize the results to the population (Bryman & 

Bell, 2015). When the participants were asked to participate, they were first contacted in person 

if they would be willing to take part of one focus group. If one agreed to participation, they 

later received a formal invitation to participate through either email, or via social media. This 

was a convenience sampling (Bryman & Bell, 2015). Furthermore, some participants were 

selected based on a snowball selection. When a researcher chooses this form of selection, the 

purpose is to increase the number of participants by contacting people gradually through other 

participants’ recommendations (Denscombe, 2016). A snowball selection of participants is 

often useful in qualitative, smaller, and explorative studies, which this study can be categorized 

as. Through this selection, it was possible to collect people that fulfilled the three criteria. As a 

start, several students in Business Administration Marketing were asked to participate, which 

represents the convenience sampling. The total of participants this sampling generated were 

seven students. The three remaining participants, were selected through a snowball selection.  

 

Furthermore, a number of other students at Kristianstad University were asked to participate. 

These students were not available at the time. In addition, we considered it to be of importance 

for the participants to have some prior interest or knowledge of CSR. Therefore, the participants 

were selected based on connections, and on the criterion that they were students at Kristianstad 

University. The participants were majoring in either Business Administration Accounting or 

Business Administration Marketing. When the participants were selected, it was important for 

our study to consider homogeneity and heterogeneity within the groups to be able to represent 

a wide selection of the target audience (Ahrne & Svensson, 2016). The participants were chosen 

partially based on the three criteria above, and partially based on their experiences with the 
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topic. Several researchers suggest homogeneity concerning age and gender (Bryman & Bell, 

2015), which is why millennials were our target audience. 

 

In table 2 below, there is a summary of each participant’s demographic information such as 

age, gender, and field of education. In each group, there were five participants, which added up 

to ten participants in total. Each of them received a letter from A to J in order to be able to 

separate their voices and opinions in the transcription process. The demographic information 

was collected through a formulary, which the participants filled out prior to the discussion. In 

the analysis process, their letters were switched into names, where group A received names on 

the letter A, and group B on the letter B.   

 
Table 2. Focus Group Participants 

Group Age Gender Field of Education Participant  Anonymity Name 

1 21 
22 
22 
29 
23 

Kvinna 
Kvinna 
Man 
Kvinna 
Kvinna 

Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 

A  
B 
C 
D 
E 

 Ada 
Anna 

Alexander 
Adele 
Alba 

2 21 
21 
26 
22 
25 

Kvinna 
Kvinna 
Man 
Man 
Man 

Business Administration Accounting 
Business Administration Accounting 
Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 

F 
G 
H 
I 
J 

 Bea 
Blenda 
Billy 

Benjamin 
Bernard 

 

Furthermore, the researcher’s, or moderator's, role in the focus group discussion was mainly to 

guide and promote the participants to freely discuss the studied phenomenon, without 

manipulating or misleading them. In other words, the researcher’s task was to promote a non-

judgmental environment to be able to lead, listen and learn. By following these three L’s, the 

moderator can strive to develop an understanding of the existing culture that characterizes the 

group members (Ahrne & Svensson, 2016). Therefore, the main role for us as researchers was 

to make an attempt to understand how consumers are motivated to buy BOGO-products. 

3.3.3. Procedure 

At the start of each focus group, there was an explanation to the participants about the purpose 

of the focus groups. We also informed them that the session was to be recorder with a digital 

audio recorder and that the participants would be anonymous when referred to in the study. We 

also clarifies the role of us as moderators. All this information was also sent to the participants 
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before the focus group sessions (see Appendix A). However, to make it clear and to make sure 

that they accept all the circumstances, there was a repetition of that information. After the 

presentation of the practical information, the session was divided into three different phases 

(see Appendix B).  

 

The first step included an introductory activity, where the participants were given a ranking 

formulary based on six alternative one can consider when purchasing products (Appendix C). 

These six alternatives were ranked individually by the participants from one to six; one being 

the most important and six being the least important. Thereafter, the participants discussed their 

choices of ranking with each other in order to explain their choices. Another part of the first 

step of the focus group session, were for the participants to discuss how they perceived ethical 

consumption. They were then requested to write each of their perception and thought about 

ethical consumption on a mind map (see Appendix G). Each group was allowed to construct 

one mind map. This question was asked for two reasons. First, we wanted to understand their 

perception of the phenomenon ethical consumption. Second, it was to encourage and kick start 

a discussion among the participants.  

 

In the second step, we presented two different companies that have implemented the BOGO-

concept, and showed the participants a selection of their BOGO-products (see Material 

Presentation, Chapter 4). This phase was necessary in order for the participants to develop an 

understanding of the topic. In turn, the material was used as demonstration tools in connection 

with some of the asked interview questions. To start the third step, the participants were asked 

to define the concept philanthropy. This questions was of interest for us to ask to examine 

whether the participants were familiar with the concept or not. After their discussion, we 

presented our definition of philanthropy. The third step continued thereafter with the main 

interview questions (Appendix D). Since this thesis uses an abductive approach, most questions 

were developed in accordance with the theories in chapter two. Additionally, there were a 

couple of more general questions in order to explore new findings. Each of these questions were 

directly connected to one or more of the factors or values in chapter two. After the third and 

last step, we thanked the participants for their valuable time.  

3.3.4. Limitations of Focus Groups  

Even though focus groups bring significant potential to a researcher’s ability to explore the 

chosen study field, there are also limitations that need to be taken into consideration. One 
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primary limitation could be that the control of the researcher might be decreased (Bryman and 

Bell, 2015). Focus group discussions often are more free, which naturally leads to that the 

moderator has less control over the discussion. This is not only a disadvantage. Instead, this 

lack of control can be beneficial to the study because there are less interruptions of the 

participants. As moderators, we wish to contribute to the discussion as facilitators by being as 

objective as possible, which means that we do not aim to steer the participants in our wanted 

directions. Another limitation is that the empirical material of the method is difficult to analyze 

due to an overflow of data. In addition, the data might be difficult to transcribe if the discussions 

are not properly recorded. To minimize the risk of such difficulties, or to facilitate the process 

of transcribing the material, we have chosen to record the focus group discussion to be able to 

separate each participant’s opinion (Bryman & Bell, 2015).    

3.4. Transcription 
All focus group interviews were recorded and transcribed. In order for our memory to be fresh, 

we transcribed almost directly after the focus group sessions (Ahrne & Svensson, 2016). The 

transcription of the first focus group was about 34 pages, and the second group was 22 pages. 

The reason for the difference was because focus group A were more talkative, and discussed 

the questions more than focus group B. The interviews were firstly transcribed into Swedish. 

Thereafter, we translated only the parts of the transcription into English which were to be used 

in the analysis. During the transcription process, we took notes of our thoughts about how to 

develop the theories presented in chapter two. After the transcriptions were done, the discussion 

needed to be organized in some way in preparation for the analysis. Therefore, we marked only 

the most important and relevant quotes from each transcription, and placed these quotes in table 

A and B (see Appendix I). Table A consists of quotes in connection to the ethical factors, and 

table B to the values. In the search for these quotes, we chose them manually based on our 

themes, which represented the eight ethical factors and the five values. For example, when we 

searched for quotes within the theme price sensitivity, we searched for answers in the discussion 

from the question asked in relation to this theme.  

3.5. Data Analysis 
In the qualitative field of research, scientists are challenged in the sense that qualitative research 

is an entangled and time consuming process. According to Bryman and Bell (2015), a major 

difficulty in the analysis of qualitative research is due to the overflow of data. One common 

way to approach a qualitative analysis is to perform a thematic analysis. A thematic analysis is 
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useful when the empirical data is going to be separated into different themes, and when patterns 

are identified (Braun & Clarke, 2006; Bryman & Bell, 2015). 

 

According to Braun and Clarke (2006), the first step when analyzing the empirical material is 

to familiarize yourself with the gathered data, which was done through listening to the 

recordings multiple times. In the process of selecting relevant data from the empirical material, 

we firstly aimed to select the most important quotes from the participants. The second step of 

the analysis process was to code the empirical data, which should be done in a “thorough, 

inclusive and comprehensive” way (Braun & Clarke, 2006:96). A third step in the analysis was 

to search for, identify, and review the different themes. Finding these themes in the empirical 

data is highly important since these findings are to be connected to the research question (Braun 

& Clarke, 2006). The themes in our study are summarized in Table A and B (see Appendix I), 

and are categorized according to the eight ethical factors (Bray et al., 2011), and the five values 

(Sheth et al., 1991). These tables, as well as other findings, are further used in the analysis in 

chapter five. As our research approach was abductive, the purpose was to find new potential 

factors or values, and hence to develop the theories presented in chapter two. These new 

findings are referred to as sub-themes, and are analyzed and discussed in-depth in chapter five, 

as well as chapter six.  

3.6. Trustworthiness and Authenticity 
In research, it is important to realize that every source has defects, regardless if it is a primary 

or secondary source. There are two alternative criteria to the quantitative criterions reliability 

and validity when one evaluates qualitative research; trustworthiness and authenticity (Bryman 

and Bell, 2015). The trustworthiness of a paper lies in how systematically and rigorously the 

material was collected (Ahrne & Svensson, 2016). Important to have in mind is that there might 

appear errors in the collection of the material since researchers can affect the results with their 

subjectivity. In turn, trustworthiness consists of four additional criteria, which are credibility, 

transferability, dependability, and confirmability.  

 

The first criterion is credibility. To be able to create credibility, it is important to consider how 

believable the findings are in the sense that the researchers show a correct understanding of the 

studied social phenomenon (Bryman & Bell, 2015). In this paper, the participants were 

contacted through email one week after the discussion (see appendix H). The email thanked 
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and informed them about that the results from the group discussions were available if they 

wanted to take part of it.  

 

The second criterion is transferability. This criterion explains that each qualitative finding is 

unique to the specific context that is studied, and considers if the finding can be applied to other 

contexts. This demands thick description, such as triangulation, which means that more than 

one method is used to collect data. Triangulation is claimed to increase the transferability. In 

this paper, focus groups is the main sources of data. Within the method of focus groups, we 

chose to gather data through three different approaches. Firstly, the participants in each focus 

group discussed the definition of ethical consumption, and thereafter put together a mind-map. 

By this session, we could gain good and deeper understanding from different perspectives. 

