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Abstract 
The earth is in destress as humans have exploited the earth of its natural resources 

causing climate change and natural disasters. The food industry is one of the main 

contributors to environmental destruction, therefore it has become even more 

important for consumers to act socially responsible. The purpose of this study was 

to explore whether consumers accept green marketing at face value when buying 

environmentally sustainable food products. The sub-purpose was to understand 

how consumers identify environmentally sustainable food products. The research 

question is: how does green marketing communication influence consumers buying 

behavior regarding environmentally sustainable food products? This study used 

green marketing, consumer buying behavior, and CnSR as the main theories to 

build a conceptual model. This was a qualitative study which used 10 semi-

structured interviews as empirical data then content and thematic analysis were used 

to analyze the empirical data. The study drew three conclusions, that price is still 

the deciding factor for consumers when choosing environmentally sustainable food 

products, that the individual-self factor is the foundation for the psychological 

factors behind consumers’ buying behavior, and that green marketing alone is not 

enough to influence consumers’ buying behavior towards being environmentally 

sustainable and socially responsible. 
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1. Introduction 
The following chapter presents this thesis background, problematization, purpose, 

and research question. The chapter ends with demarcations and an outline of this 

thesis. 

1.1. Background 

The effects of climate change have become increasingly visible, and natural 

catastrophes have become more frequent (BBC, 2021). Rising temperatures around 

the globe leads to storms, droughts, floods, and heat waves causing damage to 

infrastructure and ecosystems, as well as food shortages around the world 

(Engström, 2022). To protect the environmental future, sustainable alternatives 

must be found and means of production developed while still being profitable and 

available for the most consumers (Blowfield, 2013). Sustainability is generally 

divided into multiple subcategorizes such as environmental sustainability, social 

sustainability, and economic sustainability (United Nations , 2022). Environmental 

sustainability means understanding what can and or cannot be exploited from the 

earth before causing lasting harm to it and finding sustainable solutions or 

alternatives (Blowfield, 2013).  

As the need for sustainability have drastically increased, there has also been a rise 

in products labeled as sustainable (Torma & Thogersen, 2021). Sustainable 

products have a meaning just as broad as the word sustainable as products can be 

sustainable in different ways (Blowfield, 2013) such as environmental and 

economical (United Nations , 2022). Environmentally sustainable products are also 

known as green products (Woo & Kim, 2019). Green products can be defined as 

those which are produced in a way that has “minimum negative effects on the 

environment” (Govender & Govender, 2016, p. 78). There is an increasing demand 

for products which are produced in a green manner but there are challenges when 

it comes to consumers choosing to buy environmentally sustainable products 

(Govender & Govender, 2016). The food industry is one of the biggest contributors 

to environmental destruction as it accounts for up to one third of household 
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consumption (Moser, 2015), but food is a necessity humans cannot live without 

(Chao & Uhagile, 2022). 

The dairy product industry is one of the areas within the food industry which have 

been exposed to major changes over the years, between 1950 and 2013 the 

consumption of milk has decreased from 220 liters to 89 liters per person a year 

(Rubin, 2015). In 2015, Rubin (2015) stated that milk farmers did not see the oat 

milk as a competitor to dairy even though the sales of dairy alternatives had 

increased 25 percent the year before. In search of environmentally friendly 

alternatives several innovative and new products such as oat-based and soy-based 

alternatives have emerged on the market (ICA, 2022). The grocery chains have their 

own brand of plant based dairy alternatives (City Gross, 2022; Coop, 2022; ICA, 

2022; Willys, 2022). In 2017 two thirds of the dairy free milk alternatives bought 

by Swedes were oat based, followed by soy and almond based alternatives, for 

which proportions were not stated (Sonck, 2017). Eriksson (2019) stated that even 

though it is possible to produce more oat-based drinks per acre than dairy it is not 

the only aspect which entails effectiveness. Dairy contains more protein than oat-

based alternatives which means that in a nutrient aspect it is more efficient per acre. 

It is important to keep in mind that oat production still needs animals as the oat 

crops need fertilization which is created by livestock (Eriksson, 2019). 

Consequentially what Rubin (2015) stated in 2015 may still be the case, oat milk is 

not a competitor.   

However, consumers have questioned dairy producers' marketing when it comes to 

environmental sustainability (Äkta vara, 2022). In Sweden, Arla’s milk which 

claimed to leave a net zero environmental footprint was named the bluff of the year 

by Äkta Vara in 2021 (Äkta vara, 2022). Brands such as Oatly, who produce oat-

based alternatives have marketing efforts which present them as sustainable and 

urges consumers to step away from dairy products towards its based plant 

alternatives (Oatly, 2022a). Spendrup et al. (2016) stated that environmentally 

friendly food is not always sustainable, but consumers generally perceive them to 

be. 
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1.2. Problematization 

There are various ways of acting socially responsible, and different reasons for 

doing it such as environmental, social, or economic sustainability (Nova-Reyes et 

al., 2020). The environmental concerns are one of the reasons for the rise in 

popularity of sustainable products, but the rise in popularity has also been affected 

by health scares, product safety and ethical decisions (Seo et al., 2016). As a way 

of showing their social responsibility and awareness of sustainability, consumers 

can choose and consume sustainable food products (Seo et al., 2016). For multiple 

decades companies were held responsible by consumers to take responsibility and 

care for the planet (Nova-Reyes et al., 2020). As more consumers have realized 

their impact on the environment they too have taken, and become, more responsible 

which has led to the development of the term consumer social responsibility 

(CnSR) (Nova-Reyes et al., 2020). However, there is a lack of universal definition 

of the term CnSR which has led to there being various meanings and approaches 

causing inconsistency in the research area (Vitell, 2015).   

The use of sustainable and environmentally friendly marketing is called green 

marketing and is commonly used to promote products as green and environmentally 

sustainable (Wymer & Polonsky, 2015). Chaudhary and Bisai (2018) found that 

consumers buying intentions were affected by green marketing and planned 

intentions. Promotion as well as information, labels, and packaging of 

environmentally sustainable products affected consumers buying behavior 

(Govender & Govender, 2016). Chaudhary and Bisai (2018) stated that marketing 

informing consumers regarding environmental issues can motivate consumers to 

favor environmentally sustainable products. However, when green marketing gets 

over communicated to the consumers it is easily misinterpreted which is a universal 

problem regardless of industry (Szabo & Webster, 2020). Excessive green 

marketing affects consumers' faith in organizations and their products, and puts 

strains on their trust, loyalty, and honesty (Szabo & Webster, 2020). Dangelico and 

Vocaelli (2017) argue that companies have a responsibility to educate and inform 

its consumers about sustainability and environmentally sustainable products. It has 

been proven profitable not only for the environment, but companies as well to have 
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environmentally sustainable products and green marketing as it allows for higher 

prices, also known as premium prices, and an increase in consumer loyalty (Wymer 

& Polonsky, 2015). One of the marketing tools for green marketing is eco-labels 

which can be used to identify environmentally sustainable products (Delafrooz et 

al., 2014). Rahbar & Wahid (2011) stated in their study that eco-labels have a 

positive impact on consumer buying behavior. In line with Rahbar and Wahid 

(2011), Sharma (2021) stated that eco-labels are one of the main influences on green 

consumer behavior. Although eco-labels can have a positive impact on green 

consumer buying decisions it is not always the case (Delafrooz et al., 2014) as eco-

labels can confuse consumers (Juwaheer et al., 2012). Therefore, eco-labels must 

be clear for consumers to easily understand them. White et al. (2019) presented the 

framework SHIFT, which presents five psychological factors impact on green 

buying behavior, Social influence, Habit formation, Individual self, Feelings and 

cognition, and Tangibility. Based on this White et al. (2019) stated that easily 

understood eco-labels can help consumers make eco-friendly choices.  

There are varying reasons as to why consumers choose to buy environmentally 

sustainable products, one of the reasons being because they are considered healthier 

(Govender & Govender, 2016), or due to environmental consciousness (Chaudhary 

& Bisai, 2018). Beacom et al. (2021) have researched how market segmentation 

can be used to develop plant-based food products and the marketing campaigns 

connected to them. Studies (Collard & McCormick, 2021; Park, 2021) have done 

research on the nutritional value in plant-based dairy alternatives in comparison 

with cow milk, Collard, and McCormick (2021) found that cow’s milk is the best 

source of protein, fat, and micronutrients. Park (2021) studied the impact of non-

dairy alternative milk on the dairy industry and stated that cow’s milk has more 

nutrients than plant-based alternatives. However, some consumers use plant-based 

alternatives due to medical reasons (Park, 2021). Green marketing has been found 

to affect consumer buying behavior and eco-labels can be used for consumers to 

identify environmentally sustainable products. There has however not been 

research on how green marketing affect consumers to have socially responsible 

buying behavior regarding food products.  
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1.3. Purpose of the study 

The purpose of this study is to explore whether consumers accept green marketing 

at face value when buying environmentally sustainable food products. The sub-

purpose is to understand how consumers identify environmentally sustainable food 

products. 

1.4. Research question 

How does green marketing communication influence consumers buying behavior 

regarding environmentally sustainable food products?  

