
	

 

Bachelor Thesis, 15 credits, for a  
Bachelor of Science in Business Administration:  
International Business and Marketing 
Spring 2016 

 

 

What if ethical buying behavior leads to 
boycotts? 
The buying behavior of Generation Z 
 
Filip Helmersson and Amanda Svensson 
 
 
 
 
 
 

  

School of Health and Society  



	

 

 

Author  
Filip Helmersson and Amanda Svensson  

Title  
What if ethical buying behavior leads to boycotts? 
The buying behavior of Generation Z   

Supervisor  
Karin Alm  

Examiner  
Jens Hultman 
 
Abstract  
The care for the environment has been a hot topic during the last fifteen years. Ecological and Fairtrade 

products made from sustainable materials and methods can be found in almost every store. It seems 

like awareness regarding our environmental impact has increased and therefore changed our purchase 

behavior. The awareness has also created pressure on the companies to behave in an ethical manner, 

if the consumers feel that their ethical needs are not acknowledged, they will tend to stop purchasing 

products from that company. In this new aware society there is a new player that in a few years will 

make up the new buying force. Generation Z is individuals born after 1995 and is expected to bring new 

demands to the market. The purpose of this thesis is to study if ethical products and ethical 

consumption have an effect on the buying behavior of Generation Z. To better understand if the ethical 

awareness affect the purchase behavior of Generation Z and if they are willing to boycott companies 

that misbehaves, theory within the fields of CSR, consumer behavior and ethical consumption has been 

collected to form questions for a survey. The findings show that the ethical awareness do not affect the 

purchase behavior of Generation Z, however there is discovered attributes such as ethical profile that 

affect the frequency of purchases. The findings also show that Generation Z will actively boycott a 

company if that company misbehaves.  
 

Keywords   
CSR, Ethical consumption, Generation Z, Consumer behavior, Boycott, Ecologic and Fairtrade  
 
 

	 	



	

 

	

Acknowledgements	
Firstly,	we	would	like	to	thank	our	supervisor	Karin	Alm	for	pushing	us	to	be	better	and	

for	her	dedication	and	expertise.		

	

Secondly,	we	would	like	to	thank	Pernilla	Broberg,	Pierre	Carbonnier,	Timurs	Umans	and	

Jane	Mattisson-Ekstam	for	their	expertise	in	statistics,	survey	method	and	linguistics.		

	

Thirdly,	we	would	 like	 to	 thank	 the	 teachers	 at	 Söderport	 and	Wendes	High	 School	 for	

letting	us	conduct	our	survey	and	the	respondents	for	answering	the	survey.	

	

Lastly,	We	would	like	to	thank	both	our	families	and	friends	for	their	support	during	this	

hectic	spring.	We	are	all	in	this	together!	

	

	

	

Kristianstad,	26th	May	2016		

	

	

	

	

Filip	Helmersson		 Amanda	Svensson		

  



	

 4 

Table	of	content	
1.	Introduction	................................................................................................................................	7	

1.1	Background	.........................................................................................................................................	7	
1.2	Problematization	............................................................................................................................	10	
1.3	Purpose	...............................................................................................................................................	11	
1.4	Research	question	..........................................................................................................................	11	
1.5	Outline	................................................................................................................................................	12	

2.	Theoretical	framework	.........................................................................................................	13	

2.1	Corporate	social	responsibility	..................................................................................................	13	
2.1.1.	Stakeholder	pressure	..........................................................................................................................	14	

2.2	Consumer	behavior	........................................................................................................................	14	
2.2.1	Ethical	consumption	.............................................................................................................................	16	
2.2.2	Generational	development	...............................................................................................................	17	

2.3	Conceptual	framework	..................................................................................................................	18	

3.	Theoretical	method	................................................................................................................	20	
3.1	Research	ethics,	approach	and	design	.....................................................................................	20	
3.2	Choice	of	methodology	..................................................................................................................	21	
3.3	Choice	of	theory	...............................................................................................................................	22	

4.	Empirical	method	....................................................................................................................	24	

4.1.	Research	strategy	...........................................................................................................................	24	
4.2	The	literature	search	.....................................................................................................................	24	
4.3	Choice	of	respondents	...................................................................................................................	25	
4.4	Data	collection	method	.................................................................................................................	26	
4.4.1	Pilot	test	.......................................................................................................................................................	26	
4.4.2	Field	Collection	........................................................................................................................................	26	

4.5.	Operationalization	.........................................................................................................................	27	
4.5.1	Dependent	variables	............................................................................................................................	27	
4.5.1.1	Frequency	of	ethical	purchases	....................................................................................................................	28	
4.5.1.2	Boycott	....................................................................................................................................................................	28	

4.5.2	Independent	variables	........................................................................................................................	28	
4.5.2.1	Ethical	awareness	...............................................................................................................................................	29	

4.5.3	Control	variables	....................................................................................................................................	29	
4.5.3.1	Gender	.....................................................................................................................................................................	29	



	

 5 

4.5.3.2	Education	...............................................................................................................................................................	29	
4.5.3.3	Knowledge	of	CSR	...............................................................................................................................................	29	
4.5.3.4	Higher	awareness	than	parents	...................................................................................................................	30	
4.5.3.5	Important	factors	when	purchasing	...........................................................................................................	30	
4.5.3.6	Trustable	sources	...............................................................................................................................................	30	
4.5.3.7	Ethical	profile	.......................................................................................................................................................	30	

4.6.	Data	analysis	....................................................................................................................................	31	
4.7.	Statistical	loss	..................................................................................................................................	31	
4.8.	Reliability	&	validity	.....................................................................................................................	32	
4.9.	Generalizability	..............................................................................................................................	33	
4.10.	Ethical	considerations	...............................................................................................................	33	

5.	Analysis	.......................................................................................................................................	34	

5.1	Descriptive	statistics	......................................................................................................................	34	
5.2	Cronbach’s	Alpha	.............................................................................................................................	35	
5.3	Test	of	normality	.............................................................................................................................	37	
5.4	Spearman’s	correlation	matrix	..................................................................................................	37	
5.5	Multiple	regression	........................................................................................................................	38	
5.5.1	Frequency	of	ethical	purchases	......................................................................................................	40	
5.5.2	Tendency	to	boycott	.............................................................................................................................	41	

5.6	Concluding	discussion	...................................................................................................................	42	

6.	Discussion	and	conclusion	...................................................................................................	43	

6.1	Discussion	..........................................................................................................................................	43	
6.2	The	study’s	contributions	.............................................................................................................	45	
6.2.1	Theoretical	contributions	.................................................................................................................	45	
6.2.2	Empirical	contributions	.....................................................................................................................	46	

6.3	Limitations	........................................................................................................................................	46	
6.4	Future	research	...............................................................................................................................	46	
6.5	Concluding	comments	...................................................................................................................	47	

References	......................................................................................................................................	48	

Appendix	1	–	Swedish	Questionnaire	....................................................................................	52	

Appendix	2	–	English	Questionnaire	.....................................................................................	56	

Appendix	3	–	Regression:	frequency	of	ethical	purchases	.............................................	60	

Appendix	4	–	Regression:	tendency	to	boycott	..................................................................	60	

 



	

 6 

List	of	tables		
5.1	Gender……………………………………………………………………………………………………..	34	

5.2	Program…………………………………………………………………………………………………..	34	

5.3	Descriptive	statistics……………………………………………………………………………….	35	

5.4	Cronbach’s	alpha		

	 5.4.1	Ethical	awareness……………………………………………………………………………..	36	

	 5.4.2	Tendency	to	boycott	1……………………………………………………………………….	36		

	 5.4.3	Tendency	to	boycott	2……………………………………………………………………….	36	

	 5.4.4	Ethical	profile	1…………………………………………………………………………………	37	

	 5.4.5	Ethical	profile	2…………………………………………………………………………………	37	

5.5	Test	of	normality…………………………………………………………………………………….	37		

5.6	Spearman’s	correlation	matrix………………………………………………………………..	38		

5.7	Regression	frequency	ethical	purchases…………………………………………………	40		

5.8	Regression	tendency	to	boycott………………………………………………………………	42		

	 	



	

 7 

1.	Introduction		
Global	warming	has	been	a	hot	 topic	 for	 the	 last	 fifteen	years	and	 today	Fairtrade	 food	

and	products	made	from	ecological	materials	can	be	found	in	almost	every	store.	It	seems	

like	 the	 awareness	 is	 increased	 due	 to	 companies’	 active	 work	 with	 corporate	 social	

responsibility	(Crane	and	Matten	2010).	Consumers	also	have	a	responsibility	and	needs	to	

make	choices	while	purchasing	and	it	is	debated	if	different	generations	make	purchases	

different	from	an	ethical	perspective	(Crane	&	Matten,	2010;	Carrigan,	Szmigin	&	Wright,	

2004).	In	this	chapter	the	background,	problematization,	research	question	and	research	

purpose	of	this	study	is	described.	The	purpose	of	this	section	is	to	give	an	insight	into	the	

problem	and	an	overview	of	this	dissertation.		

	

1.1	Background		
Consumers	are	becoming	more	and	more	aware	of	what	they	consume	and	what	kind	of	

impact	 their	 consumption	have	on	 the	environment	and	 the	 society	at	 large	 (Crane	&	

Matten,	2010).	In	the	1970s	Friedman	discussed	the	beginning	of	increasing	awareness	

and	 consumers	 demand	 for	 companies	 to	 take	 larger	 responsibility.	 The	 corporate	

climate	was	changed	and	companies	started	to	devote	increasingly	more	resources	into	

a	 sustainable	 course	 of	 business	 and	 developed	 corporate	 social	 responsibility	 (CSR)	

(Friedman,	 1970).	 40	 years	 later	 Low	 and	 Davenport	 (2007)	 argue	 that	 consumers	

know	more	and	are	actively	making	purchase	choices	to	“shop	for	a	better	world”.		CSR	

is	no	longer	just	creating	value	for	the	shareholders	but	also	for	the	stakeholders	(Crane	

&	Matten,	2010).	 Stakeholders	 today	 can	put	more	pressure	on	 companies	which	has	

led	to	that	they	have	to	be	more	careful	and	use	ethics	in	their	business	strategy	(Crane	

&	 Matten,	 2010).	 Reasons	 for	 the	 increased	 CSR	 work	 can	 be	 consumers	 increased	

awareness	of	consumers	impact,	their	ecological	footprint	(Low	&	Davenport,	2007).		To	

motivate	consumers	to	make	the	right	choices	is	a	question	of	how	their	behavior	is	and	

how	 they	 act	 regarding	 ethical	 products.	 According	 to	 Auger	 and	 Devinney	 (2007)	

consumers	 in	2007	were	characterized	as	consumers	who	said	that	CSR	affected	their	

purchase	 behavior	 but	 when	 they	 actually	made	 a	 purchase	 CSR	was	 not	 noticeable.	

From	a	 corporate	perspective	 in	 the	beginning	of	 the	1970s	Friedman	 (1970)	 argued	

that	to	please	the	shareholders	ethic	had	to	become	a	part	of	the	corporate	climate	since	

the	 company	 with	 the	 better	 CSR	 activity	 would	 gain	 an	 advantage	 against	 their	
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competitors	when	competing	 for	 consumers	and	gain	more	profit,	 but	 also	 to	 respect	

the	legal	aspects	(Friedman,	1970).	CSR	developed	and	forty	years	later	discusses	Crane	

and	 Matten	 (2010)	 that	 the	 consumers	 are	 important	 in	 this	 relatively	 new	 CSR	

environment.	 Since	 consumers	 are	more	 aware	 of	what	 they	 buy,	 they	will	 do	 active	

choices	 to	 avoid	 companies	 that	 offer	 products	 that	 do	 not	 live	 up	 to	 the	 ethical	

standards	 that	 they	 expect	 (Crane	&	Matten,	 2010).	 To	make	 a	 better	 choice	 about	 a	

purchase,	 information	has	 to	 be	 collected,	when	 consumers	 collect	 information	 about	

products,	their	attitude	and	perception	of	the	social	context	develops	and	the	behavior	

changes	 (Newholm	 &	 Shaw,	 2007).	 According	 to	 Belk	 (1975)	 consumer	 behavior	 is	

affected	of	situational	variables,	depending	on	how	consumers	act	in	different	situations	

their	 behavior	 changes.	 Hence	 the	 situation	 of	 global	warming	 can	 have	 changed	 the	

consumers’	behavior	in	purchases	and	buying	decisions	(Belk,	1975).			

	

The	definition	of	ethical	consumers	is	that	they	are	known	for	buying	the	greenest	and	

most	humane	solution,	they	also	consider	other	living	beings	when	purchasing	(Crane	&	

Matten,	2010).	Freestone	and	Goldrick	(2008)	define	the	ethical	consumer	as	a	person	

who	supports	greater	goods	that	motivate	consumers’	purchases.	The	ethical	consumer	

avoids	products	that:		

	
‘‘endanger	 the	 health	 of	 the	 consumer	 or	 others;	 cause	 significant	 damage	 to	 the	 environment	
during	 manufacture,	 use	 or	 disposal;	 consume	 a	 disproportionate	 amount	 of	 energy;	 cause	
unnecessary	 waste;	 use	 materials	 derived	 from	 threatened	 species	 or	 environments;	 involve	
unnecessary	 use	 or	 cruelty	 to	 animals	 [or]	 adversely	 affect	 other	 countries’’	 .	 (Freestone	 &	
Goldrick,	2008,	P.446)		

	

Newholm	and	Shaw	(2007)	argue	that	ethical	consumption	started	in	the	last	quarter	of	

the	20th	century.	Today,	ethical	consumption	has	developed	and	it	can	be	described	as	a	

consumer	culture	of	ethical	consumers	that	obtain	an	identity	through	their	purchases,	

which	 also	 is	 a	 part	 of	 their	 moral	 self-realization	 (Crane	 &	 Matten,	 2010).	 The	

consumption	 of	 ethical	 products	 and	 services	 has	 increased	 dramatically	 during	 the	

21st	century.	In	1999	a	study	conducted	by	the	Institute	of	Grocery	Distribution	(IGD)	

in	 2008	 showed	 that	 25	 percent	 of	 adults	 in	 the	 UK	 had	made	 a	 purchase	 primarily	

because	of	ethical	reasons.	The	same	study	showed	that	this	number	had	increased	to	

50	percent	among	adults	 in	the	UK	(Institute	of	Grocerie	Distribution,	2008).	 	Further	
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on,	 consumers	 need	 information	 to	make	 a	 ‘’green	 decision’’,	 only	 then	 can	 they	 put	

pressure	on	manufactures	and	retailers	(Crane	&	Matten,	2010).			

	

The	phenomenon	of	 ethical	 consumption	might	 take	a	new	 form	 in	a	 couple	of	 years.	

Becker	 writes	 for	 Veckans	 Affärer	 the	 24th	 February	 2016	 that	 the	 buy	 force	 is	

estimated	 to	 shift	 to	 the	 younger	 generations	 as	 soon	 as	 2018.	 	 The	 company	 KPMG	

explains	 in	 their	 KPMG	 View	 (2016)	 that	 the	 new	 generation	 that	 will	 make	 up	 the	

future	buying	force	is	Generation	Z	born	1995	or	later,	which	is	the	generation	that	will	

take	over	from	the	Millenials.	Millenials	is	describes	as	the	late	generation	Y	that	is	born	

between	1982-1994	and	is	known	for	being	engaged	in	the	society	(KPMG	View,	2016).	

Because	 of	 this	 upcoming	 shift	 in	 the	 buying	 force,	 Generation	 Z	 becomes	 the	 largest	

stakeholder	and	it	is,	therefore	highly	relevant	to	identify	the	different	generations	and	

their	characteristics	(Schlossberg,	2016).	Furthermore	Twenge,	Freeman	and	Campbell	

(2012)	 claim	 that	 Generation	 Y	 unlike	Generation	 Z	 is	 showing	 a	 declined	 interest	 in	

saving	 the	 environment,	 showing	 less	 concern	 for	 others	 and	 possesses	 lower	 civic	

engagement.			