Secondly, we presented different materials, such as printed A4 pictures and physical BOGO-

products, which increased the participants’ level of knowledge about BOGO-products. All this 

material is shortly presented in chapter four. The material presentation concerns a presentation 

of the BOGO-model, as well as two different companies that implement this concept. Lastly, 

the main session contained a discussion through our interview questions. Overall, by using 

triangulation we attempt to get an in-depth understanding of the given information and to gain 

different, but related data to analyze (Denscombe, 2016).  

 

The third criterion is dependability. This criterion explains how the researchers should make 

the whole research process accessible, such as transcriptions, field work notes, data analysis 

decision and participant selection (Bryman & Bell, 2015). All this information is stored in our 

computers and in the thesis itself. The fourth criterion is confirmability, which is a form of 

objectivity that must be in the mind of us as researchers in order to not let the result be 

influenced by our personal values (Bryman & Bell, 2015). 

3.7. Ethical Consideration 
In qualitative studies, researchers have a great responsibility to consider ethical principles. This 

study focuses on three principles. Firstly, in order to make it clear and easy for the participants 

to know what they agree to, an information letter was sent to them before the focus groups took 

place (see Appendix A). Secondly, each participant in focus group A are referred to names on 

the letter A, and all participants in focus group B on the letter B, to ensure anonymity. Lastly, 

the focus groups were conducted and transcribed in Swedish, to easier assure that the statements 
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of the participants were correctly written. However, when the statements were used in the 

analysis, the quotes were translated into English.  
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4. Material Presentation 
In this chapter, we present the different material we used in the focus group sessions, and why. 

The material consists of BOGO-products, both in physical and visual form. This presentation 

is required since it describes one in three parts of the triangulation.  

 

The purpose of showing different material in the focus groups was twofold. First, we wanted to 

give the participants an idea of what the BOGO-concept was. Through a presentation of this 

material, the participants could bear in mind this definition during the entire focus group 

session. Second, we apprehended the relevance of strengthening the study through 

triangulation. The selected material was explicitly used to examine participants’ perception of 

the given information on each product. The used material was chosen based on two criteria. 

The first criterion was that the chosen product should be based on the traditional BOGO-

concept, which Marquis and Park (2014) describe as when a purchase of the product leads to a 

donation of the same or a similar product. The second criterion was to pick products from 

different industry categories. With this selection, we could illustrate the variety among 

companies that use the BOGO-concept, and therefore broaden the insight for the participants.  

 

In this study, a part of the research purpose concerns to explore how consumers perceive 

BOGO-products in the retail store assortment. Therefore, two physical products from two 

different Swedish physical retail stores were selected; a pair of TOMS shoes from FeetFirst, 

and a Norr Company-bottle of fluid replacement from Pressbyrån. These retail stores were 

chosen since they both have BOGO-products in their assortment. The third criterion was that 

they had BOGO-products in their assortment. Additional material used from the retail store 

were pictures that showed how the stores have presented their BOGO-products (see Appendix 

F). This was done in order to examine how the information was perceived by the focus groups.  

 

The first product we showed was a pair of shoes from TOMS (see Picture 1 and 2) which can 

be found in several retail stores, such as Stadium or FeetFirst. We chose to use FeetFirst as an 

example. As described earlier, TOMS was the first company that introduced the concept of 

Buy-One-Give-One, also called One-for-One. In 2006, TOMS started selling shoes with the 

concept that for every customer who buys a shoe, a pair of shoes is given to one in need 

(Marquis & Park, 2014). The second product we showed was a rehydration drink from Norr 

Company (see Picture 3), which can be found at retail stores, such as Pressbyrån, 7-Eleven, and 
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ICA (Norr Company, 2019). When you buy a drink, Norr Company donates one unit of fluid 

replacement to people in need all over the world (Norr Company, 2019). 

           
Picture 1. TOMS Shoes         Picture 2. TOMS Shoes Tag              Picture 3. Norr Company Bottles 

 
In addition to the first and second product, which were shown in physical form, we also used 

two other products with the BOGO-concept. However, since these did not exist in physical 

form in any retail store in Sweden, we chose to print them out on A4 pictures (see Appendix 

E). The third product we showed was also from TOMS, but belonged to another product 

category, namely eyewear (see Picture 4 and 5). When one purchases a pair of eyewear, TOMS 

help through donating the gift of sight to a person in need (TOMS, 2019). The fourth and last 

BOGO-product we showed the participants, visually, was a toothbrush from the company Smile 

Squared (see picture 6). The company’s mission was to donate one toothbrush for every 

toothbrush purchased in the purpose “to bring healthy smiles to children throughout the world.” 

(Smile Squared, 20191; Marquis & Park, 2014). In addition to this material, we chose to print 

out other BOGO-related pictures (see Appendix E). These pictures were chosen in order for the 

participants to be able to receive more information about BOGO-products, and what this 

concept stands for.  

         
Picture 4. TOMS Glasses              Picture 5. TOMS Glasses                          Picture 6. Smile Squared Toothbrushes 

 

                                                
1 The company Smile Squared was founded in 2010 in the purpose to sell toothbrushes with the concept BOGO, which means 
that for every toothbrush the company sells, the company will donate one toothbrush to a child in need. As this company’s 
mission previously ended (2019), the company’s website, which we refer to in this study, is no longer active (Smile Squared, 
2010-2019). 
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5. Empirical Findings and Analysis 
In this chapter, there is a presentation of the empirical material from our focus groups, and 

what was found in their interactions and discussions. First, we present the results of the two 

focus groups by presenting quotes stated by the participants. Second, we connect each quote to 

the theories from the theoretical framework by coding the findings from the answered questions. 

Additionally, we will present new findings in the form of sub-themes. This chapter follows the 

structure that is explained in the methodology chapter (see 3.3.3. Procedure). 

5.1. Ethical Consumption Formulary  
The first step of the focus groups consisted of that the participants filled out a formulary where 

they specified their demographic information including age, gender, and education (see 

Appendix C). In the same formulary, there was a ranking formulary with six different 

alternatives that was given to the participants, which is visible in table 3.  

 
Table 3. Summarized Ranking Formulary - Focus group 1 and 2 

 

 
In table 3, there is a summary of the participants’ ranking of the six following alternatives; 1) 

Product Price, 2) Product Quality, 3) Product Functionality, 4) The product supports good 

causes, 5) The product is sustainably and responsibly produced, and lastly, 6) The product is 

trendy. These six alternatives were ranked individually by the participants from one to six; one 

being the most important and six being the least important. After the ranking of the alternatives, 

the participants were supposed to discuss their ranking with each other to explain their choices. 

The purpose of ranking these six alternatives, was to examine what the participants perceived 

as important when they make a purchase decision of traditional products, and not specifically 

philanthropic products. To begin with, it is interpretable that the participants believed that price, 

quality and functionality were the three foremost important factors they based their purchase 
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decision on. In contrast, the three last alternatives, 4) The product supports good causes, 5) The 

product is sustainably and responsibly produced, and lastly, 6) The product is trendy, are the 

least deciding alternatives when buying a product. More about the participants’ answers will be 

analyzed further down in this study. 

5.2. Ethical Consumption - Mind Map Analysis 
The second step of the focus groups, the participants discussed how they perceived ethical 

consumption. They were also requested to write down their perceptions and thoughts about 

ethical consumption in a mind map (see Appendix G - Mind map - Focus Group A & B). Each 

group constructed one mind map each. The purpose of this task was twofold; First, it was in 

order for us to understand their perceptions of the phenomenon, and second, it was to encourage 

as well as to kick start a discussion among the participants.  

 

In the focus group discussions about ethical consumption (see Appendix G), the participants 

concluded that ethical consumption is a broad concept. Similar themes discussed in the two 

focus groups were sustainable production and social responsibility, as well as recycling (second 

hand) and environmental friendly. However, a number of themes appeared in one group, but 

not in the other. Focus group A mentioned overconsumption, laborer conditions, CSR, as well 

as if the product is produced by people in vulnerable groups or situations. Other themes were 

to choose the right purchase, and to give back to society. In focus group B, the participants 

mentioned themes such as to consider where the money goes. Something worth to note is that, 

when the discussion about ethical consumption started, there were more confusion among the 

participants in group B than in the previous group. The participants in group B expressed a 

particular uncertainty about what ethical consumption includes since they claimed to have lack 

of information in this field of research.   

 

Despite the differences between the two groups’ answers, two quotes were agreed upon. One 

of these quotes of ethical consumption is as follow; 

 
That you think about what you buy. So maybe one chooses the better alternative 
that is, for example, better for the environment, or that it contributes to something 
better. - Ada     
  

Another quote which the groups found to be true is; 

 
Ethical products might donate a penny to someone or something. – Alba 
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The quotes above express that the participants found that there is a relevance, as well as an 

importance for consumers to embrace ethical consumption since it potentially promotes 

bettering either society, or the environment. In this paper, ethical consumption is defined as the 

importance to make conscious consumption choices in order to embrace the power of making 

a social change (Carrigan et al., 2004). The participants’ discussions about ethical consumption, 

and in particular the two quotes above, indicate that their definition of the concept is in line 

with the definition in this paper. Hence, there was a mutual understanding between each 

participant regarding what ethical consumption meant to them. In table  

 
 Table 4. Summary of Mind-maps - Ethical Consumption 

 

5.3. Corporate Philanthropy  
The third step in the focus group procedure, was for the participants to discuss how they 

perceived the concept corporate philanthropy, or if they knew about it at all (see Procedure 

3.3.3). When focus group A were confronted with this question, they immediately started to 

discuss concepts such as CSR, Carroll’s Pyramid, and that companies give back to society in 

different ways. To illustrate an example, one participant in group A explained how she 

perceived corporate philanthropy, and she said the following; 

 
 Yes, but that is the one on top… give back. – Adele  

and; 
Isn’t it about that the company can give back to society in some way?(...)...this 
(BOGO) I guess is philanthropy, from what I have understood from the 
literature. - Alba 
 

The two quotes above summarize how group A perceived the concept corporate philanthropy. 

When Adele mentions the one on top, she referred to Carroll’s Pyramid. Alba further elaborates 

on Adele’s statement and says that the meaning of corporate philanthropy is to give back to 

society. When the same question was asked in focus group B, the participants yet again 

Sub-themes 

Sustainable production Laborer conditions 

Social responsibility The product is produced by people in  vulnerable groups or situations 

Recycling (second hand) Choose the right purchase 

Environmental friendly To give back to society 

Overconsumption To consider where the money goes 
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expressed confusion since they had no previous information about the topic. One participant 

stated that it might be related to philosophy, which was incorrect. After the participants had 

discussed how they perceived the concept corporate philanthropy, we explained how the 

concept is defined in this thesis. In this paper, corporate philanthropy is defined as “the 

voluntary private contribution of resources in the form of money, time and/or expertise by 

corporations to benefit the public good” (Breeze & Wiepking (2018:2). Conclusively, focus 

group A had more knowledge about corporate philanthropy than did focus group B, which 

might have influenced their answers, and in turn our results.   