1.5. Demarcation 

As environmentally sustainable food products are a broad spectrum it was decided 

to make a demarcation. We have decided to narrow down our study to only look at 

plant-based dairy alternatives and to use the brand Oatly as an example. Oatly 

provides dairy-alternative products made from oats. Hence, we do not include other 

plant based dairy alternatives such as soy and almond or other brands similar to 

Oatly.  

1.6. Thesis outline 

Figure 1 presents the outline of this thesis. 
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Figure 1 

Thesis outline 

 

Note: 
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2. Theory 
The following chapter presents literature and theoretical frameworks relevant for 

this thesis. The chapter includes sub-chapters on environmentally sustainable food 

products, green marketing, consumer buying behavior, the SHIFT framework, and 

CnSR. The chapter ends with our conceptual model. 

2.1. Environmentally sustainable food products 

A green product can be defined as a product which has “minimum negative effects 

on the environment” (Govender & Govender, 2016, p. 78). Chao and Uhagile 

(2022, p. 24) define green foods as “foods that are safe to consume, and nutritious 

food products that emphasize sustainable improvement to the eco-environment and 

coordination among the social, economic and eco-environmental efficiency”. 

However, Woo and Kim (2019) have a narrower definition which defines green 

food products as food products which are environmentally friendly. Green products 

can also be defined as environmentally sustainable products (Woo & Kim, 2019). 

Henceforth, this thesis will refer to these products as environmentally sustainable. 

2.2. Green marketing 

Green marketing refers to the marketing of environmentally sustainable products 

(Govender & Govender, 2016). It was long viewed as a type of consumerism but 

has developed and is now viewed mostly as a corporate social responsibility (CSR) 

(Wymer & Polonsky, 2015) and has in the last few years focused on products 

(Delafrooz et al., 2014). The aim of green marketing is to encourage consumers to 

shift their actions towards actions which have a minimal negative effect on our 

environment (Rahbar & Wahid, 2011). Green marketing has gone through different 

stages over the years, from 1960s to early 1970s it was the ecological green 

marketing era (Delafrooz et al., 2014). The green environmental marketing era 

started in the late 1980s and the was followed by the sustainable green marketing 

era (Delafrooz et al., 2014).  
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Delafrooz et al. (2014) and Rahbar and Wahid (2011) agree there are several 

marketing tools which can be used for green marketing such as eco-labels, eco-

brands, and environmental advertisement. Delafrooz et al. (2014) stated that 

cognition is often the focus for green marketing as knowledge is key. Green 

marketing tools can be used to guide consumers on how to choose environmentally 

sustainable products (Rahbar & Wahid, 2011).  

Eco-labels can be used to identify environmentally sustainable products and a study 

showed that eco-labels have a positive effect on consumers purchase intentions 

(Delafrooz et al., 2014). It is important to notice however that eco-labels do not 

always result in purchases of environmentally sustainable products (Rahbar & 

Wahid, 2011). Delafrooz et al. (2014) stated that eco-brands can be used to 

differentiate from competitors and the brands products can be harmless to the 

environment for example. Rahbar and Wahid (2011) stated that changes is buying 

behavior can be motivated by emotional connections to eco-brands. Environmental 

advertisement aims to influence consumers to conduct a buying behavior which 

does not harm the environment (Delafrooz et al., 2014). The increased knowledge 

of environmental problems may influence consumers to choose environmentally 

sustainable products (Rahbar & Wahid, 2011). Green marketing has shown effect 

on purchases of environmentally sustainable products and increased consumer 

knowledge (Delafrooz et al., 2014). However, regardless of which industry, there 

is always a risk of green marketing having negative effects as well (Szabo & 

Webster, 2020). When green marketing is over communicated, consumers can 

easily misunderstand it and the intentions behind it. Excessive green marketing can 

influence consumers’ faith in an organization and products which puts strains on 

the consumer-company relationship (Szabo & Webster, 2020). Lack of trust in a 

company due to incidents such as false information has led to consumers being 

more involved in taking social responsibility and acting thereafter (Caruana & 

Chatzidakis, 2014).  

Govender and Govender (2016) stated that their study found that there is no 

connection between age and the motivation to change buying behavior as an effect 

of green marketing. Chao and Uhagile (2022) stated that to have the most impact, 
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the green marketing should be focused on factors deemed important to the intended 

target segment. To understand the effects of green marketing on consumer buying 

behavior, one must first understand consumer buying behavior. In the next sub-

chapter consumer buying behavior is presented. 

2.3. Consumer buying behavior 

Consumer buying behavior is the final step of consumer behavior in the buying 

process (Delafrooz et al., 2014). Buying behavior is divided in four types, complex 

buying behavior, buying behaviors which aim for variety, buying behavior which 

aim to lower tensions after purchase, and normal buying behavior. Consumers may 

be motivated to make decisions due to many different reasons and green marketing 

can increase consumers knowledge which can affect consumer buying behavior 

towards a green consumer buying behavior (Delafrooz et al., 2014). Woo and Kim 

(2019) agrees that consumers increased knowledge about environmental issues can 

be reflected in their buying behavior. It is important to make sure consumer buying 

behavior is in focus in addition to other aspects when it comes to green marketing 

as it is key for the efforts to have effect influencing green consumer buying behavior 

(Sharma, 2021). Govender and Govender (2016) found that consumers preferred 

socially responsible retailers and environmentally sustainable products, however 

they were price sensitive. Additionally, Chaudhary and Bisai (2018) found that 

price influences consumers buying behavior regardless of their values. The 

willingness to pay is an important factor whether consumers choose to buy 

environmentally sustainable products or not, but when the price is accepted it is not 

considered a barrier anymore (Moser, 2015). 

2.4. The SHIFT Framework 

The SHIFT framework aims to show how psychological factors have positive 

impact on engagement in pro-environmental behavior and consists of five factors: 

Social influence, Habit formation, Individual self, Feelings and cognition, and 

Tangibility (White et al., 2019). While traditionally marketing has focused on 

merely fulfilling needs and wants the sustainability aspect focus on utilizing 



 16 (80) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

resources and keeping the capacity of the environment in mind. A gap between 

attitude and behavior has been found in multiple cases when it comes to 

sustainability and the SHIFT framework can help address this issue.  

The gap between attitude and behavior is a challenge for marketers and 

organizations as they try to encourage sustainable consumption (White et al., 2019). 

Sharma (2021) stated that trust and environmental knowledge is part of why there 

is a gap between attitude and sustainable behavior, therefore it is relevant to 

understand the psychological factors behind the behavior. The SHIFT framework 

is visualized in Figure 2 below. 

Figure 2 

The SHIFT framework visualization 

 

Note: Own visualization of the SHIFT framework based on White et al. (2019). 

The first factor in the SHIFT framework, social influence, discusses how consumers 

are often influences by the people they meet (White et al., 2019). Social norms and 

what is considered socially accepted has great impact on sustainable behavior, for 

example when it comes to choosing sustainable food products. Social identities, and 

the groups consumers belong to, based on their actions are also part of the social 

influence. Consumers who belong to groups where sustainable choices are made 

are more likely to make them themselves (White et al., 2019). Based on Chaudhary 

and Bisai (2018) and Moser’s (2015) studies it was found that consumer in India 
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have a different attitude than consumers in Germany (Moser, 2015). While 

Chaudhary and Bisai’s (2018) study included only higher educated respondents, 

Moser’s (2015) study included respondents matching the population. These studies 

show that consumers choices may differ depending on the groups they belong to, 

in these cases varying due to location and education level, which correlates with 

White et al.’s (2019) statement that group affiliation has an impact on consumers 

buying behavior. The last aspect of the social influence is social desirability where 

having a good impression on others is important and can require a sustainable 

behavior (White et al., 2019). Social desirability can in some instances have a 

negative impact on sustainable behaviors if they are viewed as negative by the 

surrounding society (White et al., 2019). 

Habit formation is the second factor (White et al., 2019). Habits can include a non-

sustainable behavior and to create a sustainable behavior those habits must change. 

As the food industry is a big contributor to environmental destruction (Moser, 2015) 

sustainable habits regarding food consumption can have positive effects on 

environmental sustainability (White et al., 2019). There are several ways to 

encourage sustainable habits such as discontinuity, penalties, implementation 

intentions, making it easy, prompts, incentives, and feedback. Life interruptions 

such as moving can have positive effects on sustainable habits as it enables 

consumers to start again and build new habits in their new environment. Another 

mean to control and affect consumers can be to have penalties on unwanted 

behavior. Non sustainable behavior can for example have higher tax tariffs. If non 

sustainable habits are affected by increased taxes, it can push consumers to form 

sustainable habits. Implementation intentions are another aspect to encourage 

consumers to conduct more sustainable habits, a change in behavior can be 

promoted by making it easier or through giving incentives. One of the challenges 

to implementing sustainable consumer behavior is that they can require an increased 

effort and be time consuming. Therefore, to enable consumers to create sustainable 

habits it should be made easy. Prompts can be used to encourage sustainable habits 

and can include different areas such as recycling. For prompts to be successful they 

need to be easy to follow and located where decisions are made, there they can 

encourage sustainable behavior by consumers (White et al., 2019). Delafrooz et al. 
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(2014) stated that green marketing such as environmental advertisement can be used 

to increase consumers awareness of environmental issues which in turn may have 

positive effect on their buying decisions. Consumers may because of green 

marketing buy more environmentally sustainable products (Rahbar & Wahid, 2011) 

which is in line with what White et al. (2019) stated prompts could result in. Habits 

can be adapted by incentives as well, and lead to sustainable behavior (White et al., 

2019). As the inclination to conduct a sustainable behavior can decline when 

removing the incentive, it is more useful in one-time situations than with long-term 

habits if the incentives will not be consequent. To set sustainable habits feedback 

can be provided to the consumer. Feedback may also give the consumer a view of 

how their habits have changed and if they are increasingly sustainable or not (White 

et al., 2019). 