	

Changes	 regarding	 behavior	 have	 been	 noticed	 among	 teenagers	 born	 1995	 or	 later	

compared	 to	 earlier	 generation	 (KPMG	View,	 2016).	 Generation	 Z	will	 do	 things	 in	 a	

different	 way	 than	 Generation	 Y	 would	 have	 done.	 Generation	 Z	 is	 characterized	 by	

Ernst	and	Young	(2015)	as	consumers	that	have	experienced	a	lot	in	their	brief	lifetimes	

and	have	encountered	political,	social,	technological	and	economical	changes.	They	are	

more	 self-aware	 and	 are	 thereby	 putting	 larger	 emphasis	 on	 their	 role	 in	 the	 world	

since	 they	 understand	 their	 responsibilities	 and	 want	 to	 improve	 in	 the	 larger	

ecosystem	 (Ernst	 and	 Young,	 2015).	 Schlossberg	 (2016)	 writes	 in	 the	 article	 “Teen	

Generation	 Z	 is	 being	 called	 'millennials	 on	 steroids,'	 and	 that	 could	 be	 terrifying	 for	

retailers”	for	Business	Insider	UK	on	the	eleventh	February	2016	that	the	Generation	Z	

are	 individuals	born	in	the	Internet	age.	 	The	Internet	age	enables	them	to	access	and	

spread	 information	 quicker	 than	 any	 generation	 before	 them	 and	 therefore	 making	

them	 a	 new	 challenge	 for	 companies	 to	 handle.	 Generation	 Z	 is	 a	 challenge	 since	 it	

appears	 that	 they	 have	 a	 changed	 behavior	 compared	 to	 earlier	 generations	

(Schlossberg,	 2016).	 The	 changed	 behavior	 can	 lead	 to	 changes	 in	 consumption	

behavior	 of	 the	 teenagers	 that	 just	 reached	 age	 of	 majority.	 Regularly	 there	 is	 an	
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uncertainty	of	how	the	new	generation	will	react	on	ethical	purchases	since	the	price	is	

not	 an	 equally	 dominant	 factor,	 they	 have	 higher	 expectations,	 no	 brand	 loyalty	 and	

care	more	about	the	experience	(Schlossberg,	2016).	

	

1.2	Problematization		
Previous	research	discusses	that	CSR	is	an	important	topic	and	that	it	will	have	an	even	

greater	 impact	 in	 the	 future	 (Klein,	 Smith	 &	 John	 2004;	 Crane	 &	 Matten,	 2010;	

Eisingerich,	2011).	CSR	has	developed	from	bringing	value	to	shareholders	to	a	certain	

action	 performed	 by	 companies	 that	 consumers	 value	 as	 an	 important	 factor	 when	

deciding	which	products	 to	buy	(Friedman,	1970	and	Crane	&	Matten,	2010).	 	Giesler	

and	 Veresiu	 (2014)	 state	 that	 CSR	 is	 the	 reason	 for	 the	 rise	 of	 popularity	 in	 ethical	

products	and	an	increased	awareness.	Eisingerich,	Rubera,	Seifer	and	Bhardwau	(2011)	

agree	with	Giesler	and	Veresiu	(2014)	and	continue	by	arguing	that	consumers	in	their	

day-to-day	consumption	are	more	aware	and	make	decisions	from	more	environmental	

and	 social	 concerns.	 The	 awareness	 and	 knowledge	 of	 environmental	 causes	 make	

consumers	important	since	they	make	the	choices	when	purchasing.	Crane	and	Matten	

(2010)	 state	 that	 the	 ‘’consumers	 are	 king’’,	 without	 supporting	 consumers	 the	

company	can	suffer	a	bad	image	and	no	sold	products	(p.	68).			

	

Crane	and	Matten	(2010)	explains	that	ethical	consumption	can	be	an	umbrella	term	for	

responses	to	companies	with	poor	social,	ethical,	or	environmental	records.	It	is	known	

that	 ethical	 consumers	 will	 buy	 products,	 which	 are	 the	 greenest	 or	 offers	 the	most	

humane	solution	and	they	mostly	focus	on	the	larger	issues	concerning	their	purchase	

(Godson,	 2013).	 Crane	 and	Matten	 (2010)	 argue	 that	 the	 personal	moral	 beliefs	 and	

values	are	considered	to	be	the	choice	to	make	conscious	decisions	such	as	choosing	a	

fairtrade	 labeled	 chocolate	 instead	 of	 a	 non	 fairtrade	 chocolate.	 Crane	 and	 Matten	

(2010)	continues	by	discussing	that	ethical	consumers	can	be	extreme	in	their	behavior	

and	act	out	their	disappointment	through	boycotting	to	openly	show	their	commitment	

for	environmental	awareness.	Klein	et	 al.	 (2004)	discussed	 the	consumers’	 reason	 for	

boycotting	as	a	contribution	to	the	society	but	to	feel	better	on	an	individual	level.	The	

power	that	boycotting	have	can	strengthen	Crane	and	Mattens’	(2010)	argument	of	the	

concept	 that	 consumers	 actions	 towards	 companies	 are	 important.	 They	 continue	 by	

stating	 that	 the	ethical	consumer	considers	other	 living	beings	 in	 the	decision-making	
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and	 he	 or	 she	 values	 the	 companies’	 impact	 highly	 (Crane	 &	 Matten,	 2010).	 Due	 to	

increased	ethical	consumption	it	is	interesting	to	see	if	the	knowledge	increases	due	to	

time.	 The	 earlier	 generations	 X	 and	 Y	 is	 well	 researched	 in	 the	 fields	 of	 CSR	 and	

consumer	 behavior,	 but	 how	 will	 the	 next	 generation	 namely	 Z	 act	 upon	 future	

purchases	from	an	ethical	perspective.	Generation	Z	 is	said	to	be	more	self-aware	and	

maintain	 understanding	 of	 their	 role	 in	 the	 world,	 therefore	 it	 is	 important	 for	

companies	 to	 understand	 Generation	 Z	 before	 they	 control	 the	market	 (KPMG	 View,	

2016).		

	

The	discussion	above	demonstrates	that	companies	know	about	the	earlier	generations	

but	are	they	ready	for	how	the	new	Generation	Z	will	function.	Existing	research	argues	

that	 the	 awareness	 of	 ethical	 consumption	 is	 increased	 and	 develops	 due	 to	 time,	 in	

alignment	 with	 the	 statement;	 awareness	 could	 be	 even	 bigger	 in	 the	 coming	

generations	(Eisengerich	et	al.,	2011;	Giesler	&	Veresiu,	2014).	Therefore	there	is	a	gap	

in	the	research	of	how	the	next	generation	is	predicted	to	act	upon	ethical	consumption.		

There	 are	 different	 traits	 that	 characterize	 Generation	 Y	 and	 Generation	 Z	 and	make	

them	more	 or	 less	 interesting	 to	 investigate.	 The	 attributes	 of	 Generation	 Y	 are	well	

researched	 and	 they	 are	 defined	 as	 a	 generation	 that	 does	 not	 care	 that	much	 about	

saving	 the	environment,	 even	 if	 they	are	 said	 to	be	more	social	aware	 (Twenge	et	al.,	

2012;	Parment,	2013).	Therefore	it	is	interesting	to	try	to	understand	how	Generation	Z	

functions	and	how	they	are	predicted	to	function.	The	discussion	above	has	resulted	in	

the	following	purpose	and	research	question.		

	

1.3	Purpose		
The	purpose	of	this	thesis	is	to	study	if	ethical	products	and	ethical	consumption	have	

an	effect	on	the	buying	behavior	of	Generation	Z.			

	

1.4	Research	question		
How	 will	 ethical	 products	 such	 as	 Fairtrade	 and	 ecological	 products	 affect	 the	 early	

Generation	Zs’	buying	behavior?				
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1.5	Outline		
This	 thesis	 consists	 of	 six	 sections.	 The	 first	 section	 presents	 the	 background	 and	

problematization,	which	results	in	a	purpose	and	research	question.		This	sections	ends	

with	the	outline	of	the	thesis.	In	the	second	section	the	historic	development	of	CSR	is	

presented	 followed	 by	 stakeholder	 pressure	 and	 consumer	 behavior.	 The	 section	

continues	with	 a	 presentation	 of	 ethical	 consumption	 and	 generational	 development.	

The	 second	 section	 ends	with	 a	 brief	 summary	 and	 a	 presentation	 of	 the	 conceptual	

framework,	 where	 the	 formulation	 of	 hypotheses	 is	 presented.	 The	 third	 section	

presents	 the	 research	ethics,	 approach	and	design,	which	 is	 followed	by	 the	 choice	of	

methodology	 and	 choice	 of	 theory.	 In	 the	 fourth	 section	 the	 empirical	 method	 is	

presented.	 The	 section	 contains	 the	 research	 strategy,	 literature	 search,	 choice	 of	

respondents,	 data	 collection	 method	 and	 an	 operationalization	 of	 the	 concepts.	 It	 is	

followed	by	data	analysis,	reliability	and	validity,	generalizability	and	the	section	ends	

with	ethical	considerations.	The	 fifth	section	presents	 the	results	 from	the	survey	and	

the	empirical	data	is	analyzed.	This	section	also	presents	the	testing	of	hypotheses	and	

it	ends	with	a	summary	of	the	results.		The	sixth	and	final	section	of	this	thesis	presents	

a	 discussion	 and	 conclusion,	 as	 well	 as	 the	 contributions.	 The	 section	 ends	 with	

limitations,	suggestions	for	future	research	and	concluding	comments.				
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2.	Theoretical	framework			
In	this	section	the	theoretical	framework	is	presented.	The	theoretical	framework	includes	

the	historical	development	of	CSR	and	its	definition,	followed	by	the	development	of	ethical	

consumption	and	consumer	behavior.	The	progress	of	generational	changes	 in	consumer	

behavior	is	also	presented.		

	

2.1	Corporate	social	responsibility			
The	history	of	CSR	is	not	relevant	for	the	analysis	itself,	but	it	is	important	to	know	and	

understand	 the	 changes	 in	 the	 development	 of	 the	 concept	 CSR.	 Corporate	 social	

responsibility	as	a	concept	was	introduced	1970	by	Milton	Friedman,	who	argued	that	

the	social	responsibilities	of	businesses	only	were	in	use	to	increase	profit	and	cover	the	

legal	aspects.	The	responsibilities	only	supported	the	shareholders	to	gain	more,	while	

the	environment	was	not	in	focus	(Friedman,	1970).	Nine	years	later	explained	Archie	

B.	Caroll	(1979)	the	three-	dimensional	model	of	social	responsibilities	that	companies	

had	towards	society.	The	model	consisted	of	four	steps;	the	two	first	steps	of	the	figure	

are	 based	 on	what	 society	 required	 as	 economic	 and	 legal	 responsibilities.	 The	 third	

step	is	what	society	expects	from	companies	such	as	ethical	responsibilities.	The	fourth	

step	 is	 discretionary	 responsibilities,	 which	 at	 time	 was	 uncertain	 since	 it	 was	

voluntary.	 In	 1991,	 Caroll	 refined	 the	 model	 and	 the	 fourth	 step	 discretionary	

developed	and	became	philanthropy,	which	is	desired	by	society.	The	model	became	the	

pyramid	 of	 corporate	 responsibility	 with	 steps	 of	 what	 is	 required,	 expected	 and	

desired	by	 the	 society.	The	pyramid	 showed	 that	 the	 stakeholders	have	an	 important	

role	 in	 CSR	 (Caroll,	 1991).	 The	 development	 of	 the	 fourth	 step	may	 suggest	 that	 the	

interest	 and	 awareness	 for	 CSR	has	 increased	 over	 time,	 since	 it	 is	 something	 that	 is	

desired	 by	 society.	 Another	 twenty	 years	 later	 Aksak,	 Ferguson	 and	 Duman	 (2014)	

argue	that	CSR	is	changed	due	to	context,	era	and	culture,	therefore	it	is	a	challenge	to	

define.	CSR	implies	several	approaches	and	is	different	depending	on	where	companies	

work,	whom	they	want	to	reach	out	to	and	which	age	group	they	want	to	attain.	In	this	

thesis	 CSR	will	 be	defined	 as	what	 companies	do	 to	make	 the	 society	 better,	 or	what	

they	 try	 to	 do	 (Crane	 &	 Matten,	 2010.	 	 Due	 to	 increased	 awareness	 and	 consumer	

shopping	for	a	better	world	it	is	demonstrated	that	CSR	has	had	an	impact	(Eisingerich	

et	al.,	2011).		
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2.1.1.	Stakeholder	pressure	

In	the	past	the	shareholders	were	the	dominant	party	that	companies	had	to	answer	to,	

but	with	the	increased	ethical	consumption,	consumers	have	began	to	take	up	more	and	

more	 demanding	 space	 as	 stakeholders	 (Jamali,	 2007).	 According	 to	 Spiller	 (2000),	

there	are	six	main	stakeholder	groups,	which	are	community,	environment,	employees,	

customers,	 suppliers	 and	 shareholders.	 These	 six	 groups	 have	 then	 been	 assigned	

several	key	business	practices	that	are	important	for	each	stakeholder.	The	consumers,	

according	to	Spiller	(2000),	have	several	demanding	factors	such	as	truthful	promotion,	

consumer	 dialogue	 and	 most	 relevant	 to	 this	 thesis,	 environmentally	 and	 socially	

responsible	 product	 composition.	 Other	 connected	 stakeholders	 such	 as	 environment	

include	waste	management,	energy	conservation	and	environmental	 requirements	 for	

suppliers.	 	 The	 community	 is	 another	 stakeholder,	 which	 demand	 generous	 financial	

donations,	 support	 for	 education	 and	 job	 training	 programs,	 support	 for	 the	 local	

community	 and	 disclosure	 of	 environmental	 and	 social	 performance	 (Spiller,	 2000).	

With	several	stakeholders	to	relate	to	it	is	difficult	to	evaluate	which	stakeholder	is	the	

most	 important	 one	 to	 please	 (Carrigan	&	Attalla,	 2001).	 Carrigan	 and	Attalla	 (2001)	

continue	by	saying	it	is	difficult	to	make	reliable	ethical	judgments	that	avoid	harming	

stakeholders	interest	or	to	achieve	equal	good	for	all	stakeholders.	Carrigan	and	Attalla	

(2001)	 continue	 with	 this	 statement	 by	 saying	 that	 all	 stakeholders	 matter	 but	 the	

difficulty	lies	in	balancing	the	importance	of	each	individual	stakeholder.	To	battle	this	

problem,	 companies	 have	 begun	 to	 selectively	 prioritize	 their	 different	 stakeholders	

according	 to	 instrumental	 and/or	 normative	 considerations.	 This	 is	 also	 due	 to	

companies’	limitation	of	resources,	thus	avoiding	producing	every	type	of	ethical	value	

for	every	stakeholder	(Jamali,	2007).	In	this	thesis	the	consumer	is	the	most	important	

stakeholder,	therefore	the	following	will	explain	consumer	behavior.		

	

2.2	Consumer	behavior		
Fahy	 and	 Jobber	 (2012)	 state	 the	 importance	 for	 companies	 of	 understanding	 the	

consumer	 and	 to	 understand	 the	 consumers’	 behavior	 is	 beneficial	 to	 know	 how	

consumers	 make	 purchases.	 Consumer	 behavior	 is	 studied	 from	 economical,	

psychological,	sociological	and	cultural	perspectives	(Fahy	&	Jobber,	2012).	Smith,	Van	

Baaren	and	Wigboldus	(2005)	argues	that	consumers’	behaviors	is	modified	due	to	the	

situations	they	are	acting	in	and	that	they	are	unconscious	of	how	they	make	decisions	
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of	what	to	purchase.	They	continue	by	discussing	that	the	awareness	of	what	product	to	

purchase	 depends	 on	 the	 price	 and	 what	 value	 it	 bring	 the	 consumer.	 To	 make	 a	

decision	the	consumer	process	 information	from	earlier	purchases	and	knowledge.	To	

make	a	purchase	 is	also	a	social	game	of	seeing	what	others	do	and	which	brands	are	

accepted	 by	 society	 (Smith	 et	 al.,	 2005).	 In	 consumer	 behavior	 the	 act	 of	 mimicking	

others	is	an	important	factor,	it	can	be	what	celebrities	are	buying	or	what	someone	in	

the	 local	 store	 buys	 (Smith	 et	 al.,	 2005).	 	 According	 to	 Fahy	 and	 Jobber	 (2012)	

consumers	will	seek	for	information	before	a	purchase	since	it	is	important	to	make	the	

right	choices.	Fahy	and	Jobber	(2012)	agrees	with	Smith	et	al.	(2005)	that	it	depends	on	

what	kind	of	purchase	it	 is,	 for	example	a	habitual	purchase	is	deemed	less	 important	

regarding	ethical	concerns.	 	The	level	of	involvement	is	also	a	significant	factor	that	in	

situations	 can	 be	 seen	 as	 an	 extreme	 behavior,	which	 can	 result	 in	 boycotts	 (Fahy	&	

Jobber,	 2012).	 Further,	 consumers	have	 a	 responsibility	 since	 they	 can	demand	more	

and	 pressure	 companies	 to	 do	 better;	 therefore	 their	 behavior	 is	 important	 for	

companies	(Crane	&	Matten,	2010).			
	