5.4. Analysis of Focus Group Discussion 
Another part of the third step of the focus group procedure, was to ask the participants the main 

interview questions (see Appendix D). In this section, the empirical findings and results are 

analyzed based on the theories in chapter two, namely the eight ethical consumption factors 

(Bray et al., 2011), and the five values within the TCV (Sheth et al., 1991). To make our 

material more visible and clear to the reader, we have constructed two different tables with a 

summary of the most important quotes. Table A consists if quotes related to the ethical factors, 

and table B to the values (see Appendix I).  

5.4.1. Analysis of the Eight Ethical Factors 

In this section, there is an analysis of the findings and results in connection to the eight ethical 

factors. To repeat the purpose of this study, our study aims to find out motivations of consumer 

to purchase or BOGO-products. The analysis of the eight factors are presented in the same order 

as in chapter two. It begins with price sensitivity, and continues with personal experience, 

ethical obligation, lack of information, quality perception, inertia in purchasing behavior, 

cynicism, and closes with guilt. A summary of the sample quotes connected to ethical factors 

is presented in table A (see Appendix I).  

 
The first factor Bray et al. (2011) found was price sensitivity. This finding states that consumers 

are more likely to purchase a product based on its financial value than on its ethical value. In 

similarity, the participants in this study ranked price as one of the three most important factors 

they base their purchase decision on (see Table 3). Marquis & Park (2014) describe that it is 

common for BOGO-products to have a premium price in order for the companies to be 

profitable. For this reason, the participants were asked if they would be willing to pay more for 
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a product that contributes to make a difference. As a response, one common answer was that it 

depends on several factors. One participant said: 

  
I think it is really crucial...At least for me as a student. It depends on how much 
money you’ve got. I would rather buy a regular product because it benefits myself 
at the moment (...) It depends on the price…. - Benjamin 

  
 
In contrast to this statement, Benjamin mentions that it is relevant to pay more for a product if 

it helps and benefits others, and not just the company. Moreover, Alba expressed that, if 

consumers are passionate about something, such as what the BOGO-products contribute to, 

they are also more likely to be willing to pay extra for the product, which is something all 

participants agreed upon. In accordance with our empirical findings, Lee at al. (2008) reported 

that consumers’ willingness to pay a higher price for a product increases when a specific 

product supports social issues. As mentioned before, when the focus groups discussed price 

sensitivity, a frequently used term in the focus groups was a dependency.  Thus, price sensitivity 

in connection to the BOGO-products, can be a factor that leads to less purchases if it does not 

comprehend with consumers’ interest.  

 
The second factor is personal experience, and is one of the factors that can influence consumers’ 

purchase decision (Bray et al., 2011). Bray et al. (2011) mention that news stories is one 

example of personal experience. During the focus groups, the participants were asked what 

experiences they thought can influence a consumer to buy BOGO-products. Even though all 

participants, except for one (Alba), indicated that they have never heard about BOGO-products 

before, two interesting sub-themes appeared in the discussion. The first sub-theme is stated by 

Alexander; 

 
If you feel some connection, it is more likely that you give. – Alexander  

 
The feeling of connection to the BOGO-products’ given cause is certainly a sub-theme that can 

influence the purchase decision. This was also supported by all participants. In line with the 

findings of Rampal and Bawa (2008), more than half of our participants agreed that they would 

be willing to pay a higher price for a product, in particular if it supports a cause they care for.  

The second sub-theme is a relate factor which is similar to the first sub-theme, connection. The 

focus groups stressed that if you can relate to the circumstances for the specific group that a 

company helps with their products, it is more likely that they purchase. In addition, Alba states 

an example of this; 
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I also think that, now, one might not usually think like this: ‘oh, I wonder how my 
life had been if I didn't own a pair of shoes’. I would think that (…) ‘now I'm not 
blind without glasses.’ But some people can’t see at either long or short distance 
without glasses... Anyone who has glasses can relate to that. – Alba  

 
This statement indicates that personal experience of the specific donation is important, which 

all the participants quickly agreed upon. In this case, Alba points out TOMS sunglasses as an 

effective product for such connection to consumers’ experiences.  

 

The third factor Bray et al. (2011) found, is ethical obligation, which they claim has the 

potential to influence consumers’ purchase decisions. When the focus groups discussed ethical 

obligation, most participants expressed that they did not feel any obligation to buy BOGO-

products if it was available as an alternative in the store. This can be explained by the fact that 

nine of the participants did not rank the alternative “The product supports good causes” to be 

of high importance in their purchase decision making. Additionally, this is aligned with the 

findings of Bray et al. (2011) that consumers are not likely to purchase ethical products only 

based on ethical claims. Instead, the study of Bray et al. (2011) showed that personal value was 

prior in the purchasing decision. Regarding personal values, one of the participant said:  

 
I believe that I would feel that I had made a difference, even if it only concerned 
a toothbrush (Smile Squared) for 19 kr. - Bernard  

 
Bernard emphasized that the feeling of making a difference can influence his choice to buy 

BOGO-products. Thus, the participants did not felt any ethical obligation to do so. In addition, 

Benjamin argued that he experiences a sense of humanity, and that you feel that you can make 

a difference. However, Adele and Alba discussed situations where they had felt some ethical 

obligation. Adele explained that she was asked to donate in the checkout when buying clothes. 

Both participants expressed a feeling of obligation to do so in such situations. By this, we can 

interpret that pressure from, for example, a salesperson in retail stores can contribute to that 

consumer chooses ethical consumption. Accordingly, in the focus group session, there were 

discussions about how retail stores can motivate consumers to select BOGO-products.  

 

The fourth factor Bray et al. (2011) discuss is lack of information. The participants were asked 

three different questions concerning the information about the products. The first question was 

about how the participants perceived the given information about the products, and how they 

interpret the information on the product package. As Bray et al. (2011) state, consumers need 
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to receive all the relevant information in order for them to make a purchase. In similarity to his 

finding, something all participants agreed with is that the information on the product could have 

been even more clear. Relative to this, Lerro et al. (2019) explain the importance of presenting 

information about, for example, the donating cause on the product in order to convince 

consumers to purchase socially responsible products. In this study, Alba, Adele and Bea say 

that there is little information about how the product contributes to doing good, and suggest that 

retail stores that carry these BOGO-products must initiate better marketing. Since the term 

marketing appeared in the focus group discussions several times, this is one of the sub-themes 

in relation to lack of information. An example of what Adele stated is as follow; 

 
To consider buying a product that contributes to a better society in some way, it 
must be clear what it is all about and how the money is used.” - Adele 

 
All participants, both in group A and B, propose that the retail stores FEETFIRST and 

Pressbyrån should consider advertising these BOGO-products through investing in larger and 

more informative posters to place next to the products. This is in line with Du et al. (2015), 

who state that information about a product’s social impact needs to be properly communicated 

to the consumers in order to be effective. Through taking such actions, consumers become more 

informed about how they can contribute through purchasing these products. In addition, one 

participant explains how she would be motivated to purchase BOGO-products if the retail store, 

for example, FEETFIRST would provide her with information about what her purchase 

contributed to. She states the following; 

 
I would have liked to receive feedback (…) as a customer, either via store or via 
email about, for example, that ‘in 2018 we donated 50,000 pair of shoes.’… If I 
had bought these black TOMS shoes (…) then I'd almost have wanted a picture 
of a boy or girl wearing them. For example, ‘Hi Alba, check what your action 
contributed to. Now he doesn't have sores on his feet’. – Alba  

 

This statement indicates that she would prefer more information about the contribution of her 

purchase since she is unaware of, for example, how many people she helped through her 

purchase. This is accurate with Elg and Hultman (2016), who claim that consumers are often 

unaware of a company’s CSR activity, and hence do not often understand its social and 

environmental consequences. Furthermore, we asked how the shop assistants could influence 

consumers’ purchase. The participants replied, and agreed that they could inform the consumer 

about the more ethical or socially responsible alternatives when the consumer is about to pay. 

Based on the research of Du et al. (2015) and Lerro et al. (2019), information about a product 
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is crucial for consumers in their purchase decision, which makes lack of information a critical 

factor consumers’ purchase decisions.  

 

The fifth factor Bray et al. (2011) mention is quality perception. and found that consumers have 

different perceptions about the quality of ethical products. Regarding BOGO-products, the 

participants were asked if they think there is a difference in quality between philanthropic 

products and traditional products. Bernard responded that he has higher expectations on quality 

of traditional products than philanthropic since the last-mentioned is “more concentrated on 

bettering the world.” Contradictory, Bea and Billy express that they perceive an insignificant, 

or no difference in quality between the two form of products. However, all participants agreed 

with that it was doubtful that philanthropic products have better quality. To interpret this, the 

participants believe that philanthropy-linked products are rarely perceived to have better quality 

than traditional products, and would therefore abstain from purchasing BOGO. Ultimately, 

quality is of great importance to the participants in order to make a purchase in the first place. 

Furthermore, Alba points at the TOMS shoes, and motivates why the quality might not be better 

on the BOGO-products. She states the following;  

 
The shoes I was going to buy were from Gant. But the shoes are very similar... 
Every shoe can break, for example, in the sole of the foot. – Alba  

 
She also implies that, as there is no difference between the quality, it is indifferent in this case 

if the product helps the world. Therefore, it is interpretable that the participants are more 

concerned about receiving the best possible quality of the product they purchase.  

 

The sixth factor is inertia in purchasing behavior (Bray et al., 2011). When participants were 

asked if they would be willing to switch from traditional products to philanthropic products if 

the option existed, price and quality were still argued to be the leading factors for their decision. 

In contrast to our findings, Bray et al. (2011) found that when inertia in purchasing behavior 

occur, price and quality were no longer the critical and impeding factors to not change to ethical 

products. However, to explore more about how the consumers can be motivated to buy BOGO-

products, the participants were asked if they think that more brands should offer BOGO-

products. An important finding arose from one participant; 

 
This toothbrush (From Smile Squared), if it would have been from a brand I 
already bought from, for example, Oral B or something like that, then I had 
become even more, like, ‘Yes of course’ and bought it. - Alexander 
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This creates an understanding of that the brand is of high importance for the participant, and if 

he will be motivated to purchase a BOGO-product or not. This seems to be in line with Bray et 

al. (2011) findings of inertia, which showed that consumers willingness to change to ethical 

products was reduced when they felt loyalty with specific brands. In addition, all participants 

in focus group A agreed that the BOGO-concept was a cool concept and that they want to see 

it within more well-established companies.  