The Individual self has an impact on consumers consumption (White et al., 2019). 

It includes the self-concept, self-interest, self-consistency, self-efficacy, and 

individual differences. People want to view themselves in a positive manner, and 

their self-concept can be associated with sustainable behaviors which becomes part 

of their identity. People not only want to view themselves in a positive way, but this 

also must be consistent. This entails that if one sustainable choice is made it can 

enable a sustainable behavior long-term. The sustainable behavior can have further 

positive effects as there has been studies which show that consumers sustainable 

behavior in one area can push sustainable behavior in other areas as well. When it 

comes to self-interest behaviors which are positive for the individual themselves 

are more likely to be implemented. Regarding self-efficacy, a sustainable behavior 

is more likely to occur when consumers do not have to give up anything significant 

while still seeing a positive impact of their behavior. Finally, consumers 

individualities have an impact on what decisions they make regarding sustainable 

behavior. Studies suggest that highly educated consumers are more likely to have a 

sustainable behavior (White et al., 2019).  

The fourth factor, Feelings and cognition, entails that there are two main reasons 

for consumers to make a choice, either driven by feelings or awareness (White et 

al., 2019). There are negative and positive emotions, information and knowledge, 
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eco-labels, and framing which affect this psychological factor. Negative emotions 

are those which consumers believe they will experience because of an action or 

non-action. Positive emotions can influence decisions as hedonic pleasure may 

encourage consumers to make a sustainable decision. When it comes to the 

cognition part, knowledge is an important aspect of consumers behavior (White et 

al., 2019). Delafrooz et al. (2014) stated that consumers increased awareness of 

environmental issues influence their buying behavior. In line with this White et al. 

(2019) stated that when informing consumers, it may lead them to make choices 

which are more sustainable as they are aware of the consequences of their decisions. 

Additionally, Sharma (2021) stated that lack of knowledge could have negative 

effects on consumers green buying behavior which is in line with Delafrooz et al. 

(2014) and White et al.’s (2019) statement that educating consumers is important. 

One way to inform consumers is through eco-labels (White et al., 2019). White et 

al. (2019) stated that clear, and consistent labels can have positive effects on 

consumers sustainable behaviors. It is important to keep in mind that while labels 

can have positive effects on consumer behavior is it not a given (Delafrooz et al., 

2014). In line with this, White et al. (2019) state that there are studies which suggest 

eco-labels does not have an impact. How messages are framed have an impact on 

what decisions consumers make. What consumers can lose from their decisions 

have a greater impact than what they may gain which should be considered when 

framing a message (White et al., 2019). Sharma (2021) stated that knowledge can 

increase consumers understanding of why environmentally sustainable products are 

positive. Therefore, the cognition aspect is relevant to address in this thesis when 

exploring how green marketing affect consumer buying behavior.  

The last factor tangibility, includes matching temporal focus, communicate local 

and proximal impacts, concrete communications, and encourage the desire for 

intangibles (White et al., 2019). Sustainable actions can be abstracts which can 

make it hard for consumers to see what they are helping achieve by implementing 

a sustainable behavior. Consumers tend to be focused on the present while 

sustainability behaviors effects may not show until in the future. Therefore, those 

who are more focused on the future may be more prone to implement sustainable 

behavior and encouraging consumers to focus on the future can have positive 
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effects on sustainable behavior (White et al., 2019). Devinney et al. (2015) stated 

consumers are more likely to buy from small local organizations as they believe the 

effects of their buying behavior will bigger which makes it more tangible. To make 

the effects more tangible these local impacts can be highlighted, and clear 

communications have positive effects in making sustainability behaviors more 

relevant (White et al., 2019). Delafrooz et al. (2014) stated eco-labels can be used 

to identify environmentally sustainable products which may make the effects more 

tangible as the product can be highlighted to the consumer as part of making more 

environmentally sustainable choices. These environmentally sustainable products 

consequently have less negative effect on the environment (Govender & Govender, 

2016). 

The SHIFT framework enables an understanding of how different psychological 

factors can influence sustainable behavior. When trying to understand why 

consumers make the choices they do, understanding the background makes it more 

tangible. To create a more comprehensive understanding CnSR will be presented in 

the next sub-chapter. 

2.5. Consumer Social Responsibility 

Consumer social responsibility (CnSR) is a concept originating from CSR (Quazi 

et al., 2015). CSR have been around for centuries but have had a remarkable growth 

during the past four decades expanding the research field, incorporating more 

consumer perspectives developing CnSR (Quazi et al., 2015). For multiple decades 

corporations have been held responsible for sustainable products and taking social 

responsibility, but the recent decade has seen a shift with consumers shouldering 

more of the responsibility (Soni et al., 2021). Rising awareness amongst consumers 

about the impact they have on the planet, but also the power they hold to make 

changes, have created visible changes in the (Nova-Reyes et al., 2020). Quazi et al. 

(2016) argue that CnSR and CSR are coherent and dependent of each other, both 

being necessary to achieve success. Getting the consumer to demand sustainable 

products and services is one of the best ways to influence companies to be more 

sustainable (Nova-Reyes et al., 2020). Previous research within the consumer 
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buying behavior field showed that price, quality, and convenience were the main 

influencers but the development into CnSR added external factors such as 

sustainability to the context (Caruana & Chatzidakis, 2014).  

CnSR refers to a consumer who acts socially responsible, ethical and is guided by 

their morals when buying and consuming products and services (Soni et al., 2021). 

In addition, Quazi et al. (2015) stated that a socially responsible consumers wants 

their consumption to minimize bad effects and maximize benefits on the society. 

However, there is a lack of universal definition of CnSR which has led to there 

being multiple different definitions and interpretations of it (Vitell, 2015). 

Abbreviations like ConSR (consumer social responsibility), SRB (socially 

responsible behavior), SRC (socially responsible consumption) can be found in the 

research, but they commonly refer to a consumer who is or behaves ethical, moral, 

sustainable, and responsible (Schlaile et al., 2016). The mixture of interpretations 

and definitions within the field leaves the opportunity to do further research within 

CnSR (Devinney et al., 2015). According to Hosta and Zabkar (2021), consumers 

align the environmental aspect of sustainability with long-term and cognitive 

thoughts whilst short-term and affective reflection is associated with the social 

sustainability. This means that consumers might act differently depending on if they 

relate it to environmental- or social sustainability. Environmentally concerned 

consumers tend to take rational decisions and budget thinking about the future 

(Hosta & Zabkar, 2021).  

Many consumers see themselves as ethical and guided by their morals but Devinney 

et al. (2015) found that it was a matter of selective behavior. There was a thin line 

between consumers willing to give and sacrifice, showing that consumers rather 

made exceptions for special causes than acting ethical consistently. When Devinney 

et al. (2015) explored CnSR they found that consumers were more willing to help 

smaller local companies rather than large ones. There is a difference between men 

and women when it comes to their willingness to help and act sustainable. Women 

have a higher interest in sustainable consumption whilst men tend to be more 

reserved (Soni et al., 2021).  
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2.6. Conceptual model 

A conceptual model has been developed for the thesis, see Figure 3. The conceptual 

model consists of three main parts, green marketing, consumer buying behavior, 

and CnSR. 

Figure 3 

Conceptual model 

 

Note: Own illustration 

Green marketing is divided into three main parts which represents the marketing 

tools used for green marketing, eco-labels, eco-brands, and environmental 

advertisement. Consumer buying behavior has five sub-categories which represents 

the five phycological factor presented by White et al. (2019), social influence, habit 

formation, individual self, feelings and cognition, and tangibility which affect 

consumer buying behavior.  

In this model it is assumed green marketing affects consumer buying behavior. Eco-

labels can be used to mark and identify environmentally sustainable products and 

have a positive effect on consumers purchase intentions (Delafrooz et al., 2014). 

Eco-brands can have an emotional relevance for consumers which would affect 
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their buying behavior (Rahbar & Wahid, 2011). Environmental advertisement 

increases consumer knowledge regarding environmental issues which in turn 

influences consumer buying behavior (Rahbar & Wahid, 2011). While these aspects 

have been found in studies it is not studied on environmentally sustainable food 

products on the Swedish market making it relevant to explore in this thesis.  