Klein	et	al.	(2004)	discuss	that	an	increased	involvement	in	companies’	actions	suggest	

that	 consumers	 can	 use	 more	 extreme	 methods	 to	 show	 their	 disagreement	 to	

companies	 and	 their	 products,	 one	 way	 is	 through	 boycotting.	 The	 authors	 define	

boycotting	 as	 a	 part	 of	 consumer	 behavior	 and	 it	 occurs	 when	 companies	 fails	 at	

sustaining	 a	 sufficient	 consumer	 focus.	 There	 are	 four	 factors	 that	 make	 consumers	

boycott;	 the	 first	 is	 the	 desire	 to	make	 a	 difference.	 This	 factor	 is	 to	make	 the	 firms	

change	their	targets,	behavior	and	belief	that	each	boycotter	can	contribute	to	achieve	

the	 collective	 goal.	 The	 second	 factor	 is	 self-enhancement	 that	 focuses	 more	 on	 the	

individual	 boycotter	 to	 boost	 the	 self-esteem	 and	 make	 themselves	 feel	 good	 about	

them,	 also	 to	 be	 admired	 by	 other	 consumers.	 The	 third	 factor	 is	 counter	 arguments	

that	 inhibit	 boycotting	 and	 highlights	 that	 the	 cost	 of	 helping	 others	 increases	 and	

helping	 decreases.	 Embedded	 in	 the	 third	 step	 are	 the	 free	 riders	 that	 believe	 their	

partition	 will	 not	 have	 an	 impact	 and	 change	 the	 company	 so	 they	 choose	 to	 not	

participate.	 The	 last	 and	 fourth	 factor	 is	 the	 cost	 of	 boycotting,	 which	 is	 whether	

individuals	loose	or	win	when	they	boycott	certain	products	that	have	been	included	in	

their	usual	consumption.	Klein	et	al.	(2004)	continues	by	saying	that	consumers	with	a	

stronger	 relation	 to	 the	 company	 with	 bad	 social	 responsibility	 are	 more	 likely	 to	
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boycott.	Crane	and	Matten	(2010)	and	Klein	et	al.	(2004)	are	in	an	agreement	that	the	

consumers	have	the	power	to	make	a	change.	Klein	et	al.	(2004)	also	claims	that	women	

are	more	inclined	to	boycott	products	if	they	are	not	satisfied	with	their	ethical	needs.	

Due	to	greater	public	attention	to	CSR,	consumers	are	functioning	as	a	mechanism	for	

social	control	and	the	dedication	has	led	to	a	higher	relevance	for	boycotts.	Females	are	

not	 only	more	 willing	 to	 boycott	 products,	 they	 are	 also	more	 concerned	 about	 CSR	

issues	and	ethics	compared	to	males	(Del	Mar	Alonso-Almeida,	Navarrete	&	Rodriguez-

Pomeda,	2015;	Arlow,	1991).	Crane	and	Matten	 (2010)	 states	 that	 the	consumers	are	

king	 and	 they	 can	 affect	 the	 companies	 to	 be	 more	 CSR	 oriented.	 Öberseder,	

Schlegelmilch	and	Gruber	(2011)	contradicts	that	consumers	do	not	care	if	companies	

have	CSR	or	not	 but	 that	 firms	 are	 increasingly	 engaging	 in	 their	work	with	CSR	 and	

how	to	communicate	it	to	consumers.	CSR	only	plays	a	minor	role	when	consumers	are	

deciding	what	 to	purchase,	despite	 their	 interest	 in	making	 the	world	better.	Lee	and	

Shin	 (2010)	disagree	 and	 state	 that	 consumers	understanding	of	 CSR	will	 affect	 their	

purchases.		Öberseder	et	al.	(2011)	argue	that	if	consumers	are	aware	of	what	CSR	is,	it	

can	 lead	 to	 a	 changed	 behavior	 in	 the	 decision	 making	 process	 and	 products	 from	

socially	responsible	companies	will	be	purchased.	In	general,	consumers	are	not	aware	

of	what	 CSR	 is	 and	 there	 is	 lack	 of	 understanding.	 According	 to	 Auger	 and	Devinney	

(2007)	consumers	are	aware	of	ethical	purchases	and	CSR,	they	even	say	that	they	are	

willing	 to	pay	more	 for	 it,	but	 it	 is	not	shown	in	 their	purchase	behavior.	Further,	 the	

authors	 state	 that	 individual	 consumers	 have	 an	 important	 role	 through	 their	 daily	

buying	 decisions	 (Auger	 &	 Devinney,	 2007).	 	 The	 consumers’	 way	 of	 affecting	 a	

company’s	 responsibilities	 is	 to	 pressure	 the	 company	 and	 demand	 more	 ethical	

products	therefore	the	next	chapter	will	describe	ethical	consumption.	

	

2.2.1	Ethical	consumption		

Ethical	consumption	is	choosing	the	most	humane	solution	of	products	approach	and	to	

not	harm	other	living	beings	(Crane	&	Matten,	2010).		A	recent	study	conducted	in	2015	

by	 Shaw,	 McMaster	 and	 Newholm	 showed	 that		 the	 respondents	 cared	 about	 ethical	

issues	 in	 their	 everyday	 life	 and	 shopping.	This	mindset	 among	 consumers	 has	 been	

present	during	several	years;	a	study	conducted	 in	1996	 found	out	 that	50	percent	of	

consumers	would	 stop	doing	business	with	 a	 company	 if	 the	 company	behaved	 in	 an	

unethical	way	(Carrigan,	Szmigin,	&	Wright,	2004).	This	shows	that	consumers	has	been	
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actively	 aware	 that	 some	companies	behave	 in	 an	unethical	way	and	 that	 they	would	

make	an	active	choice	when	purchasing.	However,	consumers’	state	that	ethics	matter	

when	making	a	purchase,	 it	has	been	shown	that	ethics	could	be	compromised	 if	 they	

desire	 to	 buy	 a	 particular	 product	 (Carrigan,	 Szmigin,	 &	Wright,	 2004).	 According	 to	

Irwin	 (1999),	 this	 does	 not	 occur	 due	 to	 neglect	 for	 ethics,	 it	 is	 merely	 a	 conflict	

between	 how	 much	 the	 consumer	 desires	 a	 certain	 product	 and	 how	 much	 the	

consumer	is	willing	to	bend	the	ethics.	This	could	be	due	to	a	desire	for	lower	prices	or	

branded	fashion,	thus	trumping	the	ethical	desire	(Irwin,	1999).	Pelligrino	and	Farinelli	

(2009)	 state	 that	 additional	 attributes	 such	 as	 ethical	 purchases	 are	made	 for	 safety,	

taste	 and	 environmental	 protection.	 Even	 if	 the	 consumer	 cares	 about	 ethics	 when	

making	purchases,	 studies	have	 shown	 that	 the	 consumer	needs	 to	have	 a	direct	 and	

personal	 link	 to	 a	 specific	 ethical	 problem	before	 they	 indulge	 in	 an	 ethical	 purchase	

behavior	(Boulstridge	&	Carrigan,	2000).	Another	study	conducted	in	2001	showed	that	

respondents	 were	 tolerant	 of	 poor	 ethics	 if	 those	 particular	 ethics	 were	 viewed	 as	

normal	 in	 the	 host	 country.	 With	 this	 mindset,	 consumers	 could	 accept	 that	 factory	

workers	abroad	earn	below	 the	 subsistence	 level,	 if	 that	 is	 considered	normal	 in	 that	

particular	country	(Carrigan	&	Attalla,	2001).	Although	some	companies	are	effective	at	

writing	 and	 communicating	 their	 ethical	 progression,	 a	 research	 has	 shown	 that	

consumers	do	not	 rely	 on	 a	 company’s	 own	 statements	 (Carrigan,	 Szmigin,	&	Wright,	

2004).	 Carrigan	 et	 al.	 (2004)	 continues	 by	 saying	 that	 company	 literature,	 PR	 and	

advertising	are	seen	as	 less	credible	sources	 for	ethical	 consumers.	Crane	and	Matten	

(2010)	address	that	the	ethical	decision-making	can	depend	on	general	education	and	

upbringing,	 it	 is	argued	 to	be	unclear	but	differences	exist.	 	Ethical	 consumers	can	be	

both	 old	 and	 young;	 therefore	 will	 the	 next	 chapter	 present	 the	 generational	

development.		

 

2.2.2	Generational	development	

In	accordance	with	Eisingerich	et	al.	(2011)	the	awareness	of	ethical	consumption	has	

increased	over	time	and	to	understand	why,	it	has	to	be	known	how	earlier	generations	

have	 acted.	 Parment	 (2013),	 researched	 the	 generation	 Baby	 boomers,	 which	 is	

individuals	 born	 1945-	 1958.	 The	 author	 later	 compared	 the	 baby	 boomers	 with	

generation	 Y,	 which	 contains	 individuals	 born	 1977-1989.	 The	 segmentation	 of	

generations	 can	 be	 different.	 Eastman	 and	 Liu	 (2012)	 define	 the	 Baby	 boomers	 as	
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individuals	 born	 between	 1946-1964,	 Generation	 X	 born	 between	 1966-1985	 and	

Generation	Y	born	between	1986-2005.	In	this	thesis	the	years	of	generation	Y	is	set	to	

begin	 1982	 and	 end	 at	 1994,	 where	 Generation	 Z	 then	 will	 take	 over	 (KPMG	 View,	

2016).		

	

The	 generation	 segments	 are	 distinguished	 by	 different	 characteristics,	 the	 Baby	

boomer	is	said	to	be	independent	and	individualistic	(Eastman	&	Liu,	2012).	Generation	

X	 is	 described	 as	 highly	 educated	 and	with	 knowledge	 of	 technology.	 Generation	Y	 is	

claimed	to	be	the	first	high-tech	generation	and	as	more	socially	aware	(Eastman	&	Liu,	

2012).	Twenge	et	al.	(2012)	disagrees	that	Generation	Y	would	be	more	socially	aware	

and	 argues	 that	 the	 commitment	 of	 helping	 the	 society	 will	 decrease	 with	 the	 later	

generations,	therefore	they	are	calling	generation	Y	the	‘’Generation	Me’’.	Twenge	et	al.	

(2012)	continues	by	discussing	if	the	next	generation	will	be	‘’Generation	We’’	but	it	is	

still	unknown	how	Generation	Z	will	act	and	there	are	only	predictions.	Freestone	and	

Goldrick	(2008)	states	that	consumers	are	ready	to	put	their	money	where	the	morals	

are	since	they	are	highly	aware	of	today’s	ethical	issues.	Parment	(2013)	claims	that	the	

purchase	 behavior	 of	 the	 individual	 is	 correlated	 to	 which	 generation	 they	 belong.		

Twenge	et	al.	(2012)	writes	that	the	concern	for	others	such	as	having	empathy	for	out-

groups,	make	charity	donations,	 the	 importance	of	having	a	 job	worthwhile	 to	society	

have	 declined	 slightly.	 He	 concludes	 by	 stating	 that	 the	 future	 generation	 Z	 can	 have	

three	outcomes,	the	continuing	of	Generation	Me,	no	change	or	a	new	Generation	We.			

	

2.3	Conceptual	framework	
Our	 chosen	 theory	 has	 steered	 the	 formulation	 of	 the	 hypotheses	 below.	 The	

hypotheses	 in	 their	 turn	will	determine	the	empirical	material	collected.	Lee	and	Shin	

(2010)	 state	 that	 consumers	 understanding	 will	 affect	 the	 consumers	 purchase	

behavior.	 Shaw,	 McMaster	 and	 Newholm	 (2015)	 showed	 that the	 respondents	 cared		

about	 ethical	 issues	 in	 their	 everyday	 life	 and	 shopping.	 The	 mindset	 that	 ethical	

awareness	affects	the	consumption	behavior	of	individuals	has	been	shown	in	previous	

studies,	such	as	a	study	conducted	in	1996,	which	showed	that	50	percent	would	alter	

their	 consumption	 pattern	 with	 respect	 to	 ethical	 issues.	 All	 these	 theoretical	

standpoints	make	 it	 appropriate	 to	 ask	 if	 Generation	Z´s	 ethical	 awareness	will	 affect	

their	purchase	pattern	of	ethical	products.	Therefore,	the	following	hypothesis	has	been	
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constructed:			

	

Hypothesis	1:	 Increased	 ethical	awareness	will	 not	affect	Generation	Z´s	 consumption	of	

ethical	products.	

	

The	 level	 of	 involvement	 is	 a	 significant	 factor	 that	 in	 situations	 can	 be	 seen	 as	 an	

extreme	 behavior,	 which	 can	 result	 in	 boycotts	 (Fahy	 &	 Jobber,	 2012).	 Further,	

consumers	have	a	responsibility	since	they	can	demand	more	and	pressure	companies	

to	 do	 better;	 therefore	 their	 behavior	 is	 important	 for	 companies	 (Crane	 &	 Matten,	

2010).	Klein	et	al.	(2004)	discuss	that	an	increased	involvement	in	companies’	actions	

suggest	that	consumers	can	use	more	extreme	methods	to	show	their	disagreement	to	

companies	and	their	products,	one	way	is	 through	boycotting.	As	shown	in	the	theory	

there	is	a	tendency	to	boycott	if	the	customers	do	not	agree	with	a	companies	course	of	

action	or	their	products.	Therefore,	it	is	relevant	to	investigate	if	Generation	Z	behaves	

in	a	similar	way	 if	 they	disagree	with	a	company.	As	a	result	 the	 following	hypothesis	

has	been	constructed:		

	

Hypothesis	2:	Generation	Z	consumers	will	not	boycott	a	product	if	the	company	behaves	

in	an	unethical	way.	
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3.	Theoretical	method		
This	section	discusses	research	ethics,	our	approach	and	study	design.	This	is	followed	by	a	
discussion	of	our	choice	of	methodology	and	theory.				
	
	
3.1	Research	ethics,	approach	and	design	
This	study	will	be	based	on	a	survey	that	will	be	conducted	on	individuals	born	in	1997.	

The	ethical	reason	behind	this	choice	is	that	individuals	born	in	1997	are	the	latest	age	

group	that	has	reached	the	age	of	maturity.	When	individuals	reach	the	age	of	maturity	

they	can	decide	if	they	wish	to	participate	in	a	survey.	If	the	survey	is	to	be	conducted	

on	younger	individuals,	the	legal	guardians	must	make	the	decisions	as	to	whether	the	

children	 participate	 in	 the	 survey	 or	 not.	 As	 established	 by	 Denscombe	 (2014)	 it	 is	

important	 that	 researchers	 respect	 the	 relevant	 laws	 and	 ethics	 while	 conducting	 a	

study.		

	

The	purpose	of	this	thesis	is	to	study	if	ethical	products	and	ethical	consumption	have	

an	effect	on	the	buying	behavior	of	Generation	Z.		By	making	hypotheses	and	testing	if	

there	is	a	correlation	between	ethical	consumption	and	age,	it	is	necessary	to	employ	a	

deductive	approach.	Patal	and	Davidsson	(2011)	support	this	view	arguing	that	science	

is	 expected	 to	 explain	 the	 cause-effect	 relationship	 and	 theory	 is	 the	 basis	 of	

establishing	suitable	hypotheses	that	can	be	tested	using	scientific	methods.			