 

In the context of ethical consumption, Bray et al. (2011) found that consumers’ cynicism 

influences whether they purchase ethical products or not. In line with Bray’s findings, 

participants in the two focus groups expressed different forms of cynicism connected to the 

BOGO-products, and to the companies behind them. The answer to whether there are negative 

aspects linked to BOGO-products or not, a majority of the participants in group A first 

expressed that there was nothing negative with it. Everyone in focus group A agree on that there 

was nothing negative about the BOGO-concept itself. However, after a while, in group B, some 

negative thoughts were mentioned. According to Becker-Olsen et al. (2005), it was found that 

consumers can feel suspicious towards a company if their CSR initiatives are perceived as 

profit-driven, rather than as purely promoting social change. In line with this statement, three 

participants in our study mention that one negative aspect towards the BOGO-concept could be 

that the intention of why companies have implemented it is misunderstood. As an example, 

Billy says;  

 
I’m not sure that companies choose to sell BOGO-products just to donate, (...) 
but for an economic purpose. – Billy  

 
This is in line with Bray et al.’s (2011) finding about consumers’ suspicion toward the 

intentions of why companies choose the ethical statements of their brands and products. 

Another researcher that studies cynicism, is Du et al. (2015), who claim that the durability of a 

product is critical in the sense that it decreases cynicism. Additionally, none of our participants 

expressed whether the durability of the BOGO-concept influences their cynicism. However, 

one participant described a parable connected to durability of ICA MAXI donation project;  

 
Maxi in Kristianstad has (…) a huge transparent big box for donation (…) And 
then they have new project which says for example: Help Jens to be free from 
cancer, or it is some child... or some other vulnerable group. So, that's nice too…. 
That you constantly work with it and not just for a specific person. But then again, 
it is not ICA's money; It is the customers’. - Alba 
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Based on this quote, there is an indication that if a company constantly works with, for example, 

a project like ICA MAXI, there is a higher probability that the suspicion of consumers decreases 

since they show long-term commitment. This finding is in proportion to the findings of Du et 

al. (2015). Another finding related to cynicism is the sub-theme alternative donations, which 

often came up during the two focus group sessions. Participants expressed different thoughts 

regarding if companies should help people in need by donating money, or by donating products 

like the original BOGO-model. Several participants expressed a negative opinion towards 

TOMS, and their product donations. One participant said the following; 

 
Everyone may not need a pair of shoes, or that they only donate shoes and then 
the glasses, but it might be better to donate money... Then the question is how 
much... - Alba 

 
While two other participants countered with; 
 

Yes, but where does the money go then? They assure us/themselves that ‘now 
this child can see, and that ‘this child has now dry feet’. – Adele  
  

and Bernard continues;    
 

But if you donate money, one doesn’t know how much that actually comes 
through… It feels more visually real in some way (BOGO). – Bernard   
 

This describes that companies’ choice of donation influences consumers’ cynicism. However, 

all participants in both focus groups expressed more uncertainty towards the donation of actual 

money than towards the BOGO-concept. Regarding the quote above, when a company gives 

away a product, either equal or similar to the one the consumer bought, the donation becomes 

more visually real. In turn, this can give the consumer a better understanding of how they help, 

and can help others. Thus, according to the empirical data, cynicism can be reduced by giving 

away products instead of money.  

 
The eighth factor Bray et al. (2011) found, was guilt. This factor relates to consumers’ regretting 

a purchase in the post-purchase phase. A question which was asked was if the participants have 

ever experienced any form of negative feelings when they choose a traditional product instead 

of a product with social contribution. Two of the participants expressed the following; 

 
Well, I don't know if I've encountered such a situation (…) I didn’t even know it 
exists. We have seen the shoes before, (...) But it was just a trend thing. – Ada & 
Anna 
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In similarity, none of the participants had ever experienced guilt in connection to not purchasing 

BOGO-products, since they claimed to lack awareness of that the BOGO-concept existed. 

Instead, the participants continued to discuss that other factors, such as quality, price and 

information are more important attributes of a product. Further, Bray et al. (2011) discuss that 

guilt may not appear in the eyes of consumers since they can experience mistrust of the 

difference an ethical product actually makes. In compliance with this finding, our study found 

that one participant (Billy) experiences mistrust regarding the intention to why companies adopt 

BOGO-concept to their store assortment, which is also related to cynicism. Therefore, he 

explains how he does not feel guilt. However, Bea mentions that she usually purchases 

ecological bananas in the supermarket. She continues to explain how she felt a sense of post-

purchase guilt when she bought the traditional product instead of the Fair-Trade bananas. In 

this case, the ecological bananas were out-of-stock in the store, which led to that she was not 

able to choose the ethical alternative. The content of this example was that she felt a sense of 

guilt after purchasing a regular product before an ethical product. This finding is in line with 

Bray et al. (2011) about feeling guilt in the post-purchase process.  

5.4.2. Analysis of the Five Values  

In this section, there is an analysis of the findings and results in combination with those values 

in the TCV that could be related to this study. To repeat the purpose of this study, our study 

aims to find out motivations of consumer to purchase BOGO-products. As the structure of the 

theories presented in chapter two presents the five values in the order of functional, social, 

emotional, conditional, and epistemic, the same structure is used to analyze the values in this 

part. A summary of the sample quotes connected to values is presented in table B (see Appendix 

I). 

 

According to our findings, the participants expressed both different and similar arguments to 

the questions we asked (see Appendix D). To start with, it is clear that all participants in focus 

group A agree that the functional attributes of a product are the most important ones when 

buying a product. As visible in table B, one participant mentions that it is highly possible that 

consumers base their purchase of the BOGO-products, or even traditional products, primarily 

on their appearance, as well as on their taste. As an example, Alexander mentions that he often 

purchases VitaminWell, and in particular the one with sparkle, since he really likes it. He states 

that, if the price is the same on Norr Company and VitaminWell, and if the taste of Norr 

Company’s drink would be better, then he could absolutely be willing to purchase it instead 
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because of its good cause. In this study, the terms appearance and taste, are two sub-themes 

that were frequently referred to in the discussions. This result ties well with a previous study 

wherein functional attributes are claimed to be consumers’ primary motivators when they make 

a purchase decision (Lin & Huang, 2011). In contrast, Kainth and Verma (2011) claimed that 

the functional attributes of a product are no longer the most important. Another participant 

stated that the purpose of a product in itself is to be functional, and to work when one uses it. 

This statement was agreed on by all participants. Based on this statement, Anna questioned why 

a consumer would want to purchase a product that did not fulfill this basic value. Therefore, the 

functional value can be considered as one of the most fundamental values in order for the 

participants to purchase a product. To be more concentrated on the purchase of the BOGO-

products, nine of the participants explain how they prefer to purchase a product that is 

sustainably and responsibly produced rather than to purchase a product that supports charitable 

causes (see Table B).  

 

Furthermore, the functional value consists of how consumers perceive functional attributes, 

such as quality or price of a product (Yeoa et al., 2016). In connection, an interesting finding is 

that most participants agree on the following quote; 

 
I’m going to be totally honest...it’s just a thought, and it can be completely wrong 
but, (...) sometimes it feels like it would be better quality on a pair of Adidas shoes 
than TOMS... But I guess it’s because they are often more well-established. – 
Alexander 

 
The quote states that the participants agreed that philanthropy-linked products, or products such 

as BOGO, are associated with buying a product with poorer quality. In addition, another 

participant noticed the information about that TOMS shoes were produced from recycled 

material. In accordance with Lin and Huang (2011), consumers tend to perceive recycled 

products differently from traditional products, and often perceive them as low-quality items. 

Additionally, Alexander mentions that he has this perception because TOMS is a lesser known 

brand, in comparison to the well-established brand Adidas. For these reasons, BOGO-products 

are not preferred over traditional products.  

 

The second value Sheth et al. (1991) study, is the social value. Sheth et al. (1991) mention that 

a product can be considered to have a symbolic value that is influenced by social group 

membership. This means that consumers can feel a sense of social pressure, such as feeling 

accepted by others through either purchasing, or not purchasing that product. According to our 
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findings, all participants express that they normally either feel, or have felt a social pressure 

when purchasing a traditional product. Two of the participants mention that they feel this 

pressure in particular when they purchase branded clothes, and they state that; 

  
If there are two sweaters to choose from, like one regular and one Gant, then 
maybe I purchase Gant to make myself appear in a certain way. – Benjamin  

 
Bernard continues; 

  
When I’m going to purchase a watch, and choose a specific brand just because it 
is popular. – Bernard   

 
These statements indicate that the findings of Sheth et al. (1991) are accurate. In contrast, Bea 

states that she usually only purchases the items she believes to be tasteful or that have an 

attractive appearance, but that she probably has experienced social pressure once or twice. This 

finding is in accordance with Lin and Huang (2011), who state that consumers can purchase 

products that makes them feel a sense of belonging. However, when the participants were asked 

if they would feel any social pressure of purchasing, or not purchasing BOGO-products, most 

participants stated that they felt no pressure at all. This finding is the opposite of what Lin and 

Huang (2011) found.  Potential reasons for this are multiple; first, most participants were not 

aware of that the BOGO-brand or its products exist, which they claim was probably due to 

inadequate marketing initiatives from the retail stores that carry these products in their 

assortment. Second, the participants claim that the information on the BOGO-products are 

insufficient in the sense that there is no clear information about what these type of products 

contribute to. As clarified earlier, it is crucial for consumers to receive sufficient information 

in order to make a purchase (Du et al., 2015; Lerro et al., 2019). In short, the participants do 

not feel any pressure to purchase BOGO-products at all, foremost because of their lack of 

awareness of the brand’s existence.  