The SHIFT framework (White et al., 2019) presents five phycological factors 

affecting consumer buying behavior, social influence, habit formation, individual 

self, feelings and cognition, and tangibility, which are heavily intertwined. These 

factors are used as the base to study how consumer buying behavior is affected by 

green marketing. Dividing consumer buying behavior in different factors created a 

more tangible model and it was easier to divide different aspects of consumer 

buying behavior. How a consumer perceive green marketing at face value, is 

decided by the psychological SHIFT factors which represents the consumer buying 

behavior. When a consumer is directly facing green marketing, such as on products, 

the psychological factors decided how the marketing will be perceived.  

In this model social influence includes society, who consumers meet or socialize 

with, and how they affect their behavior. Habit formation includes all consumers 

do out of habit, in what instances they break those habits, and what affects them to 

do so. The individual self includes what is strongly connected to oneself, such as 

medical reasons and experiences. The experiences can however be connected to 

feelings. Feelings and cognition include what the consumers know, what they think 

they know, and how they feel based on it. Tangibility includes whether consumers 

believe their choices makes a difference. How their behavior affects the future and 

whether it has relevance for their decisions. How green marketing affect consumer 

buying behavior and whether it results in a socially responsible consumer will be 

explored in this thesis. The possible effect and connection are visualized with a non-

continuous arrow.  
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3. Methodology 
The following chapter presents the methodology used in this thesis. This chapter 

includes descriptions of research philosophy, data collection and analysis of 

empirical data. Lastly the chapter ends with a discussion trustworthiness and 

validation.  

3.1. Research design 

In this subchapter the research methodology of this thesis will be presented along 

with the research approach and design. 

3.1.1. Research philosophy 

According to Bell et al. (2022), theory is essential for the understanding of how 

research is conducted, which can also be referred to as the philosophy of social 

science. The research philosophy directly affects the way a study is conducted and 

therefore its result (Saunders et al., 2019). Ontology and epistemology are the two 

philosophies of theory (Bell et al., 2022).  

3.1.1.1. Ontology  

The philosophy of ontology means trying to identify the reality and is further 

divided in two positionings, objectivism, and constructivism (Bell et al., 2022). 

Objectivism implies that there is an objective reality independent from the human 

observer, that social phenomena are external factors that we are not always aware 

of and cannot influence non the less (Bell et al., 2022). Constructivism is almost the 

opposite to objectivism as this positioning beliefs that social phenomena are 

dependent on interactions (Bell et al., 2022). Our study explore how consumer 

buying behavior is influenced by green marketing. Therefore, it is line with 

constructivism as it is affected by human interaction. The phenomenon is not 

separated from social actors. By using past and current experiences humans create 

knowledge instead of just acknowledging information (Bell et al., 2022). This 

process is also seen in the consumer buying behavior, as a consumer’s previous 
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experiences and knowledge is the foundation for their buying behavior.  Therefore, 

our study aligns with the constructivism positioning.  

3.1.1.2. Epistemology  

Epistemology is the theory of knowledge which is important in business research 

(Bell et al., 2022). Within epistemology there are three main positionings with 

different perspectives on how to view the world, interpretivism, realism and 

positivism (Bell et al., 2022). Positivism refers to generalizations and observations 

of phenomenon’s, not focusing on a deeper understanding whilst realism is how 

humans compare reality with their view of the world (Bell et al., 2022). Neither of 

these two positionings were suitable for the thesis. As the purpose of this study is 

to explore consumer behavior the positioning of interpretivism is most suitable. 

Interpretivism aims to understand complex situations on a deeper level and 

understanding them rather than just explaining (Bell et al., 2022). Because of the 

level of understanding the positioning of interpretivism is often connected to 

qualitative studies and social behavior (Bell et al., 2022). Hence, this study takes a 

qualitative approach.  

3.1.2. Research approach 

According to Bell et al. (2022) theory is needed to explain and understand 

phenomenon’s, regardless of what method that is used. There are three main 

approaches to research that explains the relationship it has to theory, inductive, 

deductive, and abductive (Bell et al., 2022). When deciding on a strategy or method 

for a study it is important to consider all options as it must be ethical, applicable, 

suitable, and manageable (Denscombe, 2018). An inductive approach is often 

associated with building conclusions and theories based on empirical findings (Bell 

et al., 2022). Deductive on the other hand is often associated with creating 

hypothesizes and theories based on previous knowledge such as literature (Saunders 

et al., 2019). In our study we draw conclusions based on the empirical findings but 

also use previous literature and theories to analyze it. Therefore, our study uses an 

abductive approach, which is a combination of the two previously mentioned 

(Saunders et al., 2019).  
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3.1.3. Theory-in-use 

For this thesis both quantitative and qualitative studies within the areas of consumer 

social responsibility, sustainability and buying behavior have been reviewed and 

presented. Quantitative data can be used in the preparation for qualitative research 

as it indicates which areas that might be interesting to further explore on a deeper 

level (Bell et al., 2022). The scientific articles have mainly been found through 

search engines such as HKR Summon and Google Scholar using filters to make 

sure they have been peer-reviewed. For the methodology chapter additional books 

about research and methods have been used. Three main theories have been used in 

this study, green marketing, consumer buying behavior (SHIFT framework) and 

consumer social responsibility.  

Green marketing is divided into three parts which are marketing tools used to 

conduct green marketing, eco-labels, eco-brands, and environmental advertisement 

(Delafrooz et al., 2014). Eco-labels can be used to help the consumer identify 

environmentally friendly products, eco-brands can be associated to consumers 

feelings of what brands provide environmentally friendly products, and 

environmental advertisement is used to convey knowledge about environmental 

issues (Delafrooz et al., 2014). The understanding of how these marketing tools is 

used to create a foundation to understand how they affect consumer buying 

behavior which is the purpose of this thesis. The SHIFT framework presented by 

White et al. (2019) discuss five psychological factors and how they affect consumer 

buying behavior. These factors are Social influence, Habit formation, Individual 

self, Feelings and cognition, and Tangibility (White et al., 2019). Since the purpose 

of this study is to understand how green marketing affect consumer buying behavior 

all five factors will be used in this thesis. This enables the opportunity to explore 

consumer buying behavior from different point of view. This framework adds the 

consumers psychological aspect to the thesis analysis. The concept of CnSR is used 

in this study to understand consumer social responsibility. CnSR is a concept of 

what a sustainable consumer is (Vitell, 2015) which brings a different perspective 

on consumer behavior to our study. Since there is an increasing demand for 

consumer sustainability and responsibility, we use CnSR to understand what it 
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means to be a socially responsible consumer. Green marketing strives to influence 

consumer to change their behavior to have less negative effect on the environment 

(Rahbar & Wahid, 2011). The three theories are used in this thesis conceptual model 

as their different perspectives supports our research purpose and question.  

3.2. Data collection 

In this subchapter the data collection process will be thoroughly described. 

Explaining the choice of method, participants selection, interview guide and 

transcription of the data. 

3.2.1. Research method 

The purpose of this study was to explore consumers social responsibility and buying 

behavior in depth and according to Merriam and Tisdell (2016) a qualitative method 

is relevant when exploring consumer buying behavior as it seeks to create an 

understanding. Research interviews is a way on gathering information by asking 

people questions and using their answers as data (Denscombe, 2018). According to 

Denscombe (2018), interviews are most suitable when trying to understand and 

explore complex situations such as consumers feelings, attitudes, and opinions, 

which we aimed to do in this thesis. There are multiple different ways to conduct 

interviews such as group interviews, personal interviews and focus groups 

(Denscombe, 2018). In addition to choosing to conduct personal interviews it was 

decided to adapt the method of semi-structured interviews.  

Semi-structured interviews mean having a set of open questions to follow but 

leaving room for follow-up questions that were not initially intended but emerged 

during the interview (Denscombe, 2018). As we were exploring how green 

marketing influenced consumer buying behavior, we wanted the ability to ask 

follow-up questions, which stated by Bell et al (2022) means creating the 

opportunity to elaborate on answers and give new insights to both the interviewer 

and interviewee (Bell et al., 2022). By using this method provides direct 

information about the topic also allowing for in depth and detailed answers that 

later can be analyzed (Denscombe, 2018). Semi-structured interviews also allow 
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the interviewee to clarify and follow up on their answers (Bell et al., 2022). Even 

though semi-structured interviews follow the interviewees lead to a greater extent 

than structured an interview guide is still used as a base (Bell et al., 2022). This 

gives the researcher a list of topics which need to be covered while giving the 

interviewee freedom when answering and making connections. The semi-structured 

outline entails that all interviewees are asked questions in a similar way on the same 

topic, but the wording and order may differ from interview to interview (Bell et al., 

2022). The semi-structured approach additionally gives the researcher flexibility 

regarding order of questions which may differ depending on the informants’ 

answers (Denscombe, 2018). As this study is of exploratory nature it is suitable to 

use semi-structured interviews. 

3.2.2. Interview guide 

For this thesis an interview guide (see Appendix A) was created and used for 

guidance and support during the interviews. The interview guide was based on the 

thesis’ conceptual model and each question was created for a specific purpose 

connected to the relevance in the conceptual model. To explore the consumers 

reactions and feeling about the information on the packages products or photos of 

them were used during the interviews. Objects such as products can be useful and 

similarly to photo-elicitation can be used to trigger memories which may not have 

been remembered and communicated otherwise (Bell et al., 2022). As part of the 

data collection and interview guide, Oatly products were shown to the interviewees. 