	

The	research	design	is	designed	to	provide	an	answer	to	the	research	question	and	to	

fulfill	the	purpose	of	the	study	(Bryman	&	Bell,	2015).	The	research	design	that	will	be	

used	in	this	study	is	a	cross-sectional	design,	also	called	a	social	survey	design.	Since	it	

is	a	survey	where	the	collection	of	data	will	be	conducted	for	more	than	one	case,	thus	

making	 the	 survey	 according	 to	 a	 Cross-sectional	 design	 (Bryman	&	Bell,	 2015).	 This	

Cross-sectional	 design	 is	 also	 appropriate	 for	 this	 thesis	 since	 the	 study	 researches	

several	 classes	 of	 teenagers	 that	 were	 born	 in	 1997,	 these	 students	 are	 studying	

business,	society,	or	vocational	programmes.	The	survey	is	performed	on	different	dates	

but	the	respondents	answer	the	questionnaire	on	one	occasion	only	according	to	when	

the	 classes	 were	 available.	 In	 accordance	 with	 a	 cross-sectional	 design	 the	 samples	

were	thus	collected	at	the	same	time	since	the	questionnaire	was	answered	once	by	the	

teenagers	 born	 in	 1997.	 The	 answers	were	 then	 compiled	 and	 possible	 relationships	
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between	 variables	 will	 be	 analyzed	 (Bryman	 &	 Bell,	 2015).	 	 The	 research	 design	 is	

based	 on	whether	 it	 is	 a	 qualitative	 or	 a	 quantitative	 research.	 The	 following	 section	

introduces	our	methodology.		

	

3.2	Choice	of	methodology		
At	 the	 beginning	 of	 a	 research	 project	 all	 researchers	 must	 analyze	 which	 research	

approach	that	will	be	best	to	fulfill	 the	purpose	and	therefore	choose	between	using	a	

quantitative	 or	 qualitative	method.	 Bryman	 and	 Bell	 (2015)	 distinguish	 between	 the	

methods	by	stating	that	a	quantitative	method	employ	measurements	and	a	qualitative	

method	does	not.	Ethical	consumption	has	earlier	been	researched	with	the	aid	of	both	

a	qualitative	and	a	quantitative	method.		

	

Bryman	 and	 Bell	 (2015)	 argue	 that	 a	 quantitative	 method	 allows	 the	 researcher	 to	

categorize	people	and	define	differences,	also	measure	their	attitude.	Since	the	purpose	

of	 this	 thesis	 is	 to	study	 if	ethical	products	and	ethical	consumption	have	an	effect	on	

the	 buying	 behavior	 of	 Generation	 Z,	 it	 is	 appropriate	 to	 define	 and	 measure	 their	

attitude	 and	 therefore,	 a	 quantitative	 research	 strategy	 is	 optimal	 for	 this	 study.	 The	

survey	will	be	conducted	on	teenagers	born	1997.	All	teenagers	will	be	anonymous	and	

in	accordance	with	a	quantitative	method	the	sample	will	be	analyzed	objectively.	As	a	

counter	 argument	 the	 researcher	 still	 makes	 a	 selection	 of	 what	 will	 be	 analyzed	

(Bryman	 &	 Bell,	 2015).	 A	 quantitative	 method	 is	 useful	 for	 sampling	 and	 analyzes	

greater	 data	 sets,	 which	 is	 appropriate	 for	 this	 study	 since	 a	 greater	 data	 set	 will	

provide	a	broader	view	of	the	respondent’s	attitude	(Bryman	&	Bell,	2015).		

	

One	 other	 argument	 for	 this	 study	 to	 use	 a	 quantitative	 research	 method	 is	 that	

quantitative	research	can	be	used	to	generalize	and	represent	a	larger	group	(Bryman	&	

Bell,	2015).	Since	it	is	Generation	Z	that	is	the	selected	sample	the	results	can	aim	to	be	

generalized	 with	 a	 quantitative	 method.	 Another	 reason	 for	 using	 a	 quantitative	

approach	 is	 that	 the	 study	 can	 easily	 be	 replicated	where	 researchers	 wish	 to	 study	

another	or	the	same	generation	(Bryman	&	Bell,	2015).	There	is	also	the	positive	effect	

of	gathering	material	 in	an	objective	way;	viewing	 the	material	objectively	maximizes	

the	chance	of	describing	 the	material	as	 closely	 to	 reality	as	possible	 (Bryman	&	Bell,	
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2015).	 To	 make	 the	 study	 credible	 the	 material	 needs	 to	 be	 based	 on	 theory.	 The	

following	section	presents	our	chosen	theory	and	its	rationale.		

	

3.3	Choice	of	theory	
Bryman	 and	 Bell	 (2015)	 argue	 that	 concepts	 and	 theories	 are	 the	 start	 point	 of	 a	

research	project	and	that	the	researcher	may	collect	data	to	understand	the	connection	

between	different	concepts.	Existing	theories	are	introduced	and	explained	in	order	to	

give	 the	 reader	 a	 clearer	 view	 of	 the	 concepts	 that	 is	 studied.	 CSR	 and	 consumer	

behavior	will	be	the	main	theories	that	are	brought	together	and	constitute	the	concept	

of	ethical	consumption.	CSR	gives	more	of	a	firm’s	perspective	on	social	responsibilities	

since	it	is	a	strategy	for	companies.	To	understand	CSR	from	a	consumer’s	perspective	

the	consumer	behavior	have	to	be	equally	important.	The	firm’s	perspective	on	CSR	will	

not	 directly	 be	 discussed	 in	 this	 thesis.	 To	 understand	 CSR	 its	 history	 needs	 to	 be	

discussed,	therefore	Friedman’s	(1970)	theory	of	CSR	as	a	strategy	to	make	profit	and	

Carroll’s	 (1979;	 1991)	model	 of	what	 the	 society	 demands	 and	 desires.	 An	 historical	

perspective	 is	 not	 relevant	 here.	 However,	 the	 evolution	 of	 CSR	 is	 important	 as	

awareness	is	raised	over	time	(Eisingerich	et	al.,	2011).	Stakeholders	are	the	ones	who	

can	put	pressure	on	the	company	and	the	most	important	stakeholder	in	this	thesis	 is	

the	consumer.		

	

Consumer	 behavior	 is	 discussed	 and	 defined	 in	 order	 to	 understand	 how	 consumers	

make	purchases	and	what	influences	them	to	buy	a	certain	product.	General	knowledge	

of	consumer	behavior	is	significant	for	understanding	ethical	consumerism	and	how	the	

ethical	consumers	function.	It	is	also	of	interest	to	understand	consumer	behavior	when	

trying	to	impose	their	will.	For	this	reason	we	draw	attention	to	the	work	of	Klein	et	al.	

(2004),	whose	theory	of	why	consumers	boycott	certain	products	is	highly	relevant	to	

the	present	study.	We	apply	their	theory	concerning	ethical	consumption	and	consumer	

behavior	to	Generation	Z	to	see	how	they	are	thinking.		

	

The	evolution	of	how	generations’	ethical	awareness	has	developed	is	a	subject	that	is	

limited	researched.	The	newer	generations	is	said	to	be	more	ethical	aware	according	to	

some	researches	(Eisingerich	et	al.,	2011;	Freestone	and	Goldrick,	2008;	Twenge	et	al.,	

2012).	 	 Further	 information	 about	 Generation	 Z	 has	 been	 gathered	 through	 popular	
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press	 as	 The	 Economist	 and	 Veckans	 Affärer.	 The	 categorization	 of	 the	 generation-

groups	 varies,	 which	makes	 the	 categorization	 difficult.	 In	 this	 study	 Generation	 Z	 is	

said	 to	 contain	 individuals	born	1995	and	 forward	based	on	 the	popular	press	KPMG	

View	by	KPMG	(2016).	There	are	mostly	predictions	regarding	how	the	next	generation	

will	 act	 compared	 to	 earlier	 generations.	 	The	 collection	of	data	 to	 analyze	 the	 future	

buying	force	is	presented	in	the	next	section	empirical	method.		
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4.	Empirical	method		
This	 section	 presents	 the	 research	 strategy,	 choice	 of	 respondents	 and	 data	 collection	

method	are	presented	they	are	 followed	by	a	demonstration	of	 the	operationalization	of	

the	 concepts,	 data	 analysis,	 reliability	 and	 validity,	 generalizability	 and	 ethical	

considerations.		
	
4.1.	Research	strategy		
Research	 strategies	 come	 in	 several	 forms.	Denscombe	 (2014)	 claims	 that	 there	 is	no	

right	 or	wrong	 research	 strategy:	 a	 strategy	 can	 only	 be	 evaluated	 in	 relation	 to	 the	

purpose	 of	 the	 study.	 Bryman	 and	 Bell	 (2015)	 argue	 that	 the	 research	 strategy	 is	

dependent	on	how	the	study	is	designed;	the	choices	presented	are	experimental,	cross-

sectional,	 longitudinal,	 case	 study	 and	 comparative.	 How	 the	 design	 is	 performed	

indicates	if	the	study	is	a	quantitative	or	a	qualitative	one.		Denscombe	(2014)	presents	

an	 alternative	 to	 the	 research	 strategies,	which	 are	 survey,	 case	 study,	 experimental,	

ethnographic,	phenomenological,	grounded	theory,	action	research,	systematic	research	

summary	 and	 method	 combinations.	 After	 reading	 about	 the	 several	 options	 one	

particular	strategy	was	chosen.	We	have	opted	for	a	quantitative	survey	since	it	is	best	

suitable	 strategy	 for	 answering	 our	 purpose.	 Bryman	 and	 Bell	 (2015)	 describe	 the	

strategy	 as	 a	 social	 survey	 carried	 out	 at	 a	 single	 point	 in	 time.	 Denscombe	 (2014)	

describes	 a	 survey	 differently,	 presenting	 it	 as	 a	 way	 to	 measure	 aspects	 of	 social	

phenomena	or	trends	followed	by	the	collection	of	data	that	leads	to	the	selection	of	a	

theory.	 Further,	 the	 research	 strategy	does	not	only	 refer	 to	 the	 research	philosophy,	

approach,	 design	 and	 methodology	 described	 in	 section	 three	 above,	 but	 also	 a	

presentation	of	the	research	process	as	a	whole.	This	is	followed	by	a	description	of	the	

research	process.			

	

4.2	The	literature	search		
To	 build	 a	 relevant	 and	 reliable	 theoretical	 framework	 the	 literature	 search	 has	

primarily	consisted	of	scientific	articles.	The	research	process	started	with	an	extensive	

search	of	relevant	literature	and	scientific	articles	were	found	primarily	in	Kristianstad	

University’s	 search	 engine	 Summon@HKR.	 This	 uses	 several	 article	 databases.	 Our	

focus	 has	 been	 on	 peer-reviewed	 articles.	 The	 key	 terms	 used	 were	 CSR,	 ethical	

consumption,	 consumer	 behavior,	 stakeholder	 pressure	 and	 ethical	 consumer.	 These	
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were	 then	 used	 in	 combination	 with	 other	 search	 terms	 such	 as	 generational	

differences,	 consumer	pressure,	 ethical	 products,	 boycott	 and	power	 of	 consumers	 to	

find	research	possible	to	explain	if	ethical	products	and	ethical	consumption	affect	the	

buying	behavior	 of	Generation	Z.	 The	key	 terms	have	been	used	on	 their	 own	and	 in	

combination	 to	 provide	 a	 wider	 context	 of	 CSR,	 consumer	 behavior	 and	 ethical	

consumption.	A	mixture	of	 old	 and	new	articles	has	been	 searched	 for	 to	 get	 a	wider	

understanding	of	the	used	concepts.	Since	ethical	awareness	is	suggested	to	have	been	

increased	over	time	both	old	a	new	articles	have	been	helpful.		During	the	exploration	of	

articles	all	sources	 found	were	critically	 judged	to	the	best	of	our	ability,	which	 led	to	

the	 rejection	 of	 a	 number	 of	 sources	 on	 the	 grounds	 of	 the	 relevancy	 for	 our	 study,	

number	of	citation,	if	it	is	peer	reviewed	and	where	the	article	has	been	published.	The	

following	presents	the	choice	of	respondents.		

	

4.3	Choice	of	respondents			
According	 to	Statistics	Sweden	82	855	children	were	born	 in	1997	 in	Sweden,	 in	 this	

study	 108	 individuals	 have	 responded	 (Statistics	 Sweden,	 1998).	 The	 study	 is	

conducted	on	Swedish	teenagers	born	1997,	since	these	are	a	part	of	generation	Z	and	

they	recently	reach	age	of	majority.	The	reason	for	choosing	teenagers	born	1997	is	that	

they	were	relatively	easy	to	reach	out	to	since	they	still	are	 in	High	School	and	 it	was	

possible	to	visit	the	High	Schools	and	make	the	survey	face	to	face.	Denscombe	(2014)	

explains	 this	 procedure	 as	 a	 method,	 which	 enables	 the	 researcher	 to	 gather	 more	

answers.	The	sample	should	be	able	to	represent	the	population,	but	there	is	no	definite	

answer	to	how	big	the	sample	must	be	(Bryman	&	Bell,	2015).	This	study	 is	based	on	

teenagers	that	studies	at	 two	of	Kristianstad’s	High	Schools	at	Söderport	and	Wendes.	

The	sample	covers	both	vocational	and	university	preparatory	educations	to	get	a	wider	

understanding	in	attitudes	towards	ethics.	Since	High	Schools	in	Kristianstad	have	been	

used	the	sampling	method	can	be	identified	as	convenience	sampling.	The	convenience	

sampling	implies	that	the	sample	is	easily	accessed	for	the	researcher	but	it	can	cause	

difficulties	to	generalize.	The	process	of	receiving	responses	from	the	108	teenagers	has	

led	to	the	following	chapter	were	the	data	collection	method	will	be	presented.	
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4.4	Data	collection	method		
The	 first	step	 in	 the	data	collection	process	was	to	call	and	email	High	Schools	within	

Kristianstad	 and	 Hässleholm	 County.	 The	 subject	 of	 the	 thesis	 was	 described,	 which	

university	 and	 which	 program	 we	 as	 authors	 study	 at.	 The	 High	 Schools	 were	 then	

asked	 if	a	 survey	could	be	conducted	during	class	 time	and	only	 in	classes	containing	

3rd	year	students	which	is	containing	students	born	in	1997.	We	acknowledge	that	the	

respondent	group	may	consist	of	teenagers	born	in	1996	and	1998,	beyond	the	desired	

target	group	of	teenagers	born	in	1997.	This	is	due	to	students’	ability	to	skip	or	repeat	

a	 year	 in	 school.	 	 It	 proved	 difficult	 to	 obtain	 any	 real	 commitments	 from	 the	 High	

Schools	 since	 the	 responsible	 party	was	 hard	 to	 locate.	 As	 a	 result,	 personal	 visits	 to	

some	schools	were	conducted	in	the	hope	of	getting	a	better	response.	It	proved	difficult	

to	conduct	surveys	on	several	High	Schools	since	the	students	had	national	tests	during	

that	time	and	a	lot	of	other	students	had	asked	if	they	could	conduct	a	survey	during	the	

same	period.	Two	out	of	the	five	schools	agreed	to	collaborate.	One	school	allowed	the	

survey	to	be	posted	on	the	internal	network	so	that	the	students	could	answer	online;	

the	other	two	schools	were	too	occupied	to	allow	a	survey	to	be	conducted.	The	main	

goal	 was	 to	 conduct	 the	 survey	 in	 classrooms	 since	 it	 allows	 for	 better	 attention;	

dedication	 and	 therefore	more	 answers	 could	 be	 collected	 (Denscombe,	 2014).	 Since	

the	 teaching	 language	 in	 Swedish	High	 Schools	 is	 Swedish,	 the	 survey	was	written	 in	

Swedish	(Appendix	1)	and	then	translated	into	English	(Appendix	2).	