 

A question that was asked to the participants, that is also connected to the social value, is the 

question about how, or if they would perceive a person differently if they, for example, see the 

consumer wearing TOMS shoes, or drinking a bottle from Norr Company. The first comment 

the participants in group B said was that the consumer in question might probably not be aware 

of the fact that they had purchased a product that aims to do social good. Still, the participants 

indicate that they, after taking part in the focus group, would notice the BOGO-brand since they 

are now aware of it. The participants further stated that they would not perceive a person who 
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owns the BOGO-product, neither as a person with higher or lower social status. This contradicts 

to the findings of Kainth and Verma (2011), who stated that consumers purchase a product 

based on its ability to increase their status or prestige. Moreover, Alba added that more people 

can be aware of the BOGO-concept through spreading what these products contribute to, and 

do this through Word-of-Mouth. Therefore, Word-of-mouth can be considered as a reason to 

why consumers purchase BOGO-products. Another interesting finding that emerged from the 

discussions, was the comment from Adele, who claimed that the sales assistants in the retail 

stores can be contributors, and sell these BOGO-products through informing the consumers 

about the consequences of purchasing this product. 

 
The third value Sheth et al. (1991) study is the emotional value. During the focus group 

sessions, the participants were asked if BOGO-products had an emotional value to them. As a 

response, one participant said; 

  
You get a positive feeling... You buy this (Norr Company) drink, and it goes to 
something positive. – Benjamin  
 

Another participant continued; 
 

Yes, you get a good feeling in your body…. That you have done something small, 
but still something meaningful. - Bea 

 

According to Sheth et al. (1991), the emotional value derives from consumers purchasing a 

product or service because it triggers a feeling or arousal, and can be connected to purchasing 

products that contribute to charity and causes of doing good. This indicates that the findings 

from Sheth et al. (1991) are accurate to the findings in our study, since the participants 

explained how the purpose of the BOGO-products aroused such positively related feelings. 

When the participants were asked how they interpret the information on the BOGO-products, 

there were many different reactions. Alexander and Adele agreed that the messages on some of 

the products, such as the packaging of the glasses were simple, yet informative, whilst other 

products, such as the bottles and toothbrushes were much less informative. Adele states;  

 
This is a bit lame (points to the pictures of Smile Squared toothbrushes). For me, 
at least, there are no feelings involved. - Adele 

 
Her statement ultimately means that this specific BOGO-product did not provoke any emotional 

response or arousal that promotes and motivates her to purchase this product. In contrast to this 

finding, several previous researchers state that certain tangible products often bring out 
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emotions within the consumers (Sheth et al., 1991; Lin & Huang, 2011). Additionally, neither 

of the focus groups considered the toothbrushes to be appealing based on the appearance, or to 

evoke feelings and arousals. However, when group B were asked, one participant stated that; 

 
Well, I still believe that if a person had known that one had made some kind of 
difference, even if it is just about a toothbrush for 19 SEK, but I still would have 
done something. - Bernard 

 
Our interpretation of this is that he meant that, even though the appearance of the toothbrush is 

not the most optimal, the basic concept of helping a child in need through buying a toothbrush 

is still a way of aiding those in need. In similarity to this finding, Sheth et al. (1991) explain 

that a feeling which appears in connection to a purchase can be related to a situation where the 

consumers have done a good deed, such as charity donations. Therefore, it is interpretable that 

the evoked feeling is dependable on what type of BOGO-product the consumer refers to.  

 

The fourth value Sheth et al. (1991) found is the conditional value, and did not show to be of a 

higher importance for the participants when they purchase a product. In similarity to our theory 

in chapter two, we mention that all five values in the TCV are rarely fulfilled. As found in this 

study, there were vague or few indications of that this value was of importance to the 

participants. Marquis and Park (2014) explain that, since BOGO-products exist foremost in the 

form of fashion and apparel within retail businesses, the price of these products rarely exceeds 

100 dollars. Additionally, since the aim of BOGO-products is to donate to charitable causes, it 

is interpretable that these products are rarely considered as products with a seasonal value or 

“once in a lifetime” value. However, Alba mentioned that she was going to purchase a pair of 

shoes for the summer, and initiated that a pair of TOMS shoes could be an optimum choice. 

Therefore, it is interpretable that BOGO-products, and in particular the shoes, had a seasonal 

value, which corresponds to the finding about conditional value of Sheth et al. (1991). 

Additionally, Ada mentions an example that related to the Heat wave in Sweden the summer 

of 2018, and the consequences of this extreme weather. As she is an employee in a Pharmacy, 

she told the group about how all kinds of fluid replacements were out of stock, which created 

chaos critical problems, especially for elder people. In this case, she states that a bottle from 

Norr Company could have been a good solution to this deficiency. Since Sheth et al. (1991) 

highlight that one form of value is related to emergency situations, which can be connected to 

the situation that Ada explains. Therefore, the conditional value can be interpreted as important 

to the participants. However, in regards to the higher number of findings within the other values, 
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the conditional value can be considered as an important, yet not determinant motive to purchase 

a BOGO-product.  

 

A fifth value that Sheth et al. (199) discuss is the epistemic value, and refer to the desire to a 

product’s ability to arouse curiosity, novelty, or to the desire to learn something new. When the 

participants were confronted with if they would purchase BOGO-products because of the 

purpose to try something new, all participants in focus group B responded that they were willing 

to purchase. To demonstrate with an example, they said that they would purchase a bottle from 

Norr Company next time they decide to buy a drink. Interpretably, the participants were more 

open-minded about BOGO-products when they received information and knowledge about 

them, which correlates to the finding of Lin and Huang (2011) about how gaining knowledge 

of a product can increase the willingness to buy it. This is especially true in the case of adopting 

to a new product (Lin & Huang, 2011). Subsequently, Bernard, Billy, and Bea added that he 

would be willing to purchase since the topic discussed during the focus group was highly 

relevant as of today’s climate crisis. In addition, both Alexander and Billy expressed a feeling 

of curiosity when they were asked if they would buy BOGO in the purpose to try new things. 

Therefore, a sub-theme we found is curiosity. This finding supports what Yeoa et al. (2011) 

said about trying a product in the sense to try something new. In other words, some of the 

participants would be willing to try BOGO-products since they are curious to try something 

new.  
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6. Discussion 
In this chapter, we will discuss the results and findings from the focus groups. In the previous 

chapter, we presented a selection of our sampled quotes from table A and B. This chapter 

contains a discussion about the findings from the analysis. In the end of the chapter, there are 

two finalized models, which present the findings and results that tries to answer the research 

question and purpose of this study. 

 

The purpose of this study was to explore consumers’ choices to purchase philanthropy-linked 

products (BOGO), and how these products influence consumer perception of retail store 

assortment. Since the research approach of this study is abductive, we aimed to find potential 

connections to the factors and values from the theories presented in chapter two, as well as to 

uncover new empirical findings. We have summarized a sample of all the sub-themes which 

we found from the analysis in chapter five (see Table 5). Therefore, the themes, in form of 

factors and values, and the found sub-themes are discussed and compared. This discussion and 

comparison aims to identify, as well as summarize which factors and values that compose the 

most important underlying motivations to consumers’ purchase of BOGO-products.  

 
Table 5. Summary of Sub-themes. 

Ethical Factors (Theme) Ethical Factors (Sub-theme) Values (Theme) Values (Sub-theme) 

Price Sensitivity Dependency  Functional Value Appearance (Taste)  

Personal Experience Connection (Relate Factor) Social Value Trend  

Lack of Information Marketing Emotional Value Connection (Relate Factor) 

Cynicism Alternative donation Epistemic Value Curiosity 
 

 

The found sub-themes that can be connected to our study in order to understand how consumers 

are motivated to purchase BOGO-products are numerous. In the end of this discussion, there is 

a summarized model (see Figure 4) that represents the themes, and each theme’s sub-theme. In 

turn, the seven sub-themes are discussed, and we explain in what way consumers are motivated 

to purchase BOGO-products based on these sub-themes. The green arrows which connect to 

the bracket motivations to purchase BOGO-products represents that this specific sub-theme is 

a motivator for consumers in the purchase of a BOGO-product.  
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Firstly, regarding price sensitivity, the found sub-theme was dependency. In our study, it was 

found that the participants tend to consider price as one of the most important factors when they 

make a purchase decision. This can also be found in the ethical consumption ranking formulary 

(see Table 3). Moreover, the consumers said that their willingness to pay for a BOGO-product 

depended on numerous reasons. One factor was that they were students, which they expressed 

made their budget highly limited. One participant added that he would be willing to purchase 

BOGO-products in the future, when the budget is less restricted. Another factor was that their 

willingness to pay depended on which cause the donation contributed to, which can also be 

connected to the sub-theme, connection (or relate factor) in the factor personal experience.  

 

Secondly, the found sub-theme related to personal experience, was connection (or relate-

factor). The reason to why this factor was found to be important is because the majority of the 

participants agreed on that their previous experiences can influence their purchase decision of 

BOGO-products. The participants stated that they believe the cause BOGO-products donate to, 

and the basic concept of it is a good thing. However, it was found that a personal experience 

was to feel a connection, or relate to the specific cause of which the product donates to in order 

for them to purchase. On one hand, it was mentioned that some BOGO-products are more 

supported than others. For example, one participant supported the TOMS glasses since she, 

herself, needs glasses, and therefore highlights the important impact glasses has on people in 

need. On the other hand, she was not as enthusiastic about the TOMS shoes, since she was 

skeptical to how a pair of shoes could help a child in need. As a result, it is possible to state that 

the participants in general were willing to purchase BOGO-products based on their own 

personal experience, and if they could relate to the cause of which the donation contributes to.  

 

Thirdly, the found sub-theme in relation to lack of information, was marketing. The main 

finding about marketing was that it composes one of the most crucial influencers on consumers’ 

purchase decision (Lerro et al., 2019). In the analysis, it was found that different forms of 

marketing were needed in order for the participants to be motivated to even consider purchasing 

a BOGO-product. The participants discussed different marketing suggestions, such as 

advertisement posters, personal emails, and word-of-mouth. The participants discussed that 

they would be motivated to purchase if, for example, the retail stores took the initiative to add 

more informative posters about what the BOGO-products contribute to. In addition, the 

participants would feel more involved if they received an email containing information about 
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how their purchase has contributed to a better society. All these marketing alternatives seems 

to be the most influential when the consumers want to purchase BOGO-products.  