During the physical interviews products were shown and during the digital 

interviews photos of the products were shown to the interviewees. The interviewees 

were then asked to look at the photos when answering relevant questions, see 

Appendix A. The products and photos of products were used to collect data on how 

visuals, in this case packaging, was perceived by the interviewees. This data was 

then used to analyze how the green marketing affected the interviewees to seek 

further information regarding the products.  

The interview guide was translated to Swedish (see Appendix B). The main reason 

for the translation is that most participants had Swedish as their strongest and 

preferred language. To create an environment where misinterpretations were 
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avoided their interviews were held in Swedish. Two participants did however prefer 

English, and their interviews were therefore held based on the original interview 

guide in English. 

3.2.3. Transcriptions 

Transcriptions were made with the help of the audio recordings from the interviews 

after they were conducted. Transcribing lets the researcher write down everything 

that was said during an interview, to be thoroughly analyzed and interpreted even 

after the event of the interview (Merriam & Tisdell, 2016). The transcriptions took 

about 25 hours to write and resulted in 124 pages of text, which were then coded to 

be analyzed. 

3.2.4. Participant selection 

The participants in this study were chosen through a combination of purposive 

sampling concepts and the snowball method. The purposive sampling concept can 

be used in studies where the researcher does not want randomly picked participants 

(Bell et al., 2022). This means that the participants are chosen with a purpose in 

mind, such as demographics, knowledge, and variety with the belief that their 

answers will provide the most valuable data (Bell et al., 2022). However, according 

to Denscombe (2018) researchers can be influenced by purposes and personal bias 

when selecting participants. The snowball method means the researchers’ asked 

friends and family if they knew of individuals willing to take part in this study 

(Denscombe, 2018). Table 1 below shows the list of participants in this study and 

how long each interview was. To keep the interviewees anonymous fictive names 

has been given, as anomality can help remove the pressure of answering a certain 

way (Denscombe, 2018). 
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Table 1 

Table of participants 

Name 
Gender 

and age 

Length of 

interview 
Location 

Living 

situation 
Occupation 

Ida Female, 26 40 min Malmö Alone Social worker 

Lisa Female, 21 41 min Lund With partner Student 

Tim Male, 25 46 min Kristianstad Alone Financial assistant 

Maria Female, 38 52 min Kävlinge With family 
Administration 

manager 

Pelle Male, 38 34 min - With partner Police 

Stina Female, 22 49 min Sölvesborg With parents Student 

Bella Female, 23 34 min Eslöv With partner Student 

Carl Male, 29 47 min Malmö With partner Student 

Elsa Female, 39 46 min Kävlinge With family 
Grocery store 

manager 

Klara Female, 35 35 min Sjöbo Alone 
Accounting 

consultant 

Note: 

The participant selection resulted in three men and seven women, between the ages 

21 and 39, see table 1. Nine of the participants had graduated or were currently 

enrolled in a university program when the interviews were conducted. Only one 

participant, Elsa, had high school as the highest level of education. The interviews 

were with permission from the participants audio recorded for transcription. 

3.3. Analysis of empirical data 

Semi-structured interviews often result in a large amount of unstructured data that 

is challenging to understand and work with (Bell et al., 2022). To use the data from 

the transcripts, they must be structured and categorized in a way that makes them 

understandable. To structure and divide the gathered empirical data into 
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manageable sections coding was used. Content analysis means assigning similar 

data together into a group, making it easier to access specific information and parts 

(Merriam & Tisdell, 2016). In this study color coding was used to divide the data 

from the transcripts. Each color represents an area of the conceptual model with an 

additional added for other findings that did not suit in any of the other groups.  

According to Bell et al. (2022) there are different ways of analyzing empirical data, 

but often used with coding is thematic analysis. Thematic analysis means finding 

common and repeated data that can be put into different themes and analyzed 

together. The method is good for semi-structured interviews as it can be applied to 

a wide variety of data and be flexible (Bell et al., 2022). When analyzing the data 

from the interviews, relevant information and citations from the interviewees were 

translated as most interviews were conducted in Swedish. When translating data 

there is a risk of linguistic mistakes as some words and grammatical structures may 

not have an equivalent in English (Bell et al., 2022). The translations consequently 

depend on the translator’s knowledge and experience of the language the interviews 

are conducted in (Bell et al., 2022). The translations were made by the researchers 

and the translations were proofread by both authors to ensure the meaning of the 

citations were not lost during translation. When presenting the quotes words which 

did not add to the statements or discussion, as well as transitioning words, were 

removed. When words were removed it is clearly marked in the citations  

3.4. Trustworthiness and validation 

There are four parts of achieving trustworthiness in a qualitative study (Bell et al., 

2022). These four parts are credibility, transferability, dependability, and 

confirmability. Credibility includes how reliable the study is and whether the result 

is reasonable (Bell et al., 2022). Semi-structured interviews were used to give 

interviewees the ability to discuss what came to mind and be able to reveal their 

thought and opinions which build credibility. The interviews were anonumous 

which enabled the interviewees to speak freely which adds to the thesis credibility. 

All participants had a previous knowledge about the brand Oatly and a minimum 

basic knowledge of environmental sustinability. Transferability is how the result of 
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the study can be applied in other contexts and whether it can be generalized (Bell 

et al., 2022). The purpose of this study is to explore whether consumers accept green 

marketing at face value when buying environmentally sustainable food products. 

The sub-purpose is to understand how consumers identify environmentally 

sustainable food products. This study could be applied to similar contexts such as 

other food groups. The results of this study can however not be generalized as the 

sample used in this thesis is not evenly distributed. Dependability refers to how this 

specific study could be replicated by other researchers yet have equivalent results 

(Bell et al., 2022). We believe that the methodology chapter has been thourogh 

enough and provided the necessary information for other researchers to replicate 

this study. However, as consumer buying behavior is affected by demographics 

such as age, gender and location, different demographics may provide remarkebly 

different results. Lastly, confirmability entail that the researchers conduct the study 

in good faith and that the values and beliefs of the researchers does not influence 

the result (Bell et al., 2022). This study had no financial support, which reinforce 

that the researchers are unbiased. Additionally, the data is saved and is available for 

further analysis which increase the confirmability (Bell et al., 2022). 
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4. Analysis 
The following chapter presents and analyze the empirical data that were collected 

during the interviews. The themes in the conceptual model have been used to divide 

and structure the analysis going through green marketing, consumer buying 

behavior, which is analyzed through the SHIFT-framework, and CnSR. 

4.1. Environmentally sustainable food products 

One of the challenges when it comes to environmentally sustainable food products, 

is that there are multiple different definitions to it. It can be described as a product 

that has a minimum negative effect on the environment (Govender & Govender, 

2016), a product which is environmentally friendly (Woo & Kim, 2019) and as 

foods that are healthy and safe to consume (Chao & Uhagile, 2022). The literature 

used in this thesis provided different meanings and descriptions of environmentally 

sustainable products. When asked to describe what an environmentally sustainable 

food product meant to them, the interviewees all had different responses but with 

many similarities, see the three citations below. 

 
“[...]when it comes to food products, I think it is green, that it would be good 

for the environment, that we should take care of the environment, that it is 
not necessary to eat certain things for us to be able to take care of our planet 

[...]” – Lisa, 21  

 

“There are a lot of certificates and stuff that products can have. So I would 
say that. And then it's a bit different, but for example [...] cultivations in a 

sustainable way and it can have to do with both environmental stuff but also 
working conditions for example.” – Bella, 23  

 

” That an organic product that is transported from elsewhere in the world 
may not be better for the environment than a non-organic product that is 

produced in Sweden.” – Maria, 38 
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The similarities between the interviewees answers indicates that there is still an 

agreement between consumers about what an environmentally sustainable product 

can be, though some have more and stricter requirements than others. Similarly, 

Woo and Kim (2019) have a narrower definition than Chao and Uhagile (2022). A 

challenge that companies faces as well. However, it was clear during the 

interviewees that the interviewees who identified themselves as educated about 

environmentally sustainable food, had more to say about it, more specific 

definitions, and stricter requirements than the other consumers that were 

interviewed. The citation below is an example from one of the interviewees who 

identified himself as well educated in the field.  

 
“I would say I would look at the whole supply chain. [...] the distance the 

food has traveled plays a big role for me. [...]I would rather buy it from the 
country where it actually grows outside. Then to buy it from like a 

greenhouse that takes so much more energy. So in the end, it's probably less 
efficient and less green or less environmental friendly”– Carl, 29 

 

This definition of environmentally friendly food is much more detailed and has a 

broader perspective than other interviewees who did not claim to have as much 

knowledge.  