	

4.4.1	Pilot	test		

Before	 conducting	 the	 survey	 in	 the	 classrooms,	 a	 pilot	 test	 was	 completed	 with	 3	

individuals	 that	 match	 the	 research	 group	 of	 Generation	 Z.	 In	 this	 pilot	 test	 vague	

questions	were	detected	and	could	be	altered	so	that	the	respondents	could	understand	

them	better.	A	meeting	was	 then	scheduled	with	a	 lecturer	at	Kristianstad	University,	

who	 has	 considerable	 experience	 from	 conducting	 surveys.	 This	 meeting	 revealed	

several	possible	 improvements	 such	as	 changing	most	of	 the	questions	 to	 conform	 to	

the	Likert	scale,	which	facilitates	analysis.	

	

4.4.2	Field	Collection		

At	a	meeting	with	the	principal	of	C4	High	School,	an	agreement	was	reached	and	the	

survey	would	be	released	on	 the	schools	 Internet	platform	 for	students,	however,	 the	
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survey	was	 never	 released	 on	 the	 platform	 even	 though	 it	was	 sent	 to	 the	 principal.	

There	was	also	a	discussion	with	a	 teacher	at	 the	hairdresser	program	at	Milner	high	

school.	Unfortunately,	a	 time	 for	conducting	 the	survey	could	not	be	 found	due	 to	 the	

student’s	hectic	schedule.	Discussions	were	conducted	with	principals	from	Hässleholm	

technical	 High	 School	 and	 Österäng	 High	 School	 since	 those	 schools	 have	 science	

programs.	However,	the	students	at	these	schools	were	to	busy	with	national	tests	and	

other	 surveys.	 The	 survey	 was	 constructed	 on	 the	 premise	 that	 every	 school	 would	

attend,	therefore	the	survey	contains	programs	that	is	not	represented.			

	

On	the	29th	April	the	first	survey	was	conducted	in	one	class	on	Söderport	High	School.	

Before	 the	 survey	was	 answered,	 the	 students	 were	 informed	 about	 the	 topic	 of	 the	

thesis,	 that	 the	 survey	 was	 voluntary	 and	 that	 every	 individual	 answering	 was	

answering	the	survey	anonymously.	After	the	information,	the	survey	was	handed	out	

to	 the	 students	 and	 they	 could	 begin	 answering	 the	 questions.	 After	 the	 survey	 was	

collected,	a	brief	 reminder	of	 that	 the	 respondents	could	email	 if	 they	wished	 to	 read	

the	 completed	 thesis.	On	3rd	May	 a	 class	was	 visited	 at	Wendes	High	 School	 and	 the	

same	procedure	of	explaining	to	the	students	about	the	topic,	voluntary	and	anonymous	

participation	was	 followed.	On	4th	May,	 Söderport	High	School	was	visited	again	and	

three	different	classes	were	surveyed,	the	same	procedure	of	explaining	to	the	students	

about	the	topic,	voluntary	and	anonymous	participation	was	followed.		

	

4.5.	Operationalization		
The	process	of	operationalization	implies	converting	concepts	 into	measures	(Bryman	

&	Bell,	2015).	This	study	uses	a	self-completion	questionnaire	where	the	questions	are	

constructed	 as	 indicators	 for	 being	 able	 to	measure	 the	 chosen	 concepts.	Most	 of	 the	

questions	measures	 attitude	with	 the	 help	 of	 a	 Likert-scale.	 Bryman	 and	 Bell	 (2015)	

describes	 the	 Likert-scale	 as	 a	 cluster	 of	 attitudes	 that	 can	 be	 investigated,	 in	 our	

questionnaire	a	seven-point	scale	is	used.	The	following	will	present	the	operationalized	

concepts	of	this	study	in	the	form	of	dependent,	independent	and	control	variables.		

	

4.5.1	Dependent	variables		

The	 dependent	 variables	 in	 this	 study	 is	 how	 frequently	 the	 individual	 teenager	 and	

their	families	purchase	ethical	products	and	the	tendency	to	boycott.		
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4.5.1.1	Frequency	of	ethical	purchases		

The	 ethical	 consumer	 is	 said	 to	 consider	 each	 purchase,	 think	 about	 the	 impact	 they	

have	and	to	reduce	their	ecological	footprint	(Low	&	Davenport,	2007).	To	be	an	ethical	

consumer	 it	 is	 required	 that	 the	consumer	chooses	 the	products	 that	 is	most	humane	

and	 have	 least	 impact	 on	 other	 living	 beings	 (Crane	&	Matten,	 2010).	 The	 process	 of	

identifying	 the	 consumption	 of	 the	 individual	 teenager	 and	 of	 their	 families	 was	

measured	 by	 asking	 how	 often	 they	 made	 purchases	 of	 ecological	 or/and	 Fairtraide	

products.	It	was	estimated	by	a	seven-point	Likert-scale	where	one	represented	rarely	

and	 seven	 represented	 often.	 The	 frequency	 has	 been	measure	 on	 both	 an	 individual	

and	a	family	level.	The	family	level	is	used	since	consumer	behavior	is	affected	by	what	

others	do,	a	kind	of	mimicking	(Smith	et	al.,	2005).	How	often	the	family	makes	an	ethic	

purchase	was	also	added	since	most	of	 the	 teenagers	still	 live	with	 their	parents.	The	

teenagers	 and	 the	 parents	 can	 affect	 each	 other	 to	 make	 better	 choices.	 The	

measurement	 will	 be	 positive	 towards	 ethics	 if	 the	 teenager	 and	 the	 family	 is	

purchasing	ecological	and	Fairtrade	products	frequently,	closer	to	often.		

	

4.5.1.2	Boycott		

The	second	dependent	variable	is	the	tendency	to	boycott.	Klein	et	al.	(2004)	claim	that	

this	 extreme	 method	 can	 convey	 the	 consumers’	 disagreement	 to	 companies.	 The	

consumers	have	the	power	and	can	therefore	choose	to	not	buy	products	from	a	certain	

company	if	they	behave	badly.		If	the	person	has	more	tendencies	to	boycott,	the	person	

is	meant	 to	be	more	positive	 to	ethics.	The	measurement	 is	based	on	 three	questions	

that	mention	 scenarios	where	 the	 individual	 have	 to	 estimate	 their	 attitude	 from	 the	

seven-point	 Likert-scale	where	one	 represent	 disagree	 and	 seven	 represents	 agree.	 If	

the	teenager	answers	agree	it	is	measured	as	more	positive	tendency	to	boycott.		

	

4.5.2	Independent	variables	

The	 dependent	 variable	 in	 this	 study	 is	 ethical	 awareness,	 which	 is	 divided	 in	 four	

different	alternatives;	poor	working	conditions,	poor	manufacturing,	animal	testing	and	

environmental	hazardous	spraying.		
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4.5.2.1	Ethical	awareness		

Pelligrino	and	Farinelli	(2009)	state	that	attributes	such	as	ethical	purchases	are	made	

for	 safety,	 taste	 and	 environmental	 protection.	 Therefore,	 four	 questions	 were	

constructed	 which	 aimed	 to	 investigate	 how	 different	 safety	 and	 environmental	

protection	attributes	affected	a	purchase	made	by	the	respondents.	These	four	factors	

were;	 poor	 working	 relationship,	 poor	 manufacturing	 process,	 animal	 testing	 and	

environmental	 hazardous	 spraying.	 The	 four	 factors	 were	 later	 constructed	 into	 one	

variable,	 which	measure	 ethical	 awareness.	 A	 higher	 score	 indicates	 a	more	 positive	

attitude	towards	ethics.		

	

4.5.3	Control	variables	

The	 control	 variables	 in	 this	 study	 are	 important	 factors	when	purchasing	 both	 ethic	

and	not	ethic	products,	how	ethical	the	teenagers	are,	gender,	education,	which	sources	

they	trust,	if	the	teenagers	know	what	CSR	is	and	if	they	are	more	aware	compared	to	

their	parents.		

	

4.5.3.1	Gender		
The	 first	 control	 variable	 that	 will	 be	 used	 is	 gender,	 since	 researches	 argues	 that	

women	indulge	more	in	boycott	than	men	(Klein	et	al.,	2004).	It	is	also	said	that	women	

care	more	 of	 CSR	 and	 ethics	 compared	 to	men	 (Del	Mar	Alonso-Almeida	 et	 al.,	 2015;	

Arlow,	 1991).	 This	 could	 affect	 the	 answers	 and	 should,	 therefore,	 to	 be	 taken	 into	

account.	 	The	question	was	dichotomous	and	 the	respondent	could	chose	 from	girl	or	

boy.			

	

4.5.3.2	Education			
Education	 will	 be	 used	 as	 the	 second	 control	 variable	 since	 it	 can	 influence	 the	

individual	 on	 ethical	 decision-making.	Morals	 can	 be	 changed	 due	 to	 upbringing	 and	

general	 education,	 it	 is	 argued	 that	 it	 is	 unclear	 but	 differences	 can	 appear	 (Crane	&	

Matten,	2010).	Since	education	can	affect	the	answers,	the	variable	is	important	to	take	

into	consideration.	The	alternative	given	can	be	seen	in	appendix	2,	question	2.					

	

4.5.3.3	Knowledge	of	CSR		
Öberseder	et	al.	(2011)	states	that	if	consumers	are	aware	of	what	CSR	is	it	can	lead	to	a	

changed	 behavior	 in	 the	 decision	 making	 process	 and	 products	 from	 socially	
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responsible	 companies	 will	 be	 purchased.	 Therefore,	 the	 question	 asking	 the	

respondents	if	they	are	aware	of	CSR	was	added.	The	respondents	could	chose	between	

yes	or	no.		

	

4.5.3.4	Higher	awareness	than	parents		

Freestone	and	Goldrick	(2008)	states	that	consumers	are	highly	aware	of	today’s	ethical	

issues.	 Additionally,	 Eisingerich	 et	 al.	 (2011)	 states	 that	 the	 awareness	 of	 ethical	

consumption	 has	 increased	 over	 time.	 Twenge	 et	 al.	 (2012)	 discusses	 if	 the	 next	

generation	 will	 be	 ‘’Generation	 We”	 Therefore	 the	 question	 of	 how	 the	 respondents	

viewed	themselves	relative	to	previous	generations	were	added	into	the	questionnaire.		

The	question	was	added	in	the	form	of	Likert	scale,	which	enables	a	better	depiction.		

	

4.5.3.5	Important	factors	when	purchasing		
Important	factors	when	purchasing	ecological	products	are	supported	by	theory	in	the	

sense	 that	 Irwin	 (1999)	 states	 that	 lower	prices	 and	branded	 fashion	are	 two	 factors	

that	could	determine	if	a	ecological	purchases	are	made	or	not.	Pelligrino	and	Farinelli	

(2009)	 state	 that	 additional	 attributes	 such	 as	 ethical	 purchases	 are	made	 for	 safety,	

taste	 and	 environmental	 protection.	 These	 theoretical	 standpoints	 developed	 the	

factors;	price,	quality,	 environmental	 impact,	 if	 it	 looks	good,	 taste,	which	are	used	 in	

the	questionnaire.		One	was	represented	of	less	important	and	seven	important.		

	

4.5.3.6	Trustable	sources		
Carrigan,	Szmigin,	&	Wright	(2004)	states	 that	consumers	do	not	rely	on	a	company’s	

own	 statements	 such	 as;	 company	 literature,	 PR	 and	 advertising.	 In	 reference	 to	 this	

theory	 the	 trustworthiness	of	several	sources	were	 tested	 in	 the	questionnaire.	These	

sources	are	media,	company	marketing,	family	and	celebrities.	One	was	represented	of	

less	important	and	seven	important.	

	

4.5.3.7	Ethical	profile		

The	last	control	variable	that	is	used	is	the	ethical	profile	where	The	Ethical	Positioning	

Questionnaire	 (The	 EPQ)	 by	 Donelsen	 R,	 Forsyth	 (1980)	 has	 been	 helpful.	 The	 EPQ	

consist	of	twenty	statements	where	the	respondents	have	to	estimate	if	they	disagree	or	

agree	on	a	seven-point	scale.	In	our	questionnaire	5	statements	were	used	and	they	are	
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constituted	 in	question	16-20	(Appendix	2),	 these	statements	measures	how	ethic	 the	

teenagers	are.	The	higher	number	of	the	Likert-scale	presents	the	respondents	as	more	

positive	towards	ethics	of	question	16-18.	The	last	two	questions	of	the	questionnaire	

were	constructed	to	mislead	the	respondents.	For	these	questions	the	lower	number	of	

the	Likert	scale	represents	a	more	positive	attitude	towards	ethics.	The	control	variable	

ethical	profile	is	important	for	the	study	since	there	is	an	absence	of	how	Generation	Z	

is	as	ethical	profiles.					

	

4.6.	Data	analysis		
To	 analyze	 the	 data	 the	 statistical	 computer	 program	 SPSS	 was	 used.	 Firstly,	 a	

Cronbach’s	alpha	test	was	done	to	test	the	internal	reliability	of	the	measures.	Secondly,	

a	 factor	 analysis	 was	 done	 to	 check	 if	 the	 questions	 are	 grouped	 in	 the	 right	

components.	 Thirdly,	 a	 Spearman´s	 correlation	 matrix	 is	 used	 to	 find	 statistically	

significant	 relationships	 between	 variables.	 The	 data	 is	 assumed	 to	 be	 non-normal	

distributed	due	to	the	sample	size.	Finally,	the	hypotheses	are	tested	by	multiple	linear	

regressions.	The	hypotheses	will	be	considered	supported	if	the	statistical	significance	

is	p	<	0.10,	which	often	is	used	in	business	and	administration	research	(Pallent,	2013).	

	

4.7.	Statistical	loss		
At	the	start	of	 this	study	three	hypotheses	was	 formulated.	The	analyzed	results	 from	

SPSS	 showed	 that	 hypothesis	 three	 could	 not	 be	 answered,	 it	was	 therefore,	 decided	

that	the	third	hypothesis	would	be	removed.	The	formulation	was:		

	

• Generation	Z	will	not	disregard	ethics	if	they	desire	to	buy	a	particular	product.	
	
The	problem	with	answering	this	hypothesis	was	that	the	measurements	did	not	fit	 in	

the	 context,	 so	 it	 was	 counted	 as	 a	 statistical	 loss.	 None	 of	 the	 formulated	 questions	

were	 able	 to	measure	 the	 third	hypothesis,	 since	 they	were	 formulated	 to	measure	 if	

ethics	is	not	important	when	making	purchases	of	a	specific	product.		

	



	

 32 

4.8.	Reliability	&	validity		
Reliability	 implies	 that	 the	study	should	give	the	same	results	 if	 the	same	sample	was	

administrated	at	second	occasion,	which	would	increase	the	stability	of	the	completed	

survey	(Bryman	&	Bell,	2015).	It	also	refers	to	the	questions	trustworthiness	and	how	

the	answers	are	measured	as	if	the	chosen	measurements	are	suitable	for	the	examined	

concepts	 (Djurfeldt,	 Larsson	 &	 Stjärnhagen,	 2010;	 Bryman	 &	 Bell,	 2015).	 Due	 to	 the	

time	 limits	 during	 this	 study	 there	 is	 no	 possibility	 to	 conduct	 a	 replication.	 Validity	

refers	 to	 the	 study	 of	 conceptual	 and	 theoretical	 relevancy,	 how	 well	 the	 questions	

answer	what	 is	 studied	 (Djurfeldt,	Larsson	&	Stjärnhagen,	2010).	 In	other	words	how	

well	a	measure	of	a	concept	really	measures	a	concept	(Bryman	&	Bell,	2015).		

	

In	 accordance	with	Denscombe	 (2014)	 the	 sampling	 should	 reflect	 the	population	 for	

the	best	result,	therefore	the	sampling	should	be	randomly	selected.	This	study	is	based	

on	 convenience	 sampling.	Convenience	 sampling	makes	 it	more	difficult	 to	 generalize	

and	the	reliability	can	be	considered	as	less	reliable.	The	selection	of	respondents	were	

teenagers	born	1997	and	we	are	 aware	 that	 the	 classes	 that	were	 surveyed	 can	have	

consisted	of	teenagers	born	1996	and	1998	also.	The	requirement	for	participating	the	

study	 was	 that	 the	 respondents	 had	 reached	 the	 age	 of	 majority.	 This	 can	 have	

decreased	 the	 reliability	 since	 the	 examined	 sample	 is	 teenagers	 born	 1997	 selected	

from	 Generation	 Z.	 	 Further,	 the	 respondents	 can	 have	 overestimated	 their	 attitude	

towards	ethics	to	appear	as	a	more	ethical,	 if	 this	 is	 the	case	the	result	can	have	been	

affected	and	the	reliability	would	be	decreased.		If	a	retest	would	have	been	made	like	

Bryman	 and	 Bell	 (2015)	 suggest,	 the	 respondents	 would	 have	 knowledge	 of	 the	

question	in	advance	and	the	result	would	be	misleading.		