 

Fourthly, regarding the skepticism towards the TOMS shoes above, this leads us to the found 

sub-theme alternative donations, related to cynicism. As mentioned, our findings show that the 

overall perception of the concept BOGO was positive. However, some of the participants 

concluded that the concept was questionable, partly due to if a company chooses to implement 

BOGO in order to donate, or only for economic purposes, and partly if the best way to donate 

really was through BOGO-products. An example of why the participants stated this, is due to 

their questioning of how much, for example, the TOMS shoes help people in need. In relation 

to this, some of the participants explained how other forms of donations, such as that the 

company or the store donating money to a charitable cause, instead of donating products, might 

be more appealing to the consumers. However, eventually they agreed on that the BOGO-

concept seemed more visually real than pure money donations in the sense that BOGO feels 

more direct than other donations. Hence, in order to reduce the cynicism for consumers, the 

company can implement BOGO due to that participants are positive towards the products, and 

to their charitable cause. Therefore, the participants would be more motivated to purchase 

BOGO-products than to donate actual money.  

 

Fifthly, in relation to the functional value, the found sub-themes were appearance and taste. It 

was found that price and quality is of high importance to the participants when purchasing a 

product (Lin & Huang, 2011). Most of the participants did not have a high ranking of if the 

product supports a good cause (see Ethical Consumption Formulary). Instead, we found that it 

was common that the quality and price were the most important, whilst it was mostly counted 

as a bonus if the product donated to a charitable cause. Therefore, it was not a decisive, or even 

important factor. In regards to the quality, it was agreed upon that philanthropy-linked products, 

such as BOGO-products, are often associated with lower quality, which made the participants 

unwilling to purchase. They argued that it is not favorable to purchase a product for a with low 

quality just because it supports good causes. Worth to note, is that one participant, who owned 

a pair of TOMS shoes, explained that her perception of its quality was proper. However, one 

finding is that the majority of the participants are not motivated to purchase BOGO, since they 

believed the quality to be poor. 
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Sixthly, the sub-theme found in relation to social value, was trend. A studied showed that social 

value can have an impact on if consumers feel that they should purchase specific products or 

not (Sheth et al., 1991). Our findings suggest that consumers tend to feel social pressure when 

purchasing a traditional product. However, none of the participants indicated that they would 

purchase a BOGO-product due to social pressure, and explained that the reason was due to lack 

of awareness of its existence. Also in this case, the participants explained that companies who 

carry BOGO-products in their assortment could increase consumer awareness through better 

marketing. It can be interpreted that, if the BOGO-products would become a trend, the 

consumers would be motivated to purchase these products.  

 

Seventhly, the sub-theme found in relation to emotional value, was connection (or related 

factor). This is the same sub-theme we found in relation to the theme personal experience. It 

was found that some products aroused these feelings for some products, whilst other product 

aroused no feelings at all. Again, this lack of aroused feelings was connected back to lack of 

information, and that consumers need better marketing. In accordance with Sheth et al. (1991), 

the participants expressed that the BOGO-products aroused feelings within the consumers since 

they felt that they contributed to charitable causes. This positive feeling they received when 

helping another person, led them to be more motivated to purchase BOGO-products.  

 

Eighthly, the sub-theme found in relation to epistemic value, was curiosity. In the end of the 

participants’discussion, they all posed a positive attitude towards the BOGO phenomenon. In 

a summarized sentence, the BOGO-concept was described as a ”cool, interesting, and fun 

concept”. The sub-theme, curiosity, appeared when the participants discussed if they felt any 

feelings from buying a BOGO-product. As a response, they explained that a reason to why they 

wanted to purchase BOGO-products was due to their curiosity or desire to try something new, 

which is in line with Yeoa et al. (2011) who state that these feelings can determine a consumer’s 

decision to purchase.  

 

Above, we have discussed all the sub-themes we found from the ethical factors with ethical 

consumption, and the five values within the TCV. However, we were unable to find sub-themes 

in the four remaining factors ethical obligation, quality perception, inertia in purchasing 

behavior, and guilt. Additionally, we had no sub-theme for the conditional value. Still, we found 

that they, as themes, can be contributors to how consumers are motivated to purchase BOGO-

products. Regarding ethical obligation, it was found that the participants do not feel an ethical 
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obligation to purchase BOGO-product, since it was not enough for them to only purchase a 

product because it is ethical claims. However, in line with Bray et al. (2011), some participants 

still felt that their personal values, such as to have the ability to make a difference, was a strong 

motivator for consumers to purchase BOGO-products.  

 

The findings about the quality perception was that philanthropy-linked products, or BOGO-

products were perceived to have poorer quality. Therefore, the perception of BOGO-products’ 

quality was not a motivator to purchase BOGO. Regarding guilt, it was found that the 

participants did not feel any form of guilt for not purchasing BOGO-product, which means that 

this theme was not a motivation to consumers purchasing BOGO. Moreover, it was found that 

inertia in purchasing behavior has the power to influence consumers’ motivation to purchase 

BOGO. In our study, the participants stated that they would absolutely be willing to switch to, 

given that the products are not too expensive in comparison to other traditional, but similar 

products. In addition, our results also show that the participants were more likely to buy BOGO-

products if a brand they were loyal towards implemented the BOGO-concept. Therefore, in line 

with Bray et al. (2011), the participant in our study show that they feel inertia in purchasing 

behavior, and are less willing to switch to BOGO if the brand is unknown. In contrast, if the 

brand is well-established, and implements the BOGO-concept, they would be motivated to 

switch brands.  

 
Figure 4. Summary of sub-themes as motivational factors. 
 
(Based on the eight ethical factors (Bray et al., 2011) and the five values (Sheth et al., 1991)) 
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7. Concluding Remarks and Future Research 
This is the seventh, and last chapter of this study, and will primarily present the main findings 

of this research. We also present reflections about our research, as well as how the topic can 

be studied further in the future.  

7.1. Summary of The Study  
In this thesis, the ethical trend Buy-One-Give-One (BOGO) has been the central focus. This 

study analyzes the eight ethical factors found by Bray et al. (2011), and the five values of Sheth 

et al. (2011). As the purpose of this study was to explore how consumers are motivated to 

purchase BOGO-products, we identified these factors and values as themes, and were used as 

a base when we conducted our focus group questions. Each theme was then analyzed in order 

to both find if there was a connection between the factors or values, in relation to BOGO-

products. In the analysis, we found that consumers are both motivated and not motivated to 

purchase BOGO based on these themes, which are presented in chapter six (see Figure 4). 

 

Prior studies about ethical consumption by Bray et al. (2011), conclude that eight ethical factors 

are determining in consumers’ choice to purchase ethical products. In contrast, our study 

concludes that four out of eight ethical factors can be related to consumer’s motivation to 

purchase BOGO-products. Furthermore, Sheth et al. (1991) found that five different values 

influence consumers’ purchase decision. However, in our study, we found that four out of five 

values were discovered to be of importance to consumers when they purchase BOGO-products. 

In total, we found that these eight original themes (four plus four) played a considerate role in 

our study about BOGO-products. Within these eight original themes, our study found that 

consumers tend to be motivated to purchase BOGO-products based on the seven different sub-

themes dependency, connection (relate factor)2, marketing, alternative donation, appearance 

(taste), trend, and curiosity.  

 

Firstly, the sub-themes dependency and connection (relate factor) can be linked since the 

participants answered that they would be motivated to purchase a product for a higher price if 

it related to a cause they care for. Secondly, if a product lacked information, for example, about 

where the donated money goes to, the consumer would be skeptical of whether the money 

                                                
2 Note that we write seven sub-themes since two of the original themes are found to have the same sub-theme connection 
(relate factor).  
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actually arrives to the named place. Thereby, the consumers would abstain from purchasing. In 

contrast, if the information is sufficient, and it informs the consumer about such charitable 

donations, the consumers would be willing to purchase that specific product. Worth to note, is 

that all BOGO-products were not equally appealing to the participants, which means that some 

participants could purchase a product, whilst they abstain from purchase of another. Thirdly, 

better ways of marketing BOGO could lead to increased motivation to purchase, since the 

consumers become more aware of the contributions of BOGO. Fourthly, another finding in 

relation to alternative donation was that the participants were more cynical towards other form 

of donations than BOGO, such as pure money donations. Instead, they explained how they were 

more positive towards the BOGO-concept.  

 

Fifthly, appearance and taste were two of the attributes the participants based their purchase on. 

It was found that some consumers purchase TOMS shoes because they look nice, or purchase 

Norr Company’s drink since they enjoy the taste, whilst others abstain since they prefer other 

products. Sixthly and seventhly, trend and curiosity were also reasons to why consumers are 

motivated to purchase BOGO.  

 

Even though the participants in general indicated that their attitude towards the BOGO-concept 

was positive and interesting, there were some negative aspects which they pointed out. In Figure 

4, the red brackets represent which themes that we found lead consumers to not be motivated 

to purchase BOGO-products. The first negative motivation is about ethical obligation, where 

we found that the participants do not feel an ethical obligation to purchase BOGO-product, 

since ethical claims is not the only attribute they evaluate before purchasing the product. The 

second negative motivation is that the consumers perceived quality (quality perception) of a 

philanthropy-linked products as poorer than, for example, a more well-established brand, such 

as Adidas. As a consequence, consumers do not purchase BOGO as frequently as traditional 

products, even if they are aware of that BOGO contributes to charitable causes. The third 

negative motivation is inertia in purchasing behavior, since the consumers felt a resentment 

towards switching brand.  

7.2. Limitations of the Study 
Through studying the BOGO-concept, we have aimed to explore how consumers are motivated 

to purchase these products. However, no study is without limitations, and this study has three 

main potential limitations. Firstly, we concluded that only one of the participants knew about 
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the BOGO-concept or its products, and the rest had never previously heard about it. Since 

basically none of the participants had any idea about what the concept was, our answers may 

have been affected. Additionally, an interesting finding in our study was that one focus group 

consisted of participants who had previous knowledge about CSR, and corporate philanthropy, 

whilst the other group had no such prior knowledge. Secondly, another limitation concerns the 

restriction of our time and money. In turn, this affected us as researchers since we had to restrict 

ourselves to a smaller research area. Thirdly, an important limitation of this study was that we 

explored the motivations of Millennials, or students in our case, which might have affected 

some of their answers. For example, due to that students are very limited, moneywise, the 

answers and results of this study may have been different if other age groups were used as 

participants.  

7.3. Thoughts and Reflections  
During our last days of working with this thesis, we found out that TOMS has made some 

changes in their offerings on the website, which are in line with our empirical findings. In May 

2019, TOMS made it possible for customers to choose and support six different social issues, 

including giving away a pair of shoes when purchasing a shoe. This is stated by “Pick your 

style. Pick your stand” (TOMS, 2019). Thereby, our new found sub-themes, connection and 

relate-factor, have been fulfilled by the company. However, this choice was not available for 

consumers that visited our chosen retail store, FEETFIRST, which otherwise might have 

changed the results. (see Appendix J).  