4.2. Green marketing 

According to Rahbar and Wahid (2011), green marketing is used to encourage 

consumers to increase the buying and consumption of environmentally friendly 

products. When it comes to food products this means using eco-labels, eco-brands 

and advertisement related to the environment (Delafrooz et al., 2014). Labeling is 

a way of helping consumers identify and guide towards environmentally sustainable 

products and have a positive effect on the consumer buying decision (Delafrooz et 

al., 2014). When asked if green marketing influenced their choice of products the 

interviewees had both positive and negative experiences of it. The citations below 

are two examples of what the interviewees answered. 
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“Yes, I think so. And it is probably very subconscious, maybe because you 
have it in the back of your mind kind of [...].” – Pelle, 38 

 

“[...] the green marketing, I think is more to shove it down the throat both 
pushing me all the time and trying to do it youthful and say immature stuff 

which I then take unserious.” – Tim, 25  
 

Pelle had a positive experience with green marketing as he felt it might affect him 

subconsciously in a good way. Tim, on the other hand had an opposite experience 

as he felt negative about green marketing and felt that it more than often was over 

communicated. This is an example of when green marketing has negative 

consequences as it made him stray away from the products and choose something 

else.  

Rahbar and Wahid (2011) stated in their research that eco-labels and green 

marketing does not always result in positivity or consumption of environmentally 

friendly products. During the interviews some interviewees stated that they 

sometimes choose not to buy a product despite it being labeled and marketed as 

environmentally friendly, see citations below.   

 
“[...] some of the labels don’t really mean anything. So even though it’s like 
officially described as more environmentally friendly, I know that quite often 
it almost doesn’t make any difference. Especially with conventional organic 

labels like the EU certified organic, quite often doesn’t mean anything.” 

– Carl, 29 

 

” [...]so that when you feel kind of that you can trust the organization then 
and that it is actually what they say then, then you would probably be more 

keen or more inclined to choose a green alternative[...].” – Elsa, 39 
 

More knowledgeable interviewees had less trust in the organizations and were more 

hesitant to accept the marketing and labeling. One the other hand, Rahbar and 
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Wahid (2011) stated that increased knowledge about environmental issues and 

impacts has a stronger influence on consumer behavior. While this may be true, the 

more knowledgeable interviewees were not as affected by products marketing. 

In their study, Govender and Govender (2016) stated that there is no connection 

between the consumers age and motivation to change their buying behavior because 

of green marketing. There were no indications that there were any differences in 

buying behavior based on age in the age group studied in this thesis. Two 

interviewees did however state that they would buy more environmentally friendly 

products would they not be students and as a result have a higher food budget. 

4.2.1. Product packaging communication 

When discussing what the interviewees associated Oatly with they were asked a 

follow up question which handled whether the picture shown in Figure 4 matched 

their thoughts of Oatly as a brand.  

Figure 4 

Oatly product 

 

Note: (Oatly, 2022b) 



 37 (80) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

The most common thought the interviewees discussed when seeing the picture of 

the Oatly product was that it is what it looks like. This is not in itself a surprising 

reaction as all interviewees were familiar with the brand as a prerequisite for the 

interviews. The interviewees further thoughts about the picture did vary. One 

interviewee discussed the associations she made with the packaging, see the citation 

below. 

 
” Yes, it's like the way they look, I think [...] it feels like a little kind. The 

package [..] it feels environmentally, environmentally friendly [..] made in a 
color that feels a bit recycled in some way. That it is not so sharp. [..] they 

look a bit like that, soft and appealing in their packaging, compared to those 
that are very sharp colors [...]” – Maria, 38 

 

Maria stated she thought the soft colors made it look more environmentally friendly 

which Tim agreed with. Carl did not discuss the soft colors however he did associate 

sustainability with the packaging despite it not being green. This can be interpreted 

as the consumers feeling connection to the brand as an eco-brand which consumers 

can associate with sustainable products (Delafrooz et al., 2014). 

To understand whether consumer take information at face value or choose to search 

for more information the interviewees were presented with two examples of Oatly’s 

packaging, see Figure 5. 
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Figure 5 

Oatly product packaging communication 

 

Note: Own pictures 

The interviewees stated what is written on the packaging does not cause them to 

search for further information. What on the packaging caught the interviewees 

attention differed, see the citations below. 

 
“I usually never read those texts actually.” – Klara, 35 

 

“The small bubble. The climate bubble.” – Maria, 38 
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“[...] the bottom one claims that the cloud footprint is point three kilograms 
of co2 Right. In comparison to what doesn't tell me anything [...]” – Carl, 29 

 

Klara stated she did not read what was written on the packaging, she had other 

motives for buying the product such as its nutritional content. Maria on the other 

hand stated when asked to look at the packaging she noticed the bubble containing 

information on the CO2 emissions of the product. Consumers can identify 

environmentally sustainable products with eco-labels which have a positive effect 

on consumers buying intentions (Delafrooz et al., 2014). Maria did however state 

that she had not noticed it before even though she bought the product regularly. She 

did not feel she would search for more information but would appreciate if the 

information was presented in a manner which compared it to for example car 

emissions for easier comparison. This thought is shared by Carl who also stated the 

information would benefit from context. 

One interviewee stated she would like to know what the product contained, but as 

she was familiar with Oatly’s products she would not do additional research. 

Another interviewee agreed the text on the packaging would be enough as she could 

read about what the product contained. The text on Oatly’s product packaging is in 

English when sold on the Swedish market. Lisa stated that this was a reason for her 

not to choose the product as she felt it caused an increased risk for misinterpretation. 

4.2.2. Oatly advertisement example 

During the interviews the participants were shown the Oatly advertisement below, 

see Figure 6, which says, “switch to oat-drink to reduce greenhouse gas emissions 

by 75%”.  
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Figure 6 

Marketing campaign Oatly 

 

Note: (Havelle, 2022) 

When asked how the advertisement made them feel, all interviewees but one had 

negative thoughts and feelings about it. Bella responded to the advertisement in a 

positive way, yet she still saw the risk of it triggering negative emotions in other 

consumers, see citation below.  

 
“I think what they want to raise [...] is for people to become more aware of 
the consumption of dairy products how it affects [...]. I think it is positive 
from the aspect that it is good that they question it [...]. It will also create 
people who might be against it and question their advertisement [...].” – 

Bella, 23 
 

The other nine interviewees had a less positive perception of the advertisement.  

Elsa said she perceived the advertisement as aggressive while Carl and Tim 

specifically stated that this advertisement was very aggressive, provocative, and 

unfair as it throws direct shade on the milk industry. While changes in consumers 
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buying behavior can be motivated by emotional connection to eco-brands (Rahbar 

& Wahid, 2011) they may not only be positive for the brand. The citations below 

are examples of what the interviewees answered. 

 

“[...] that’s for me a classic example of incredibly one sided and very 
aggressive [..] very one sided communication. You don’t put it into context. 
You don’t give the milk industry a chance to justify itself and I think it’s too 

much. “– Carl, 29 

 

“It gives a little distaste as it disses someone else, instead of lifting itself 
[...].” – Maria, 38 

 

“[...] a little bit stressed, because now I feel like not forced, but I feel a little 
bit pushed to be stressed [...] towards trying something I don’t really feel 

safe with.” – Lisa, 21  
 

This is in lines with the research done by Szabo and Webster (2020) that stated, 

when green marketing gets over communicated, a consumer can easily misinterpret 

what the company originally wanted to say. Here many interviewees had a bad 

reaction to the advertisement and were rather put off from buying Oatly and said 

they would feel better buying something else.  

Another factor that might have had a big influence on the consumers reactions are 

the fact that many of the interviewees had an almost bad view of the brand Oatly 

even before the interviews. Many recognized them from aggressive marketing and 

the investment scandal with Blackstone which according to some of the 

interviewees turned the brand Oatly into being untrustworthy. The citation below is 

an example of how some interviewees expressed their concerns about the brand 

Oatly. 
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“I support Oatly but less than I used to in the beginning. Also because I 

know that the idea that a company which also now is a stock list company is 
only concerned with with the good of the world and solving world problems. 

.[..] am highly convinced that in the beginning it was like a completely 
idealistic, innovative solution for products. But I do believe that once a 
company gets to a certain scale it's still a good company, but there are 

there's profit to be made for shareholders now and it's not for the farmers for 
example.” – Carl, 29 

 

In this citation, Carl has expressed a lack of trust in the company due to it turning 

more profit oriented when turning into a stock company.  Szabo and Webster (2020) 

stated if organizations use excessive green marketing, it can put strains on the 

consumers’ trust. Tim stated that he felt that Oatly were being hypocrites, being so 

aggressive towards consumers about thinking about the environment whilst 

themselves taking money from investors who destroy it. This made the interviewees 

question the brand trustworthiness and intention, leading to multiple of the 

interviewees to switch to other dairy alternative brands. Due to similar prices and 

less scandals, consumers would rather choose another alternative that they 

perceived as more trustworthy. False communication is one of the reasons why 

consumers can lose trust in a company, resulting in losing consumers and 

decreasing profits (Caruana & Chatzidakis, 2014). Oatly’s strong marketing prove 

that intensive green marketing may not be effective to attract consumers but can do 

the opposite.   