	

All	 108	 answers	 from	 the	 questionnaire	 have	 been	 collected	 and	 compiled	manually,	

thus	have	the	excel	file	been	controlled	at	several	occasions	to	avoid	errors.	Out	of	the	

108	answered	questionnaires	106	have	been	completed	and	two	were	 incomplete.	To	

assure	 the	 reliability	 of	 the	measurements,	 they	will	 be	 tested	with	Cronbach’s	Alpha	

before	 the	 analysis	 and	 the	 combination.	 Bryman	 and	 Bell	 (2015)	 describes	 it	 as	

internal	 reliability,	 to	 investigate	 if	 the	 questions	 from	 the	 survey	measure	 the	 same	

concept,	the	result	of	Cronbachs	alpha	is	presented	in	Table	5.4.1	-	5.4.5.	An	acceptable	
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value	 of	 Cronbachs	 alpha	 should	 be	 higher	 than	 0.7,	 thus	 is	 values	 below	 this	 also	

accepted	if	they	are	not	to	significantly	deviant.			

	

4.9.	Generalizability		
The	generalization	of	the	findings	from	this	study	will	be	limited	due	to	generalizability	

being	 restricted	 to	 the	 studied	 population	 (Bryman	 &	 Bell,	 2015).	 Since	 the	 study	 is	

conducted	on	individuals	born	in	1997,	the	findings	can	only	be	generalized	for	that	age	

group	and	not	for	Generation	Z	at	large.	The	sample	is	also	a	convenience	sample,	which	

is	problematic	to	generalize.	Furthermore,	since	the	study	is	conducted	in	Sweden	and	

on	 Swedish	 individuals	 born	 in	 1997,	 the	 findings	 can	 only	 be	 generalized	 to	 the	

Swedish	context.	

	

4.10.	Ethical	considerations	
The	 ethical	 considerations	 in	 this	 thesis	 are	 based	 on	 four	 principles	 claimed	 by	

Denscome	(2014).	The	 first	principle	 is	protection	of	 the	respondents,	which	 includes	

that	 the	 individuals	 will	 not	 be	 physical,	 psychological	 or	 personally	 harmed	 by	

participating.	 	Further,	the	respondents	should	be	able	to	benefit	from	participating	in	

the	survey	and	was	thus	offered	to	receive	the	completed	thesis.	In	accordance	with	the	

first	 principle	 the	 respondents	 remained	 anonymous	 through	 the	 study	 and	 treated	

accordingly	 to	 research	 ethics.	 The	 second	 principle	 is	 voluntariness,	 all	 of	 the	

respondents	were	 informed	 that	 to	 participate	was	 voluntarily.	 The	 third	 principle	 is	

that	the	research	would	work	in	an	honest	and	open	manner	given	the	study,	therefore,	

a	 small	 presentation	 of	 the	 purpose	 was	 presented	 before	 the	 questionnaire	 was	

handed	out.	 	The	variables	and	 findings	have	been	objectively	evaluated	 in	an	honest	

manner.	The	 last	principle	by	Denscombe	(2014)	 is	 to	 follow	the	national	 laws,	which	

have	been	taken	into	consideration	when	selecting	the	sample.	All	respondents	had	to	

have	 reached	 age	 of	 majority	 to	 participate	 without	 legal	 guardians	 permission.	 The	

next	section	will	present	the	analysis	of	the	study	and	the	two	hypotheses.				
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5.	Analysis	
In	 this	 section	 the	 outcomes	 of	 the	 survey	 are	 presented.	 First,	 a	 presentation	 of	 the	

descriptive	statistics	is	given.	Then	the	dependent,	 independent	and	control	variables	are	

presented.	 It	 is	 followed	by	 the	 results	of	 the	 correlation	and	 linear	 regression	 test.	This	

chapter	ends	with	a	summary	of	the	results.		

	

5.1	Descriptive	statistics		
In	 the	 following	 section	 descriptive	 statistics	 will	 be	 presented	 to	 enable	 a	 greater	

understanding	of	the	conducted	study.	108	respondents	answered	the	survey	from	the	

5	 different	 classes	 that	 were	 visited.	 Out	 of	 108	 respondents,	 106	 surveys	 could	 be	

collected	with	complete	answers.	Two	surveys	were	incomplete.	The	two	surveys	that	

were	incomplete	are	still	part	of	the	final	data	analysis	since	they	only	represent	1.8%	

of	the	selection	group	and	will	therefore	not	have	a	negative	impact,	which	would	justify	

a	removal	of	those	two	surveys.	They	are	still	included	since	they	have	a	great	impact	on	

some	important	variables	such	as	Ethical	profile	and	the	tendency	to	boycott.	As	seen	in	

table	5.1,	72	of	the	respondents	were	female	and	36	of	the	respondents	were	male.	This	

means	that	two	thirds	of	the	entire	respondent	group	is	female.		

	

	

	

	

	

The	respondents	were	then	categorized	into	groups	depending	on	which	program	they	

study	at	their	school.	The	respondents	could	choose	from	five	different	programs.	Three	

different	 programs	 were	 represented.	 The	 programs	 children	 &	 leisure	 and	 society	

were	 combined	 into	 the	 section	 other,	 as	 seen	 below	 in	 table	 5.2.	 This	 was	 done	 to	

create	a	more	quantitative	variable.		

	

	

	

	

	

Table&5.1&Gender
Frequency Percent

Girl 72 66,7
Boy 36 33,3
Total 108 100

Table&5.2&Program
Frequency Percent

Other 44 40,7
Economy 64 59,3
Total 108 100
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In	table	5.3	descriptive	statistics	for	dependent,	independent	and	control	variables	are	

presented.	 The	minimum	 ranges	 from	 1	 to	 the	maximum	 of	 7,	 with	 small	 variations	

depending	 on	 if	 the	 question	 used	 a	 Likert	 scale	 or	 not.	 The	minimum	of	 the	 control	

variable	 ethical	 profile	 stands	 out	 with	 a	 minimum	 of	 2.67,	 which	 indicate	 that	 the	

ethical	profile	of	the	respondents	is	high,	even	at	its	lowest	point.		

	

	

	

	

	

	

	

	

	

	

	

	

	

	

The	mean	of	the	variables	range	from	1	to	7,	except	from	the	control	variables	gender	

and	 program,	 which	 do	 not	 use	 a	 Likert	 scale.	 The	 variable	 ethical	 profile	 has	 the	

highest	 mean	 of	 6.1204,	 which	 indicate	 that	 the	 average	 ethical	 profile	 of	 the	

respondents	is	very	high.	

	

5.2	Cronbach’s	Alpha			
The	Cronbach’s	Alpha	measures	the	internal	reliability	among	several	questions.	When	

computing	several	questions	into	one,	the	Cronbach’s	Alpha	will	show	if	those	questions	

measure	 the	 same	 thing	 and	 if	 it	 therefore	 can	be	 used	 as	 a	 single	 variable.	 The	 first	

Cronbach’s	 Alpha	 test	 was	 tested	 on	 question	 4,	 which	 had	 four	 different	 factors	

affecting	 if	 the	 respondents	 made	 a	 purchase	 or	 not.	 The	 variables	 poor	 working	

relationships,	 poor	 manufacturing	 process,	 animal	 testing	 and	 environmental	

hazardous	spraying	were	tested	to	see	if	these	variables	could	be	computed	into	one.	As	

Table&5.3&Descriptive&Statistics
N Minimum Maximum Mean Std..Deviation

Individual.frequency 106 1 6 3,29 1,597

Tendency.to.boycott 108 1,67 7 4,9877 1,23208

Ethical.awareness 106 1 7 3,1958 1,52167

Price 107 1 7 4,7 1,844

Queality 107 1 7 5,79 1,499

Environmental.impact 106 1 7 4,53 1,774

Looks.good 106 1 7 3,12 1,829

Taste 107 1 7 5,74 1,65

Ethical.Profile 108 2,67 7 6,1204 1,0663

Gender 108 0 1 0,33 0,474

Program 108 0 1 0,59 0,494

Media 108 1 7 3,39 1,49

Company.Marketing 108 1 7 3,4 1,516

Family 108 2 7 5,4 1,353

Celebrity 108 1 7 2,97 1,513
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shown	 in	 table	 5.4.1,	 the	 Alpha	 value	 for	 these	 four	 variables	 were	 ⍺=0.899,	 which	

indicate	 that	 the	 four	variables	could	be	computed	 into	one	single	variable	measuring	

ethical	awareness	among	the	respondents. 	

	

	

	

	

The	 next	 set	 of	 questions	 that	 were	 tested	 with	 Cronbach’s	 Alpha	 was	 question	 11	

through	 14.	 Question	 11	 measured	 the	 respondent’s	 perception	 of	 their	 ethical	

awareness	compared	to	their	parents.	Questions	12	to	14	were	connected	with	boycott.	

The	 test	 was	 first	 done	 on	 the	 four	 questions	 together	 and	 as	 seen	 in	 table	 5.4.2	 it	

resulted	 in	 the	 ⍺=0.553,	 which	 indicate	 that	 the	 four	 questions	 do	 not	 have	 internal	

reliability	to	measure	the	tendency	to	boycott.		

	

	

	

	

The	 test	was	 then	made	on	question	12	 through	14.	As	seen	 in	 table	5.4.3	 the	⍺=0.61	

which	 indicate	 that	 the	 questions	 have	 a	 higher	 internal	 reliability.	 This	 enabled	 the	

questions	 to	be	 computed	 into	one	 variable	measuring	 the	 tendency	 to	boycott.	 Thus	

the	test	have	a	lower	value	than	usually	is	accepted,	we	as	authors	decided	to	use	it	for	

measuring	the	tendency	to	boycott.				

	

The	 final	 set	of	questions	 tested	with	Cronbach’s	Alpha	were	question	16	 through	20	

which	are	questions	regarding	ethical	standpoints.		The	test	was	conducted	with	the	five	

questions	and	as	seen	in	table	5.4.4	the	Cronbach’s	Alpha	was	at	a	low	result,	⍺=0.472,	

which	indicate	that	the	internal	reliability	among	the	five	questions	is	low.		

	 	

	

	

	

5.4.1%Cronbach's%Alpha%Ethical%awareness
Cronbach's+Alpha N+of+Items

0,899 4

5.4.2%Cronbach's%Alpha%Tendency%to%boycott%1%
Cronbach's+Alpha N+of+Items

0,553 4

5.4.3%Cronbach's%Alpha%Tendency%to%boycott%2
Cronbach's+Alpha N+of+Items

0,61 3

5.4.4$Cronbach's$Alpha$Ethical$profile$1
Cronbach's+Alpha N+of+Items

0,472 5

5.4.5$Cronbach's$Alpha$Ethical$profile$2
Cronbach's+Alpha N+of+Items

0,783 3
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The	 test	 was	 conducted	 again	 on	 question	 16	 through	 18	 to	 see	 if	 those	 questions	

measured	 the	 same	 thing.	 As	 seen	 in	 table	 5.4.5	 the	⍺=0.783,	which	 indicate	 that	 the	

three	 questions	 are	 internally	 reliable	 and	 the	 questions	 could	 be	 computed	 into	 one	

variable	 measuring	 the	 respondents	 ethical	 profile.	 Question	 19	 and	 20	 was	

misunderstood	and	are	therefore	seen	as	a	statistical	loss.		

	

5.3	Test	of	normality		
To	 test	 if	 the	 data	 collected	 are	 normally	 distributed	 or	 not,	 a	 test	 of	 normality	 was	

conducted.	As	seen	in	table	5.5	the	test	of	normality	showed	that	the	variable	individual	

frequency	has	a	p-value	=	0.0	<	0.1	=	⍺,	which	indicate	that	the	variable	is	not	normally	

distributed.		

	

	

The	table	also	displays	the	test	that	shows	that	the	variable	tendency	to	boycott	has	a	p-

value	=	0.072	<	0.1	=	⍺,	which	 indicates	 that	 the	variable	 is	not	normally	distributed.	

Both	 these	 variables	 have	 a	 high	 number	 of	 respondents,	 which	 normally	 gives	 an	

abnormal	distribution.	

	

	5.4	Spearman’s	correlation	matrix		
Spearman	correlation	matrix	specifies	correlation	coefficients	that	indicate	if	there	is	a	

relationship	 between	 two	 variables	 (Pallent,	 2013).	 The	 indication	 explains	 if	 the	

correlation	coefficients	relationship	is	positive	or	negative	and	the	numeric	values	show	

the	strength	of	the	relationship.	The	correlation	coefficients	in	this	study	are	presented	

in	table	5.6.	The	significant	level	used	in	this	study	is	10	percent,	to	find	indications	of	

relationships.		

Table&5.5&Test&of&Normality
Kolmogorov(Smirnova Shapiro(Wilk

Statistic df Sig. Statistic df Sig.
Individual9frequency 0,152 106 0 0,918 106 0
Tendency9to9boycott 0,083 106 0,072 0,973 106 0,029
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The	 correlation	 matrix	 shows	 a	 significant	 positive	 relationship	 between	 the	

frequencies	of	how	often	the	individual	makes	an	ethical	purchase	and	the	tendency	to	

boycott.	It	is	also	shown	whether	the	individual	have	an	ethical	profile.	The	frequency	of	

ethical	purchases	is	also	significant	positive	correlated	with	environmental	impact.	The	

tendency	to	boycott	shows	a	significant	positive	relationship	towards	ethical	profile	and	

environmental	 impact.	 The	 price	 of	 ethical	 products	 is	 significant	 positive	 correlated	

with	quality	and	taste.		

	

Negative	 relationships	 shown	 in	 the	 correlation	 matrix	 is	 that	 there	 is	 a	 significant	

negative	relationship	between	price	and	on	how	often	the	individual	make	purchases	of	

ethical	 products.	 The	 frequency	 of	 how	 often	 the	 individual	 make	 ethical	 purchases	

show	 a	 significant	 negative	 relationship	 towards	 environmental	 impact.	 Further,	 the	

correlation	 matrix	 shows	 significant	 positive	 and	 negative	 relationships	 between	

control	variables,	these	correlation	indications	show	no	relevancy	for	supporting	or	not	

supporting	the	hypotheses.	 	The	correlation	matrix	will	not	be	the	base	for	testing	the	

hypotheses;	instead	it	will	be	based	on	a	multiple	linear	regression,	which	is	presented	

in	 the	 next	 section.	 The	 significant	 level	 for	 testing	 the	 hypotheses	 will	 be	 set	 at	 10	

percent.		

	

5.5	Multiple	regression		
Multiple	 regression	 is	 a	 collection	 of	 techniques	 to	 explore	 relationships	 between	

dependent	 and	 independent	 variables	 (Pallent,	 2013).	 The	 techniques	 are	 based	 on	

correlations	and	allow	several	sets	of	variables	to	be	investigated	at	the	same	time.	The	

5.6$Spearman's$correlation$matrix
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15

1 Individual3Frequency

2 Tendency3to3boycott ,463**

3 Ethical3Awareness E0,058 E0,096

4 Price E,234* E0,154 0,056

5 Quality 0,115 0,06 E0,062 ,221*

6 Environmental3impact ,443** ,342** E0,046 E0,008 ,253**

7 Looks3good3 E0,074 E0,114 0,105 0,125 E0,044 0,067

8 Taste E0,009 E0,101 0,011 ,308** ,416** 0,038 0,149

9 Ethical3Profile ,243* ,338** E0,167 E0,109 E0,143 0,142 E0,042 E0,086

10 Gender E0,116 E0,09 0,047 0,054 ,207* E0,156 E0,044 0,006 E,277**

11 Program 0,029 E0,177 0,125 E0,161 0,133 E0,116 E0,147 E0,079 E,210* ,227*

12 Media 0,091 0,159 E0,072 E0,021 0,164 0,188 0,14 0,101 0,075 E0,145 E0,06

13 Company3Marketing E0,05 0,093 E0,082 0,02 0,188 0,087 0,06 0,057 0,074 E0,012 E0,165 ,431**

14 Family E0,036 0,12 0,015 0,135 0,122 E0,006 E0,07 0,044 ,267** E0,016 E0,036 ,301** ,335**

15 Celebrity E0,08 E0,17 0,065 0,052 E0,007 0,056 0,162 E0,013 E0,004 E,272** E0,046 ,311** ,266** 0,166

**3Correlation3is3significant3at3the30.013level3(2Etailed).

*3Correlation3is3significant3at3the30.053level3(2Etailed).
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multiple	regression	will	show	information	of	the	model	as	a	whole	and	each	variable’s	

contribution	to	the	model	(Pallent,	2013).		