 

Additionally, Norr Company has expanded their assortment from only selling their fluid 

replacements with flat water, to selling fluid replacements with sparkled water. As one 

participant mentioned, he compared Norr Company’s drink with the well-established drink 

VitaminWell, and expressed how he would be more willing to purchase a Norr Company drink 

if it was similar to the taste of VitaminWell with sparkles. Therefore, the results might have 

looked differently if this Norr Company drink had been demonstrated in the focus group 

sessions. However, since the product was not yet on the market until a couple of weeks ago, 

this would not have been possible. Moreover, the new bottle also provides both more and clearer 

information for the customer with about the BOGO-cocept. According to our empirical 

findings, the bottle we showed the participants did not contain the same information, which 

they stated affected their motivation to purchase (see Appendix K).  
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7.4. Suggestions for Future Research  
As mentioned in strength and limitations of the study, it would be of high interest and curiosity 

if future research focused on, for example, how consumers perceive BOGO-products. However, 

in difference to our study, we found it to be of importance to explore if there is a difference 

between two or more different age groups. An example of this which we discussed could have 

been an interesting twist, is to compare the perceptions of, for example, students and teachers, 

or maybe of economic students and nursing students. Additionally, according to our knowledge 

and experience from working with this thesis, it has come to our revelation that the BOGO-

concept is a severely relevant topic today. To give an example, several Instagram influencers 

have started to advertise certain BOGO-products, such as the new Norr Company bottle (see 

Appendix K), and thereby promotes their followers to purchase these products. Since BOGO 

appears to have become more popular in recent years, a relevant study to conduct in the future 

can be to explore how influencers on social media affects consumers’ purchase of BOGO-

products. In addition, the BOGO-concept in general is highly significant to examine further.  
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Appendices 

Appendix A – Letter of information to participants 
	
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 
 
 
 
 

Hej! 
 
Vi är två studenter som studerar ekonomi på Högskolan i Kristianstad och arbetar 
nu med vår C-uppsats. Under vecka 19 kommer vi att ha fokusgrupper för att samla 
in vår empiriska data. Därför behöver vi din hjälp genom att du tillsammans med 
andra deltagare diskuterar BOGO-produkter (Buy-one-Give-one). Grundkonceptet 
(BOGO) innebär att för varje produkt en kund köper, skänker företaget i sin tur en 
liknande produkt till behövande.  Det har ingen betydelse om du tidigare inte har 
köpt en sådan produkt eller ens känner till modellen, det finns fortfarande värdefull 
information att hämta. För att underlätta transkribering och hantering av material 
kommer hela diskussionen att spelas in. Men av integritetsskäl kommer inga namn 
uppges i uppsatsen. 
 
Diskussionen kommer vara i ungefär en timme per grupp, och det kommer bjudas 
på lite fika för den som är sugen. 
 
När?   
Grupp 1: Onsdag 8/5    Tid: 13.00 - 14.00   Plats: Grupprum A i biblioteket (HKR) 
Grupp 2: Onsdag 8/5    Tid: 14.30 - 15.30   Plats: Grupprum A i biblioteket (HKR) 
 
Vi är väldigt tacksamma om ni vill hjälpa oss :) Vi hoppas på en givande stund för 
både er och oss.  
 
Hör gärna av er om ni har några frågor: 0766329869 (Julia Rosberg) och 
0768674999 (Hanna Bruhn). Kontakt handledare, Karin Alm: karin.alm@hkr.se 
 
  
Bästa hälsningar 
Julia & Hanna  
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Appendix B - Focus Group Interview Guide  
 
Hej allesammans!  
Vi vill börja med att tacka för att ni tog er tid att komma hit och medverka i vår 
fokusgrupp.  

Praktiskt information 
Intervjuerna kommer att spelas in för att underlätta vår analys av svaren. Era svar kommer 
att transkriberas, men för att skydda er integritet kommer vi inte att använda namn i 
uppsatsen, samt att det inspelade materialet raderas efter transkribering är färdigställd.  
Syftet med denna samling är att vi kan få ta del av era tankar kring BOGO-produkter. Vi 
som moderatorer kommer att endast fungera som vägledare i diskussionerna och därmed 
inte delta aktivt.  

Fas I  
Introduktion (presentera) 
Allmänna frågor (som uppvärmning) 

• Här framför er har ni fått en liten blankett där ni skriver i er ålder, ert kön samt 
vilken nuvarande utbildning ni går.  

• Deltagarna får också fylla i en blankett där de får värdera vad de anser är 
viktigast/minst viktigt när de köper en produkt.  

• Kan ni kort diskutera med varandra och motivera era svar. 
Första frågan vi vill höra ert perspektiv om är (lägg fram mindmap på bordet EK): 

• Vad innebär etisk konsumtion för er? Diskutera med varandra. 
I detta arbete pratar vi om etiska produkter som tillhör konceptet BOGO.  
BOGO är Buy One Give One, och betyder kort att när kunden köper en produkt ger 
företaget en likadan produkt till en behövande. Nu går vi vidare till fas II. 

Fas II 
Vi har valt ut tre olika företag som har implementerat BOGO-konceptet i sitt sortiment för 
att det ska vara lite tydligare vad som menas med BOGO-produkter. 
 
Framför er ser ni ett antal BOGO-produkter:  
 
 

1. Ni alla har fått varsin flaska från Norr Company. Företaget NC erbjuder en dryck 
som återställer er vätskebalans, och för varje köpt flaska ger företaget en enhet 
vätskeersättning till platser i världens som behöver det som mest. 

2. Ett par TOMS shoes; för varje par skor köpta ger de ett par skor till behövande.  
3. En annan produkt som också är TOMS är dessa solglasögon ni ser på bilden. En 

annan produkt som tillhör BOGO, är tandborstar from SmileSquare.  
 
Nu går vi vidare till fas III. 
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Fas III  
 

1. Vad är filantropi? (fråga till deltagarna) 
2. I detta arbete är filantropi definierat som att ett företag engagerar sig i att donera till 

välgörenhet och förbättra världen på olika sätt. Som ex. att sälja BOGO-produkter. 
(förklarar vår definition av begreppet) 

3. Nu har vi frågor vi vill ställa till er som ni får diskutera. 
 
     Se Appendix C – Ethical Consumption Formulary 
     Se Appendix D - Focus Group Questions  
     Se Appendix E - Focus Group: BOGO-concept adds/pictures 
 

Avslutning 
Hoppas ni tycker denna timme varit givande.  
 
Om det är någon av er som är intresserade av slutresultatet av denna C-uppsats, vänligen 
skriv ner er e-post på detta papper. 
 
Hör gärna av er till oss om ni kommer på något som ni vill tillägga. 
 
Tack för att ni tagit er tid att medverka! 
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Appendix C – Ethical Consumption Formulary 
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Appendix D – Focus Group Questions 
 
 

Price Sensitivity 
 

F1: Hur avgörande är priset för er när ni handlar i 
en butik? 
F2: Är ni villiga att betala mer för en produkt, ex. 
BOGO, som bidrar till att göra skillnad? 
F3: Om ja, finns det gånger när ni bortser ifrån det 
och köper en traditionell produkt istället? Varför? 
 

 
 

Personal Experience 
 

F4: Vad är era erfarenheter av filantropiska 
produkter? 
F5: Vilka erfarenheter tror ni kan påverka en 
konsument att köpa en BOGO-produkt eller ej? 
 

 
 

Ethical Obligations 
 

F6: Känner ni en skyldighet att köpa BOGO 
produkter om de finns som alternativ i butiken? 
F7: Om ja - på vilket sätt? 
F8: Om nej, vilka andra faktorer påverkar ert val?  
F9: Varför tror ni att konsumenter köper 
filantropiska produkter? 
 

 
 
 
 

Lack of Information 
 

F10: Hur upplever ni den information som ges 
på  BOGO-produkternas förpackningarna? 
F11: Anser ni att ert köpbeteende påverkas 
beroende på den tillgängliga informationen om 
produkten? Förklara på vilket sätt. 
F12: (Bild på TOMS, feetfirst) Detta är 
informationen som visas inne på feetfirst. 
Hur tror ni att att butikerna skulle kunna påverka 
kunderna till  att köpa BOGO- produkter?  
 

 
 

Quality Perception 
 

 

F13: Vad är kvalitet? 
F14: Är det någon skillnad på hur ni ser på kvalitet 
när det gäller traditionella (vanliga) produkter i 
jämförelse med filantropiska? 
F15: Hur påverkar kvaliteten ert beslut om att 
köpa en produkt som är filantropisk?  
 

 
 
 

Inertia in Purchasing Behavior 
 

F16: Skulle ni vara villiga att byta från vanliga 
produkter till att handla filantropiska produkter om 
alternativet fanns? 
F17: Borde fler varumärken visa socialt ansvar 
genom att erbjuda BOGO-produkter? 
F18: Borde fler butiker visa socialt ansvar genom 
att erbjuda BOGO-produkter? 
 

 
 
 

Cynicism 
 

F19: Hur ser ni på BOGO-produkters sociala 
ansvarstagande? 
F20: Hur bidrar BOGO-produkter till ett bättre 
samhälle/en bättre värld? 
F21: Är BOGO-produkter bara positivt? Om nej 
varför inte? 
F22: Om ni finner kritiska punkter, vad kan företag 
och butiker göra för att minska detta? 
 

 
Guilt 

 

F23: Har du upplevt någon form av negativa 
känslor när du valt en “vanlig” produkt framför en 
produkt som har social påverkan. Ge exempel. 
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Functional Value 

 

 
-------------------------------------------------------- 

 
 
 

Social Value 
 

 

F24: Har du som vana att köpa något för att 
framstå på ett visst sätt? Ge exempel.   
F25: Upplever ni i allmänhet att ni köper produkter 
för att känna er accepterade av andra? 
F26: Om du ser en konsument som går i TOMS 
skor och dricker Norr company, uppfattar du då 
denne på ett visst sätt?  
 

 
Emotional Value 

 

F27: Har BOGO-produkter något känslomässigt 
värde för er?  
 

 
Conditional Value 

 

 

F28: Kan ni ge exempel på några faktorer 
/omständigheter som skulle få dig att köpa en 
BOGO-produkt?  