4.3. Consumer buying behavior 

Woo and Kim (2019) stated that consumers knowledge about environmental issues 

can influence their buying behavior. It was found during the interviews that the 

interviewees had learnt of environmental issues in different settings, see the 

citations below. 
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“I’ve learnt about environmental issues in school, that’s pretty much it. Not 

specific things more than that the world is like going under. [...]. To be 
honest it doesn’t really impact by buying cause I don’t really care about it, 
like you hear about it happening and then you forget about it.” – Ida, 26 

 

“I should not say that I am so familiar with what is very environmentally 
friendly, .[..] for those of us who are not, it all depends on the marketing. 
[...] If it is a product that is talked about and it is said to be much more 

environmentally friendly and much better. Then I will buy it without 
thinking.” – Stina, 22 

 

These statements implies that marketing has a great impact when the consumers is 

not familiar with the issue at hand. Delafrooz et al. (2014) stated that consumer 

buying behavior can be influenced by green marketing and the increased knowledge 

can influence a green consumer buying behavior. Sharma (2021) stated that it is 

important to have consumer buying behavior in focus when it comes to green 

marketing as it is key for successful marketing. 

Consumer buying behavior is affected by many different factors and White et al. 

(2019) presented a framework which presented five phycological factors which 

influence consumers behavior. The frameworks five factors were used as a base to 

understand the interviewees and their statements and will be presented individually 

in the following sub-chapters. 

4.3.1. Social influence 

Consumers are often influenced by the people they meet or associate with (White 

et al., 2019). An aspect brought up by the interviewees were environmentally 

sustainable products which are subsidized, therefore making them more available. 

The subsidize itself however were not stated as a factor for environmentally 

sustainable buying behavior.  

A factor which did influence one of the interviewees to do his part was the feeling 

that if he did not, who would. The interviewees did however state that who they 
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associated with had effect on the choices and one interviewee discussed their close 

environment, see the citation below. 

 
” If I look at my direct surrounding or like the people that I hang out with, I 

know that I quite often forget the whole picture because I’m like in an 
academic bubble, where a lot of people are vegetarian or vegan” – Carl, 29 

 

This indicated that the interviewee was highly affected by his close environment. 

Which is in line with the differences between groups of consumers seen based on 

Chaudhary and Bisai (2018) and Moser’s (2015) studies. The differences in these 

studies were between societies but the interviewees close environment appears to 

have a greater impact than the society. Several interviewees stated that they are 

affected of what their friends or colleagues do or say, which is in line with what 

White et al. (2019) stated that group affiliation has an impact on consumer buying 

behavior. The citation below is an example of how one interviewee described her 

buying behavior depending on who she socialized with. 

 
“I think what happens around you in society affects and exactly what context 
you are in, like your colleagues, your friends and thus those you stay among 
how is, how does the talk go there? [...] There have been circles that may not 
market, for example, well, but KRAV-labeled or organic or environmentally 
certified [...] so freaking hard but value other things and then I am affected 

by it [...].” – Maria, 38 
 

While the close environment influences the consumers in their behavior who they 

meet in public setting are important as well. One interviewee stated that when 

visiting a coffee shop, she is more inclined to choose a product others use. The 

interviewee stated that when visiting a coffee shop and overhearing another 

customer using a plant based dairy alternative, she was more inclined to use it as 

well. That she was exposed to it in the decision moment were a factor which led her 

to make an environmentally sustainable decision. Which is in line with what White 

et al. (2019) stated regarding consumers aspiring to conduct a behavior which is 
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desirable by the society. This may also be connected to that the interviewee felt 

people were very open with their opinions, see the citation below. 

 
"[...] that people point it out like very openly. People like to tell what they 

eat nowadays, because it is a bigger interest, I would say. But also that, but 
also that you get inspired by others.” - Stina, 22 

 

Stina stated that her decisions are influenced by what is going on in her 

surroundings. In this case that others discuss and what they consume have an 

influence on her behavior. This is in line with what White et al. (2019) stated 

regarding consumers wanting others to have a good opinion of them, here shown 

by being open about what they consume. What others use were brought up by 

several interviewees and had made an impact on what they decided to try, this 

included plant based dairy alternatives. On the other hand, several interviewees 

discussed trends and stated they see them but do not believe they influence them. 

Environmentally sustainable food products such as plant based dairy alternatives 

were stated as a trend which interviewees were aware of but not influenced to join. 

4.3.2. Habit formation 

The food industry is big contributor to environmental destruction (Moser, 2015) 

and habits concerning food products are therefore of great importance. The 

interviewees stated their buying behavior were strongly influenced by habits and 

one interviewee spoke about his grocery shopping, see the citation below.  

 
”[…] a lot of habit. The majority of when I go grocery shopping is habit. But 
based on choices I have previously thought about so for example, if I want to 
try a new dish, I think about the ingredients and which ones I would choose. 

But then once I've done that a couple of times, then I would buy out of 
habits.”- Carl, 29 

  

While habits are strong for most consumers, all interviewees included, there are, as 

mentioned by Carl, occasions which can affect and change these. Tim a former 
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student stated that while his buying behavior were strongly habitual it changed 

when the income changed. This is line with what White et al. (2019) stated that 

changes in consumers lives can have effects on their buying behavior. As indicated 

by the quote presented above occasions may change the habit but once the change 

has occurred it becomes a habit again. Maria, stated that once a habit is set there are 

few reasons to challenge it. When she is set to choose one food product, she will 

keep choosing it without considering others before the purchase. Considering other 

products could be more time consuming and need increased effort from the 

consumer which White et al. (2019) discussed as a challenge to conduct a 

sustainable buying behavior.  Maria, stated in her interview that the time aspect was 

important, and she choose familiar stores to keep the grocery shopping efficient. 

Choosing a different type of food product because it was more environmentally 

sustainable were not found to occur with the interviewees if it broke their habits. 

Choosing another food product or considering other options did not include 

considering a more environmentally sustainable option, one interviewee discussed 

what alternatives she considered, see the citation below. 

 
” [...] I bought a kind of almond milk which was a more expensive 

alternative, but then I know for example if I am at Coop or ICA and there is 
[...]. Exactly the same alternative but in this basic form or so budgeted form 

then it sometimes happens that I take it.” – Stina, 22 
 

Several other interviewees stated they would consider other options of the same 

food products when it came to brands. Several interviewees also stated that some 

brands were associated with higher quality or environmental sustainability which 

could lead them to break habits.  

A factor which was brought up by several interviewees as a factor when choosing 

to consider options and breakings habits were when products were on offer. This 

indicates that price can be a factor which breaks habits, the importance of price on 

consumer buying behavior will be further discussed in the section analyzing 

feelings and cognition. Another factor brought up which would lead the 
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interviewees to try another food products were to try new flavors and such, this was 

again not related to environmental sustainability efforts. The experiences based on 

these choices will be analyzed in the next section discussing the individual self.    

4.3.3. Individual self 

The psychological factors connected to the individual self were harder to identify 

than others as they were not as distinct. While all psychological factors analyzed in 

this thesis are interconnected the individual self can be considered to affect them 

all in most cases as who we are is the basis for all our behavior. White et al. (2019) 

discuss how sustainable behavior can be part of consumers identity. Two of the 

interviewees stated their upbringing and their parents were key factors in the 

choices they made regarding food products, see the citations below. 

 
"I actively choose Swedish, I have always bought since I moved away from 
home, yeah it is probably also a question of what my parents did [...]." – 

Tim, 25 

 

"[...] because that's how I have learned that you should do according to my 
upbringing, that you should buy Swedish meat and that is what is good [...] 

is so-called quality". - Stina, 22 
 

People want to view themselves in a positive manner and being consistent is part of 

it (White et al., 2019). Doing what your parents did during your upbringing could 

be connected to what you believe is positive which in connected to your individual 

self. In addition to choices regarding food products, Lisa, stated that she had been 

brought up grocery shopping at one food store which had then become the store 

chain she still chooses when buying food products. Therefore, what is offered by 

that store is a key factor to what she chooses to buy, and their offers of 

environmentally sustainable food products are crucial. 

Experiences are strongly connected to the individual self and who we are. 

Interviewees generally stated taste and quality were key for their buying behavior. 

When asked about quality if was often referred to as taste and high-quality food 
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were defined as food which was tasty when prepared. In some instances, 

interviewees stated they choose environmentally sustainable dairy alternatives, but 

the main reasons were not the environmental factor but rather taste. That the 

environmental sustainability was not the key was confirmed during Maria’s 

interview, see the citation below. 

 
"[...] peppers are not a good thing. It has, that is probably the worst thing 
really, though it's good, so then I buy it anyway so that is stupid.” - Maria, 

38 
 

In addition to what the interviewees has experienced as tasty what is considered 

good for them is a factor as well, see the citations below. 

 
”[...] mainly because it, it should taste good so that I can eat it and then, and 
that is good for my health is because I think it is very important that you give 
the body what it needs and that you should not feed it with too bad food.” – 

Lisa, 21 

 

“[...] I usually think quality because they are not always the cheapest goods. 
[...]. So I go for what I think is good.” - Klara, 35 

 

Lisa stated that even if health is a factor taste is still key. Park (2021) stated some 

consumers choose plant-based alternatives as a result of medial issues. Even if some 

medical reasons which are strongly connected to the individual self are a line which 

will not be crossed, taste experiences were still key for the interviewees. Klara 

stated that quality is important, and it may not always be the cheapest option. The 

individual self and the preferences due to experiences are additionally affected by 

consumers knowledge and feelings, these factors will be analyzed in the next 

section. 
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4.3.4. Feelings and cognition 

White et al. (2019) stated that there are two main things which affect consumers to 

make a choice, feelings, and cognition. Cognition is an important part to encourage 

consumers (White et al., 2019) which is in line with Delafrooz et al. (2014) who 

stated increased knowledge about environmental issues can have positive effect on 

environmentally sustainable consumer buying behavior. 