	

In	this	study	a	standard	multiple	regression	is	applied	which	allows	for	the	independent	

and	 control	 variables	 to	 be	 entered	 simultaneously	 into	 the	 equation.	 This	 study	will	

present	two	regressions	since	the	dependent	variables	of	 the	tendency	to	boycott	and	

how	often	 the	 individual	purchase	ethical	products	are	examined.	 It	 is	 suitable	with	a	

standard	multiple	regression	since	the	sample	is	of	sufficient	size	and	the	scores	is	not	

skewed.	The	dependent	variable	how	frequent	the	individual	makes	an	ethical	purchase	

is	less	skewed	than	the	tendency	to	boycott.	It	is	also	important	that	multicollinearity	is	

checked	 for.	 Multicollinearity	 can	 occur	 between	 independent	 variables	 and	 control	

variables	but	also	between	the	control	variables	themselves.	All	models	passed	the	test	

of	 multicollinearity,	 since	 the	 VIF	 for	 how	 frequent	 individuals	 purchase	 ethical	

products	lies	between	1.057	and	1.792	see	appendix	3.	For	the	tendency	to	boycott	the	

VIF	 lies	 between	 1.052	 and	 1.802	 see	 appendix	 4.	 VIF	 values	 over	 2.5	 indicate	

multicollinearity	(Djurfeldt,	Larsson,	&	Stjärnhagen,	2010).		

	

Before	testing	the	hypotheses,	all	variables	were	controlled	to	evaluate	the	relevance	of	

including	 or	 excluding	 them	 from	 the	 analysis.	 The	 control	 variables	 that	 remain	 are	

price,	 quality,	 environmental	 impact,	 looks	 good,	 taste,	 ethical	 profile,	 gender,	

education,	 trust	 to	media,	 company’s	marketing,	 family	 and	 celebrities.	 	The	excluded	

ones	are	the	knowledge	of	CSR	and	if	the	teenagers	consider	themselves	as	more	ethical	

aware	 then	 their	 parents.	 The	 dependent	 variables	 that	 remain	 are	 frequency	 of	 the	

individuals	 ecological	 and	 Fairtrade	 purchases,	 and	 the	 tendency	 to	 boycott.	 The	

dependent	 variable	 frequency	 of	 the	 family’s	 purchases	 is	 excluded.	 The	 excluded	

variables	will	not	be	presented	in	the	continuing	of	this	thesis.		

	

The	hypotheses	tested	are:		

• Hypothesis	 1:	 Increased	 ethical	 awareness	 will	 not	 affect	 Generation	 Z´s	

consumption	of	ethical	products.	

	

• Hypothesis	 2:	Generation	Z	 consumers	will	 not	 boycott	 a	 product	 if	 the	 company	

behaves	in	an	unethical	way.	



	

 40 

	

5.5.1	Frequency	of	ethical	purchases		

The	 result	 of	 the	 multiple	 regression	 on	 the	 dependent	 variable	 how	 frequent	 the	

individuals	 make	 ethical	 purchases	 is	 presented	 in	 table	 5.7.	 Standardize	 Beta	 is	

preferred	to	use	 instead	of	 the	unstandardized.	The	standardized	Beta	 is	converted	to	

the	same	scale	so	the	values	can	be	compared	(Pallent,	2013).			

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

To	evaluate	the	model	 the	adjusted	R	square	 is	controlled.	 	Adjusted	R	square	 is	used	

instead	of	the	normal	R	square	since	it	gives	a	more	true	value	of	the	population.	When	

testing	 the	 dependent	 variable	 frequency	 of	 ethical	 purchases	 25.4	 percent	 of	 the	

variance	 is	 explained	 by	 the	 independent	 and	 control	 variables.	 The	 Coefficients	

indicate	which	 variables	make	 a	 contribution	 to	 the	dependent	 variable	 and	 the	Beta	

value	 indicates	 which	 variable	 that	 has	 the	 strongest	 unique	 contribution	 on	 the	

dependent	variable.		

	

The	Beta	 value	 in	 this	 table	 indicates	 that	 the	 variable	 environmental	 impact	has	 the	

strongest	unique	contribution	to	the	dependent	variable	with	a	standardized	Beta	value	

5.7	Regression	test.	Frequency	of	ethical	purchase
Standardized	Coefficients

Beta t Sig.
Constant 0,389 0,698
Ethical	awareness 0,033 0,373 0,71
Price -0,261 -2,783 0,007
Quality 0,155 1,355 0,179
Environmental	impact 0,361 3,637 0
Looks	good -0,1 -1,094 0,277
Taste 0,098 0,941 0,349
Ethical	Profile 0,188 1,949 0,054
Gender -0,007 -0,078 0,938
Program 0,048 0,508 0,613
Media 0,035 0,332 0,741
Company	Marketing -0,126 -1,194 0,236
Family -0,03 -0,301 0,764
Celebrity -0,067 -0,67 0,505

Adjusted	R²	:	0,254
VIF	Highest	:	1,792
F-value	:	3,671
*p<	0,05
**p<	0,1
***p<0,001
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of	0.361.	The	significant	value	of	 the	variables	contributing	 to	 the	dependent	variable	

indicates	that	there	are	three	variables	that	have	a	statistically	significant	contribution	

on	 the	 dependent	 variable.	 The	 first	 variable	 contributing	 is	 price	with	 a	 significant	

value	 of	 0.007.	 The	 second	 variable	 contributing	 is	 environmental	 impact	 with	 a	

significant	 value	 of	 0.0.	 The	 third	 variable	 contributing	 is	 ethical	 profile	 with	 a	

significant	 value	 of	 0.054.	 The	 model	 including	 all	 of	 the	 independent	 and	 control	

variables	 is	 significant	 at	 p	 <	 0.05.	 Hypothesis	 one	 states	 that	 an	 increased	 ethical	

awareness	would	not	affect	Generation	Z’s	consumption	of	ethical	products.	However,	

the	ethical	profile	has	a	positive	effect	on	the	 frequency	of	ethical	purchases,	whereas	

the	 ethical	 awareness	 has	 no	 effect	 on	 consumption	 of	 ethical	 products.	 	 Therefore,	

there	is	support	for	hypothesis	one	and	it	is	accepted.	

	

5.5.2	Tendency	to	boycott		

The	result	from	the	multiple	regression	of	the	tendency	to	boycott	is	presented	in	table	

5.8.			

	

5.8	Regression	test.	Tendency	to	boycott
Standardized	Coefficients

Beta t Sig.
Constant 2,423 0,017
Ethical	awareness 0,048 0,539 0,591
Price -0,119 -1,239 0,218
Quality 0,201 1,71 0,091
Environmental	impact 0,212 2,092 0,039
Looks	good -0,131 -1,413 0,161
Taste -0,082 -0,764 0,447
Ethical	Profile 0,285 2,879 0,005
Gender 0,012 0,12 0,905
Program -0,152 -1,575 0,119
Media 0,111 1,033 0,304
Company	Marketing -0,062 -0,576 0,566
Family 0,078 0,769 0,444
Celebrity -0,161 -1,581 0,117

Adjusted	R²	:	0,21
VIF	Highest	:	1,802
F-value	:	3,102
*p<	0,05
**p<	0,1
***p<0,001
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The	variance	in	adjusted	R	square	in	the	dependents	variable	tendency	to	boycott	is	21	

percent	 explained	 by	 the	 independent	 and	 control	 variables.	 	 When	 looking	 at	 the	

variables	 separately	 it	 is	 shown	 that	 the	 highest	 Beta	 value	 is	 found	 at	 the	 variable	

ethical	 profile,	with	 a	 Beta	 value	 of	 0.285.	 Also	 shown	 in	 table	 5.12	 is	 the	 significant	

value	 that	 indicates	which	variables	have	a	 statistically	 significant	 contribution	 to	 the	

dependent	 variable.	 For	 the	 dependent	 variable	 tendency	 to	 boycott,	 there	 are	 three	

unique	variables	that	contribute	to	the	dependent	variable.	The	first	variable	is	quality	

with	a	 significant	value	of	0.091.	The	 second	variable	 is	 environmental	 impact	with	a	

significant	value	of	0.039.	The	third	variable	is	ethical	profile	with	a	significant	value	of	

0.005.		The	model	including	the	independent	variable	and	all	of	the	control	variables	is	

significant	 at	 p	 <	 0.05.	 Hypothesis	 two	 claims	 that	 Generation	 Z	 consumers	 will	 not	

boycott	a	product	if	the	company	behaves	in	an	unethical	way.	Since	the	only	variable	

measuring	bad	behavior	from	companies	is	environmental	 impact,	which	is	significant	

in	the	model,	the	hypothesis	two	is	not	supported	and	should	be	rejected.	The	following	

will	give	a	concluding	discussion	of	this	section.			

	

5.6	Concluding	discussion			
This	section	has	analyzed	the	results	 from	the	survey,	which	have	resulted	in	findings	

that	ethical	profile	have	the	highest	mean	and	two	thirds	of	 the	respondents	are	girls.			

The	 regression	 test	 showed	 that	hypothesis	one	 is	 accepted	and	 it	 can	not	be	proven	

that	 ethical	 awareness	 have	 an	 affect	 on	 the	 purchase	 behavior	 of	 Generation	 Z.	 The	

regression	 test	 conducted	 on	 hypothesis	 two	 showed	 that	 hypothesis	 two	 is	 rejected	

since	 it	 can	be	 shown	 that	unethical	behavior	performed	by	 companies	 can	affect	 the	

tendency	 of	 boycott	 by	 Generation	 Z.	 Even	 if	 one	 hypothesis	 is	 accepted	 and	 one	

hypothesis	is	rejected,	there	are	many	of	the	findings	that	are	of	significance	and	should	

be	 considered	 as	 findings	 of	 interest.	 Generation	 Z	 is	 considered	 to	 have	 high	 ethical	

profiles,	ethical	awareness	had	no	significant	impact	and	they	are	ready	to	boycott	if	a	

company	 not	 behave	 in	 an	 ethical	 manner.	 These	 findings	 were	 then	 connected	 to	

theory	therefore,	will	the	next	section	discuss	the	findings	and	conclude	the	thesis.		
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6.	Discussion	and	conclusion		
In this final section a summary of the thesis and its findings are presented. It is followed by 

the contributions. The section ends with limitations, suggestions for future research and 

concluding comments.   

 

6.1	Discussion		
The	thesis	aims	at	answering	the	research	question:	how	will	ethical	products	such	as	

Fairtrade	and	ecological	products	affect	the	early	Generation	Zs’	buying	behavior?			Past	

research	 has	 been	 used	 to	 conceptualize	 the	 consumption	 of	 Generation	 Z	 and	 their	

behavior	towards	ethical	products.	The	results	from	the	survey	shows	that	Generation	Z	

is	considered	to	have	high	ethical	profiles,	which	indicates	that	they	care	for	the	impact	

the	 product	 they	 purchase	 have	 on	 the	 environment.	 The	 minimum	 value	 of	 ethical	

profile	is	2.67	out	of	7,	which	generates	a	mean	of	6.1204	out	of	7	as	shown	in	table	5.3.	

The	tendency	to	boycott	also	indicated	values	above	mean.	Generation	Z’s	mean	of	the	

tendency	 to	 boycott	 is	 4.9877	 out	 of	 7,	 which	 indicates	 that	 they	 are	more	 ready	 to	

boycott.			

	

The	results	above	led	to	a	support	for	the	first	hypothesis,	thus	they	are	not	an	ethical	

aware	generation,	which	contradicts	that	Generation	Z	should	be	the	most	ethical	aware	

generation	 so	 far	 (Eisingerich	 et	 al.,	 2011).	 They	 are	 not	 affected	 to	 have	 a	 changed	

buying	behavior	for	consumption	of	ethical	products.	Twenge	et	al.	(2012)	argued	that	

the	next	generation	could	have	three	outcomes	Generation	Me,	no	change	or	Generation	

We.	 The	 findings	 indicated	 that	 Generation	 Z	 highly	 care	 for	 ethics.	 According	 to	

Twenge	et	al.	(2012)	individuals	with	higher	care	for	others	will	consume	more	ethical	

products.	 The	 results	 show	 the	 opposite,	 Generation	 Z	 has	 high	 ethical	 concerns	 but	

they	 do	 not	 show	 it	 in	 their	 consumption.	 	 Le	 and	 Shin	 (2010)	 claimed	 that	 an	

understanding	 for	 CSR	 and	 ethical	 issues	 would	 increase	 the	 ethical	 consumption.	

Ethical	awareness	did	not	show	significance	in	the	model,	which	can	be	an	explanation	

for	why	Generation	Z	does	not	consume	more	ecological	and	Fairtrade	products.		Auger	

and	Devinney	(2007)	argued	that	consumers	express	themselves	to	be	more	ethical	but	

they	do	not	 show	 it	when	 they	make	purchases.	Further,	 the	 teenagers	may	bend	 the	

ethics	 to	make	their	purchases	okay	to	not	be	ethical,	which	our	study	disagrees	with	
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since	their	ethical	profile	is	high	and	they	do	care	for	ethics	(Irwin,	1999).	Öberseder	et	

al.	(2012)	state	that	if	the	individual	really	wants	a	product,	ethical	issues	will	not	be	the	

first	priority.	In	agreement	with	this	study	a	higher	price	has	a	negative	impact	on	the	

frequency	of	ethical	purchases.	To	answer	Twenge	et	al.	 (2012)	of	which	outcome	the	

future	will	have,	the	model	indicates	a	Generation	We.	The	high	result	of	ethical	profile	

implies	 that	 Generation	 Z	 care	 for	 other	 and	 will	 chose	 the	 most	 humane	 solution	

possible,	which	agrees	with	our	results	(Crane	&	Matten,	2010;	Twenge	et	al.,	2012).			

	

The	survey	also	resulted	in	that	the	tendency	to	boycott	was	increased	if	the	individual	

were	 considered	 to	 have	 a	 higher	 ethical	 profile.	 The	 second	 factor	 that	 contributed	

positively	 to	 the	model	 was	 environmental	 impact.	 So	 Generation	 Z	would	 boycott	 a	

product	if	the	company	behaved	in	an	unethical	manner,	which	is	the	opposite	of	what	

was	hypothesized.	However,	the	model	with	independent	and	all	control	variables	were	

significant	 at	 p<	 0.05.	 The	 data	 collected	 resulted	 in	 findings	 that	 indicate	 that	 the	

tendency	to	boycott	was	 increasing	 if	 the	 individual	were	considered	to	have	a	higher	

ethical	profile.	This	 is	 in	 line	with	Fahy	and	 Jobber	(2012),	who	state	 that	 the	 level	of	

involvement	 is	 a	 significant	 factor,	which	 can	 result	 in	 boycotts	 by	Generation	 Z.	 The	

second	 factor	 that	 contributed	 positively	 to	 the	 model	 was	 environmental	 impact.	 It	

showed	that	 the	greater	 the	environmental	 impact	 is,	 the	greater	 is	also	 the	 tendency	

for	boycott.	This	indicates	that	if	a	company	behaves	in	an	unethical	way,	Generation	Z	

will	 boycott.	 These	 findings	 contradict	 the	 hypothesis	 that	 stated	 that	 Generation	 Z	

would	not	boycott	 if	a	company	behaved	in	an	unethical	way.	However,	we	are	in	line	

with	Klein	et	al.	 (2004)	 findings	since	they	state	that	consumers	are	more	 involved	 in	

companies’	action	and	will	themselves	take	action	to	such	extreme	lengths	as	boycotting	

if	they	think	that	a	company	behave	in	an	unethical	way.	The	authors	also	describe	the	

four	factors	of	boycotting.	These	four	factors	have	not	been	supported	by	our	study.	Our	

findings	also	agrees	with	Crane	and	Mattens	(2010)	statement	that	consumers	are	more	

aware	 of	 what	 they	 buy,	 they	 will	 do	 active	 choices	 to	 avoid	 companies	 that	 offer	

products	that	do	not	live	up	to	the	ethical	standards	that	they	expect.	The	findings	and	

Crane	 and	 Mattens	 statement	 disagrees	 with	 Öberseder	 et	 al.	 (2011)	 who	 says	 that	

consumers	 do	 not	 care	 if	 a	 company	 has	 CSR	 or	 not.	 Klein	 et	 al.	 (2004)	 claims	 that	

dedication	has	led	to	higher	tendency	for	boycotting,	which	our	study	supports.	Further,	
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Del	Mar	Alonso-Almeida	et	al.,	(2015)	states	that	females	are	more	open	to	boycott	than	

males,	however,	this	could	not	be	proven	with	our	study.		