 
Epistemic Value 

 

F29: Skulle ni köpa en BOGO-produkt för att den 
ger ett syfte att testa/uppleva något nytt? 
F30: Efter vår diskussionen idag, upplever ni 
BOGO-produkter som något intressant? På vilket 
sätt? 
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Appendix E - Focus Group: BOGO-concept adds 
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Appendix F – Retail Stores (TOMS Shoes & Norr Company Drink) 
 

    
 

    
 
 



	 	 Bruhn	&	Rosberg	

66 
 

Appendix G – Ethical Consumption Mind-maps 

Mind map - Focus Group A 

 

Mind map - Focus Group B 
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Appendix H – Thank You – letter 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Hej igen! 
 
Vi tänkte bara säga ett stort TACK för att just du var med och deltog i vår fokusgrupp. 
Hoppas du också tyckte att diskussionen var givande och intressant! 
 
Om du har något du kommit på i efterhand som glömdes att diskuteras i fokusgruppen, får 
du gärna höra av dig till oss. 
 
Tack för ditt engagemang J 
 
 
Med Vänliga Hälsningar 
Julia & Hanna 
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Appendix I – Summary of Quotes – Ethical Factors 

Table A. Sample Quotes – Ethical Factors.  
Theme Sub-themes Meaning Unit - Quotes (Participant) 

 
Price 

Sensitivity 
 

 
 
 

Dependency 
 

It also depends on, is it a product that has good quality and lasts a long time.  
Then there is room to add more. – Adele  
 
It may also depend on the price. – Ada  
 
I think it is really crucial...At least for me as a student. It depends on how much money you’ve 
got. I would rather buy a regular product because it benefits myself at the moment (...) It 
depends on the price…- Benjamin  
 
I would be willing to pay more if I knew that...it really helped...and that it not just helps 
themselves (the company) ...and what it goes to. - Bea  

 
Personal 

Experience 

 
 
 

Connection 

I’ve never bought a product like this(...)I’ve never heard of it before. – Bernard & Bea 
 
If you feel some connection, it is more likely that you give. - Alexander  
 
I also think that, now, one might not usually think like this: ‘oh, I wonder how my life had been if 
I didn't own a pair of shoes’. I would think that (…) ‘now I'm not blind without glasses.’ But 
some people can’t see at either long or short distance without glasses. One such thing...anyone 
who has glasses can relate to that. - Alba 

 
Ethical 

Obligation 
 

 Then I think you sometimes do things that you, yourself, kind of benefit from (…) I can benefit 
from this, but it still feels good. - Alexander  
 
I believe that I would feel that I had made a difference, even if it only concerned a toothbrush for 
19 kr. - Bernard  
 
People probably purchase because they want to help... - Bea  

 
Lack of 

Information 
 

 
 
 

Marketing 
 

To consider buying a product that contributes to a better society in some way, it must be clear 
what it is all about and how the money is used. - Alba  
 
And then maybe you have proof of your good deed, then you can spread the rumor easier to 
others as well. – Adele  
 
I would have liked to receive feedback (…) as a customer, either via store or via email about, for 
example, that ‘in 2018 we donated 50,000 pair of shoes.’… If I had bought these black TOMS 
shoes (…) then I'd almost have wanted a picture of a boy or girl wearing them. For example, ‘Hi 
Alba, check what your action contributed to. Now he doesn't have sores on his feet’. – Alba  
 
Nothing appears (on the package) ... it does not say who does it or not....  
Not that they donate shoes or something… - Adele & Alba 
 
It’s the same with the drink. Not the first thing you read on the drink (..). You have to go into the 
fine print to see it. - Alexander  
 
The stores don’t mention that the bottles (Norr Company) are for a good cause. - Bea  
 
I would not buy. I want to (…) know more about where the products end up. – Bernard, Billy & 
Benjamin 
 
They don’t market it (BOGO-products) in a good way… There should be an advertising poster 
next to the shoes/bottles… - Group B 

 
Quality 

Perception 

 ...it may feel like it is better quality if I would buy an Adidas shoe than TOMS. (..)But maybe it is 
only because they are more well-established, usually...I don't know if I believe that it is better 
quality just because it is philanthropic. - Alexander  
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 If the quality is good, I would love to buy one... Because it’s not like someone wants to spend a 
lot of money on a product with poor quality, just because(...)it is a good cause...Quality is very 
important. – Bea & Benjamin 
 
The shoes I was going to buy were from Gant. But the shoes are very similar... Every shoe can 
break, for example, in the sole of the foot. – Alba  

 
Inertia in 

Purchasing 
Behavior 

 This toothbrush (From Smile Squared), if it would have been from a brand I already bought 
from, for example, Oral B or something like that, then I had become even more, like, ‘Yes of 
course’ and bought it. - Alexander  
 
It is a cool concept; I want to see it within more well-established companies. – Group A 

 
Cynicism 

 

 
 

Alternative 
Donations 

 

 

The concept itself there is nothing negative with. – Group A 
 
Everyone may not need a pair of shoes, or that they only donate shoes and then the glasses, but 
it might be better to donate money... Then the question is how much... - Alba  

Yes, but where does the money go then? They assure us/themselves that ‘now this child can see, 
and that ‘this child has now dry feet’. – Adele  

But if you donate money, one doesn’t know how much that actually comes through... It feels 
more visually real in some way (BOGO). – Bernard  

How can one be certain that the shoes come through? - Bea   
 
I’m not sure companies choose to sell BOGO-products just to donate(...) but for an economic 
purpose. - Billy  
 
Maxi in Kristianstad has (...) a huge transparent big box for donation (...) And then they have 
new project which says for example: Help Jens to be free from cancer, or it is some child... or 
some other vulnerable group. So, that's nice too.... That you constantly work with it and not just 
for a specific person. But then again, it is not ICA's money; It is the customers’. - Alba  

 
Guilt 

 
 

Well, I don't know if I've encountered such a situation (...) I didn’t even know it exists. We have 
seen the shoes before, (...) But it was just a trend thing. – Ada & Anna  

 

Table B. Sample Quotes – Values. 
Themes Sub-themes Meaning Unit (quote) 

 
Functional 

Value 
 

 

 
 

Appearance 
(Taste) 

 

 

A lot of people probably buy because they look nice or because they taste good… Then it’s a bonus 
if it goes to something positive. - Benjamin  
 
If you don’t have a functional product, then why buy it?- Group B 
 
I’m going to be totally honest...it’s just a thought, and it can be completely wrong but, (...) 
sometimes it feels like it would be better quality on a pair of Adidas shoes than TOMS… But I 
guess it’s because they are more well-established. - Alexander 

 
 

Social 
Value 

 

 
 
 
 

Trend 
 

I would never buy something I don't think is nice either. But then maybe you buy some things 
because they are trendy at that time. - Alba  
If there are two sweaters to choose from, like one regular and one Gant, then  

When I’m going to purchase a watch, and choose a specific brand just because it is popular. – 
Bernard 

Maybe if they (BOGO-products) become more popular and more people buy them, then I would 
buy… But right now, I feel no pressure. - Benjamin 
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I do not know if I had thought anything about the person in question.  
Maybe just… "Aha, shoe from there and drink from there. I had probably  
not started to analyze who he was as a person. - Adele  

 
Emotional 

Value 

 
 

Connection 

If you feel some connection, it is more likely that you give…If I had known that the bottle might 
help children in country X, which is my origin, then maybe I had thought an extra time... some form 
of related thing is needed. – Alexander 
 
You get a positive feeling... You buy this (Norr Company) drink, and it goes to something positive. 
– Benjamin  
 
Yes, you get a good feeling in your body.... That you have done something small, but still something 
meaningful. - Bea  

This is a bit lame (points to the pictures of Smile Squared toothbrushes). For me, at least, there are 
no feelings involved. - Adele  

 
Conditional 

Value 
 

 I work in a Pharmacy. And I know that last summer, all (fluid replacements) were out of stock at 
all pharmacies, which created chaos.... – Ada 
 
I’m actually thinking about buying a pair of TOMS shoes for the summer. - Alba 

 
Epistemic 

Value 
 

 
 

Curiosity 
 

…if I am going to buy a drink next time (…) I will try one (Norr Company). - Billy 
 
When I bought that bottle, I didn't think I'd give to someone else.  
It was new at Pressbyrån, so I wanted to try it out. – Alexander  
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Appendix J – New TOMS – “Stand for Tomorrow” 
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Appendix K – Norr Company “Sparkled water” 
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1) the participant is a student at Kristianstad University 

2) the participant is a millennial 

3) the participant is able to participate at the given time 
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29 
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Kvinna 
Man 
Kvinna 
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Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 

A  
B 
C 
D 
E 

 Ada 
Anna 

Alexander 
Adele 
Alba 

2 21 
21 
26 
22 
25 

Kvinna 
Kvinna 
Man 
Man 
Man 

Business Administration Accounting 
Business Administration Accounting 
Business Administration Marketing 
Business Administration Marketing 
Business Administration Marketing 

F 
G 
H 
I 
J 

 Bea 
Blenda 
Billy 

Benjamin 
Bernard 

 

Table 3. Summarized Ranking Formulary - Focus group 1 & 2. 
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Table 4. Summary of Mind-maps - Ethical Consumption. 

  

Table 5. Summary of Sub-themes. 

Ethical Factors (Theme) Ethical Factors (Sub-theme) Values (Theme) Values (Sub-theme) 

Price Sensitivity Dependency  Functional Value Appearance (Taste)  
 
 

Personal Experience Connection (Relate Factor) Social Value Trend  
 

Lack of Information Marketing Emotional Value Connection (Relate Factor) 

Cynicism Alternative donation Epistemic Value Curiosity 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sub-themes 

Sustainable production Laborer conditions 

Social responsibility The product is produced by people in  vulnerable groups or situations 

Recycling (second hand) Choose the right purchase 

Environmental friendly To give back to society 

Overconsumption To consider where the money goes 
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(Carroll, The Pyramid of Corporate Social Responsibility: Toward the Moral Management of Organizational 
Stakeholders, p.42, 1991) 
 

 

Figure 2. The five values influencing consumer choice. 

(Sheth, Newman and Gross, Why we buy what we buy: A Theory of Consumption Values, 1991) 
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Figure 3. Summary of Theoretical Framework. 
 
(Based on corporate philanthropy, motivation, ethical consumption (Bray et al., 2011, and the theory of 
consumption values (Sheth et al., 1991)). 
 

 

Figure 4. Summary of sub-themes as motivational factors. 
 
(Based on ethical consumption (Bray et al., 2011, and the theory of consumption values (Sheth et al., 1991)). 