	

One	of	the	biggest	 finding	made	in	this	study	is	the	high	value	from	the	ethical	profile	

variable.	In	the	beginning	of	this	study	we	as	authors	thought	that	Generation	Z	would	

be	 careless	 of	 ethics.	 The	 results	 from	 the	 survey	 have	 shown	 how	wrong	 we	 were.	

Since	 the	mean	of	 the	ethical	profile	 showed	6.1204	and	 is	 considered	very	high.	The	

ethical	 awareness	 however,	 had	 no	 significant	 impact	 on	 Generation	 Z’s	 purchases.	

Researches	argued	that	the	ethical	awareness	would	be	increased	over	time,	but	still	the	

mean	was	3.1958	(Eisingerich	et	al.,	2011;	Giesler	&	Veresiu,	2014;	Twenge	et	al.,	2012).	

Further,	Generation	Z	will	boycott	products	if	their	demand	is	not	ethical	satisfied.	That	

they	are	willing	to	boycott	also	contributes	to	the	ethical	profile	and	make	Generation	Z	

to	have	a	strong	ethical	profile.	They	are	in	contrast	not	willing	to	pay	higher	prices	for	

ethical	products,	since	a	higher	price	affect	the	frequency	of	ethical	purchases	negative,	

thus	it	is	argued	that	consumers	would	pay	more	(Auger	&	Devinney,	2007).	To	answer	

the	research	question,	Generation	Z	are	not	willing	to	pay	more	for	ethical	products	but	

they	will	boycott	if	a	company	behaves	in	an	unethical	manner.		In	the	future	companies	

will	 therefore	 have	 to	 offer	 more	 ethical	 products	 with	 a	 lower	 price	 if	 they	 want	

Generation	Z	as	consumers.		

	

6.2	The	study’s	contributions		
This	subsection	is	presenting	the	theoretical	and	empirical	contributions	of	this	study.			

	

6.2.1	Theoretical	contributions		

The	theoretical	contribution	of	this	thesis	 is	a	new	view	on	how	Generation	Z,	namely	

the	 future	 buying	 force	 will	 make	 ethical	 purchases.	 	 Several	 researches	 have	 been	

made	on	the	previous	generations	but	less	for	the	future	buying	force	(Parment,	2013;	

Eastman	&	Liu,	2012).		This	study	of	Generation	Z	in	Sweden	therefore	contributes	with	

a	 small	 insight	of	how	Generation	Z	 is	as	ethical	 consumers.	 It	 is	 shown	 that	 they	are	

engaged	in	the	purchasing	process,	since	they	will	boycott	if	they	not	are	satisfied.	For	

companies	 this	will	be	an	 important	 factor	since	Generation	Z	will	be	 the	next	buying	

force	and	the	consumers	are	king	(Crane	&	Matten,	2010).	It	is	also	shown	that	they	will	

not	pay	more	for	ethical	products,	even	if	they	believe	that	more	ethical	purchases	will	
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give	a	greater	range	of	ecologic	and	Fairtrade	products.	Twenge	et	al.,	2012	discussed	

the	 future	 generation	 and	 to	 evaluate	 from	 the	 ethical	 profile	 variable	 that	 indicated	

high	 values,	 the	 next	 generation	 seems	 like	 a	 Generation	 We.	 This	 contradicts	 what	

Twenge	et	al.	(2012)	discussed,	that	social	awareness	and	care	for	others	had	declined.	

Further,	 since	 the	 hypotheses	 are	 only	 tested	 on	 teenagers	 born	 in	 year	 1997	 of	

Generation	Z,	the	hypotheses	must	be	tested	for	the	other	years	of	Generation	Z	as	well,	

or	for	the	generation	as	whole	to	make	a	greater	contribution.		

	

6.2.2	Empirical	contributions		

This	 study	 contributes	 to	 the	 research	 as	 a	 prediction	 for	 the	 future	 consumption	 of	

ethical	 products	 through	 Generation	 Z,	 which	 has	 been	 less	 researched	 compared	 to	

earlier	 generations	 like	 the	 Baby	 boomers,	 Generation	 X	 and	 Generation	 Y	 (Parment,	

2013;	 Eastman	 &	 Liu,	 2012).	 Due	 to	 the	 increased	 ethical	 awareness,	 the	 ethical	

purchases	should	have	increased	with	it	and	the	consumer	behavior	should	have	been	

changed	 (Eisingerich	 et	 al.,	 2011).	 This	 study	 is	 a	 small	 step	 towards	 knowing	 if	 the	

future	purchases	will	contain	more	ethical	products	since	the	consumers	are	considered	

more	ethical	aware.	The	following	will	present	limitations	of	this	study.		

6.3	Limitations		
This	 study	 contributes	 with	 a	 better	 understanding	 of	 the	 purchase	 behavior	 of	

Generation	 Z,	 but	 it	 is	 not	 without	 limitations.	 The	 first	 limitation	 is	 the	 selection	 of	

respondents	 used	 in	 the	 survey.	 Since	 it	 is	 a	 convenience	 sample	 it	 prohibits	 the	

findings	to	be	generalized	into	a	greater	group.	The	second	limitation	is	that	the	study	

only	 contains	 two	 hypotheses,	 with	 a	 greater	 number	 of	 hypotheses,	 a	 greater	

understanding	 of	 Generation	 Z	would	 be	 achievable.	 Since	 there	 are	 limitations	with	

this	study	the	next	section	will	bring	up	advices	that	might	enable	future	research	to	be	

conducted	more	efficient.	The	following	will	present	suggestions	for	future	research.			

	

6.4	Future	research		
We	recommend	 that	 if	 the	research	 is	 replicated,	 the	researchers	could	use	a	 random	

selection	of	respondents.	This	would	enable	the	researchers	to	generalize	their	findings	

to	a	greater	group.	 	Future	 research	can	also	conduct	a	qualitative	method,	and	more	

precisely,	 interviews,	 which	 would	 grant	 a	 deeper	 understanding	 of	 Generation	 Z´s	
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behavior.	 	 Researchers	 could	 also	 begin	with	 interviews	 to	 get	 deeper	 understanding	

and	 then	 form	 hypotheses	 that	 can	 be	 tested	 using	 a	 quantitative	 survey.	 Also,	 that	

future	research	is	conducted	on	all	the	age	groups	that	consist	within	Generation	Z,	not	

only	 those	 born	 in	 1997.	 These	 two	 combined	 will	 give	 a	 greater	 view	 of	 how	

Generation	Z	behaves	and	 indicate	how	 they	will	 behave	 regarding	ethical	purchases.	

Thirdly,	 future	 research	 could	 compare	generations.	To	 research	 if	 the	beginning	of	 a	

generation	 share	 similarities	 with	 other	 beginnings	 of	 other	 generations,	 also	 if	 that	

shift	 between	 generations	 is	 similar	 or	 not.	 Lastly,	 future	 research	 can	 conduct	

researches	that	examine	the	same	selection	in	a	future	stage	to	see	if	their	behavior	are	

according	to	their	statements	or	not.	This	thesis	will	be	finished	with	some	concluding	

comments.		

		

6.5	Concluding	comments		
This	study	shows	that	Generation	Z	is	an	ethical	generation	but	their	purchase	behavior	

is	 not	 affected	 by	 their	 ethical	 awareness.	 Still	 they	 would	 choose	 a	 company	 that	

behaves	 in	 a	 more	 ethical	 manner	 before	 an	 unethical,	 even	 in	 the	 extreme	 form	 of	

boycotting.		 	
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Appendix	1	–	Swedish	Questionnaire		

 

Etisk konsumtion 

1. Kön

Tjej

Kille

2. Vilket program läser du?

Samhälle

Ekonomi

Natur

Barn och fritid

Frisör

Annat (specificera) 

3. Vet du vad Corporate social responsibility (CSR) är?

Ja

Nej 

 Starkt emot      Starkt för

Dåliga arbetsförhållande

Dålig

tillverkningsprocess

Djurförsök

Miljöfarlig besprutning

Annat (Specificera)

4. Mina köp påverkas av ett företags.. (Ett svar per alternativ)

5. Handlar du ekologiskt/Fairtrade?

Ja 

Nej 

Vetej
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Sällan      Ofta

6. Hur ofta handlar du ekologiskt/Fairtrade 

 
Inte alls

viktigt      Väldigt viktigt

Pris

Kvalité

Miljöpåverkan

För det ser bra ut 

Smaken

Annat (specificera) 

7. Följande egenskaper är viktiga när jag handlar Ekologisk/Fairtrade (Ett svar per alternativ)

8. Handlar din familj ekologiskt?

Ja

Nej

Vetej

Sällan      Ofta

9. Hur ofta handlar din familj ekologiskt/Fairtrade

 
Inte alls

viktigt      Väldigt viktigt

Pris

Kvalité

Vad andra köper

Vad som är mode

Tillverkningsprocess

Smaken

Annat (specificera) 

10. Följande egenskaper är viktiga när jag handlar (Ett svar per alternativ)
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Instämmer inte Instämmer helt

11. Jag tror att jag är mer medveten än vad mina föräldrar är när det gäller att handla ekologiskt och/

eller Fairtrade

Instämmer inte Instämmer helt

12. Jag tror att om flera kunder hade valt att inte köpa produkter från oetiska företag så hade det funnits

mer ekologiskt och Fairtrade

Instämmer inte Instämmer helt

13. Jag tror att det gör skillnad om jag väljer att handla varor som är ekologiska och/eller Fairtrade

märkta produkter

Instämmer inte Instämmer helt

14. Jag kan tänka mig att undvika att köpa en produkt om den inte uppfyller mina etiska krav

 
Instämmer

inte

Instämmer

helt 

Media

Företagets

marknadsföring

En närstående

(Familj,släkt,vänner)

Kändis (Bloggare,artist

etc.)

Annat (Specificera) 

15. Följande källor litar jag på när det gäller företags produkter (Ett svar per alternativ)

Instämmer inte Instämmer helt

16. Människor bör se till att deras handlingar aldrig avsiktligt skadar en annan människa

Instämmer inte Instämmer helt

17. Om en handling kan skada en oskyldig, bör den inte genomföras
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Instämmer inte Instämmer helt

18. Det är aldrig nödvändigt att offra andras välmående 

Instämmer inte Instämmer helt

19. Vad som är etiskt varierar från en situation till en annan 

Instämmer inte Instämmer helt

20. Vad som är etiskt varierar från land till land

Tack för din medverkan!
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Appendix	2	–	English	Questionnaire			

 

Ethical consumption english

1. Gender

Girl

Boy

2. Which program do you study?

Society 

Business

Science 

Children and Leisure

Hairdresser 

Other (please specify)

3. Do you know what Corporate Social Responsibility (CSR) is? 

Yes

No

 
Strongly

against Strongly for

Poor working

relationships

Poor manufacturing

process 

Animal testing 

Environmental

hazardous spraying 

Other (please specify)

4. My purchases are affected by a companies.. (One respons per option)
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5. Do you purchase ecological/Fairtrade? 

Yes

No

Do not know

Rarely Often

6. How often do you purchase ecological/Fairtrade?

 
Not at all

important

Very

important

Price 

Quality 

Environmental impact

Because it looks good

Taste

Other (please specify)

7. The following attributes are important when I purchase ecological/Fairtrade (One respons per option)

8. Does your family purchase ecological/Fairtrade?

Yes

No

Do not know

Rarely Often

9. How often does your family purchase ecological/Fairtrade?
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Not at all

important 

Very

Important

Price 

Quality 

What others purchase

What is fashion

Manufacturing process

Taste

Other (please specify)

10. The following attributes are important when I make a purchase

Disagree Agree

11. I think that I am more aware than my parents regarding purchasing ecological/Fairtrade

Disagree Agree

12. I think that if more people choose not to purchase products from unethical companies there would

be more ecological and Fairtrade

Disagree Agree

13. I think that it makes a difference if I choose to buy products that are ecological and/or Fairtrade

Disagree Agree

14. I would consider to avoid purchasing a product if that product does not meet my ethical demands

 Disagree Agree

Media

Company marketing

A relative

(Family,friends)

Celebrity (Blogger,artist)

Other (please specify)

15. I trust the following sources regarding companies products (One respons per option)
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Disagree Agree

16. People should make certain that their actions never intentionally harm another

Disagree Agree

17. If an action could harm an innocent other, then it should not be done

Disagree Agree

18. It is never necessary to sacrifice the welfare of others

Disagree Agree

19. What is ethical varies from one situation to another

Disagree Agree

20. What is ethical varies from one country to another

Thank you for your participation!
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Appendix	3	–	Regression:	frequency	of	ethical	purchases	

 

Appendix	4	–	Regression:	tendency	to	boycott		

 

 

Regression)test:)Frequency)of)ethical)purchase)with)VIF
Standardized*Coefficients Collinearity*Statistics

Beta t Sig. Tolerance VIF
Constant 0,389 0,698
Ethical*awareness 0,033 0,373 0,71 0,946 1,057
Price G0,261 G2,783 0,007 0,831 1,203
Quality 0,155 1,355 0,179 0,558 1,792
Environmental*impact 0,361 3,637 0 0,742 1,348
Looks*good G0,1 G1,094 0,277 0,877 1,141
Taste 0,098 0,941 0,349 0,669 1,495
Ethical*Profile 0,188 1,949 0,054 0,784 1,275
Gender G0,007 G0,078 0,938 0,797 1,255
Program 0,048 0,508 0,613 0,829 1,206
Media 0,035 0,332 0,741 0,66 1,515
Company*Marketing G0,126 G1,194 0,236 0,66 1,515
Family G0,03 G0,301 0,764 0,745 1,342
Celebrity G0,067 G0,67 0,505 0,74 1,351

Adjusted*R²*:*0,254
VIF*Highest*:*1,792
FGvalue*:*3,671
*p<*0,05
**p<*0,1
***p<0,001

Regression)test:)Tendency)to)boycott)with)VIF
Standardized*Coefficients Collinearity+Statistics

Beta t Sig. Tolerance VIF
Constant 2,423 0,017
Ethical*awareness 0,048 0,539 0,591 0,95 1,052
Price B0,119 B1,239 0,218 0,832 1,203
Quality 0,201 1,71 0,091 0,555 1,802
Environmental*impact 0,212 2,092 0,039 0,746 1,34
Looks*good B0,131 B1,413 0,161 0,889 1,124
Taste B0,082 B0,764 0,447 0,668 1,497
Ethical*Profile 0,285 2,879 0,005 0,78 1,282
Gender 0,012 0,12 0,905 0,801 1,249
Program B0,152 B1,575 0,119 0,825 1,212
Media 0,111 1,033 0,304 0,662 1,509
Company*Marketing B0,062 B0,576 0,566 0,656 1,525
Family 0,078 0,769 0,444 0,744 1,344
Celebrity B0,161 B1,581 0,117 0,738 1,354

Adjusted*R²*:*0,21
VIF*Highest*:*1,802
FBvalue*:*3,102
*p<*0,05
**p<*0,1
***p<0,001