The interviews revealed that most of the interviewees were inclined to buy Swedish 

products. The main reasons stated were a feeling of safety based on that Sweden 

has stricter laws when it comes to production and that the transports were held to a 

minimum when the production were closed to the consumer. This is in line with 

what White et al. (2019) stated regarding consumers knowledge being important 

for consumers to act socially responsible. In this case the interviewees knowledge 

about environmental issues caused by extensive transports affected their buying 

behavior. One interviewee discussed differences between meat and dairy 

production in different countries, see the citation below. 

 
“Sweden's laws are much more regulated and strict regarding the 

consumption of meat, dairy products etc so that the animals in question have 
it better than they have in other countries [...] it will also be an 

environmental issue because we also have regulations or laws with spraying 
[...].” – Tim, 25 

 

In the statement above, Tim shows that consumers which are informed about how 

products, in this case meat and dairy, are produced are inclined to choose the 

products they are informed are better. Delafrooz et al. (2014) stated that consumers 

cognition about environmental issues affected their buying behavior. When asked 

about how their knowledge about environmental issued affected their buying 

behavior in general, Maria discussed how this affected her buying behavior, see the 

citation below. 
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“Then it affects me the most by trying to buy, Swedish as much as possible, 

no matter what the product really is, but above all dairy and meat.” - Maria, 
38 

 

Her statement indicated that while knowledge about environmental issues affect 

most of Marias buying behavior, it affects the dairy and meat the most. Several 

interviewees stated they would rather choose a Swedish non-organic product than 

an imported organic product. However, when there are no Swedish options to 

consider Maria stated it was a different situation, see the citation below. 

 
“[...] if we are going to buy a product [...] but there is only foreign some 
fruit [...] then it is another, like another decision that I may not always so 

actively take [...].” - Maria, 38 
 

The reasons for choosing Swedish products were not only related to the knowledge 

about differences in production and shorter transportation. White et al. (2019) stated 

that feelings are an important factor for consumers buying behavior, consumers are 

more inclined to act sustainably if they see positive effects of their behavior. The 

feeling of supporting farmers and Swedish production gave a sense of safety which 

Elsa stated was important due to current events such as the COVID-19 pandemic 

and was in the proximity. She spoke about how she felt about choosing Swedish 

products, see the citation below. 

 
"[...] that I appreciate as well as that if I am going to spend money on 

something, I am happy to do it on Swedish products that allow us to have a 
production in progress in Sweden." – Elsa, 39 

 

Elsa’s statements connect to what Devinney et al. (2015) stated, that consumers are 

more inclined to support small local businesses as they believe the effects will be 

greater. This can be connected to the behavior being more tangible, an aspect which 
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will be further discussed in the next sub-chapter. The transportation aspects were 

discussed by several other interviewees and knowledge about how farmers operate 

and which regulations they follow were held as a factor. Pelle, 38, spoke about 

production in other countries, see the citation below. 

 
“I want to avoid buying anything other than Swedish meat. [...] Partly that 
an awful lot of antibiotics are used in many other countries and then it is 

also the environmental aspect that they have not been transported over half 
the globe [...].” – Pelle, 38 

 

The knowledge about environmental issues did generally not influence the 

interviewees to choose plant based dairy alternatives. Lisa stated she did not believe 

the efforts they could put in as a result would have an effect and would only choose 

environmentally sustainable products if they were cheaper. Six interviewees stated 

they would consider more environmentally sustainable products based on their 

knowledge of environmental issues. Stina claimed how it was marketed was an 

important part of whether the knowledge would influence her buying behavior. 

Several interviewees stated that whether they chose an environmentally sustainable 

option or not, they felt it was strongly connected to the price. This is line with what 

Chaudhary and Bisai (2018) stated about price being an important factor regardless 

of consumers values. Four of the interviewees were students and two of them stated 

that if they had a higher budget, they would choose more environmentally 

sustainable products. Stina spoke about the effects of price, see the citation below. 

 
“[...] because I am a student you can unfortunately not afford all types of 

food, so to speak, so that costs or the price of food play a big role.” - Stina, 
22 

 

Other interviewees stated they did consider price as a factor when choosing food 

products, however they combined keeping the price down with choosing more 

environmentally sustainable options, see the citations below. 
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“.[..] I think I change my eating habits after the season. [...] to be able to 
keep the price down [...] without compromising on quality.” – Elsa, 39 

 

“Can I choose organic or like, well, environmentally friendly or something, I 
would gladly choose it if it is not too big a price difference.” – Pelle, 38 

 

While price is something the interviewees feel is a factor, it is not a definite in all 

situations. The interviewees stated different situations would have different results 

regarding their buying behavior. Elsa kept her costs down by choosing product 

which were in season while Pelle preferred environmentally friendly options but if 

the price differences were too big, they were a deciding factor. 

Maria stated that for the most part she did not look at prices when shopping for 

groceries. The only instances where expensive items such as meat, and when buying 

everyday items such as bread and milk price was not a factor which affected their 

buying behavior. She also stated she bought a dairy alternative for her coffee due 

to the taste, and the price was not discussed as a factor in the choice. This is in line 

with what Moser (2015) stated, when the premium price is accepted it is not barrier 

anymore. One way for marketers to encourage consumers to have a more 

environmentally sustainable buying behavior is to show the positive effects of their 

choices, which will be analyzed in the next section. 

4.3.5. Tangibility 

White et al. (2019) stated that one of the main challenges for marketers is to make 

environmental effects tangible for consumers. Consumers tend to be focused on the 

present and to see the effects of green buying behavior they must look to the future. 

Consumers who have a future focus are more inclined to act sustainably (White et 

al., 2019). The interviews revealed that the interviewees did not automatically 

connect environmentally sustainable behavior with positive effects on the 

environment. In her interview, Lisa spoke about what she thought her actions would 

mean, see the citation below. 
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“I can joke a bit, so now I have contributed to society but the environment 
but then I do not think it has any major significance in retrospect, I do not 
think I put so much emphasis on it so that it can give a great significance.”  

– Lisa, 21 
 

Lisa’s statement indicate that she does not believe she puts enough effort into her 

environmentally sustainable behavior to see a significant effect. As Lisa stated she 

does not believe her behavior is significant this is line with what White et al. (2019) 

stated about consumers being focused on the present which makes it harder to 

encourage them to make decisions based on future positive aspects. On the other 

hand, Carl stated a worry that if he did not help and do his part who would. This 

indicated a feeling of collective responsibility which was discussed by other 

interviewees as well. Several interviewees stated that they did not believe their 

separate effort had an effect, but they believed it added up. When asked what he 

believed the effects of his environmentally sustainable behavior resulted in Pelle 

discussed his contributions during his interview, see the citation below. 

 
“[...] what you think of is that it is a very marginal effect what I choose, but 
then maybe you. Yes, I may also influence others. [...] due to my choices so 

to speak so that in that way so maybe I may, have a certain impact.” – Pelle, 
38 

 

The general opinion of the interviewees seemed to be that they thought having an 

environmentally sustainable behavior was good. However, the actual positive 

effects of said behavior were not clear to either of the interviewees, see the citations 

below. 

 
” [...]so I think you buy environmentally friendly products thinking it will 

have an effect. [...] how you look at the consumption of different things and 
how society might change?” – Bella, 23  
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“Yes, but it can definitely have an impact on the future choosing more 
environmentally friendly products.” - Klara, 35 

 

Bella, 23, thought her decisions would have an effect. However, Klara felt more 

strongly compared to the other interviewees that the decision to conduct a more 

environmentally sustainable buying behavior could have an impact long-term. 

While the choices the interviewees made were not always perceived to have effects 

on the environmental sustainability, there were buying behavior discussed during 

the interviews which could classify as a responsible buying behavior. This will be 

analyzed in the next section discussing CnSR. 

4.4. Consumer Social Responsibility 

CnSR describes a consumer who acts socially responsible, ethical, and guided by 

their moral when consuming and buying products (Soni et al., 2021). Consumers 

who identify as socially responsible have the desire to minimize the bad effect of 

their consumption habits and instead maximize the benefits (Quazi et al., 2015). 

However, as described in the theory chapter there is a lack of universal definition 

of the term CnSR, meaning it gets interpreted in different ways. When asked to 

define what being a socially responsible consumer meant to the interviewees, there 

were several different definitions. The two citations below are examples of how the 

interviewees responded.  

 

“[...] a socially responsible consumer means that we as a society have a 
social responsibility to take care of the environment because it is we who 

live here [...]”– Lisa, 21  

 

"[...] partly that, with the environmental part and then it is also that I do not 
want to support companies that have a poor values [...] that use [...] workers 

in slave-like conditions, child labor, so such, that kind then. " – Pelle, 38 
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All 10 interviewees had different, yet similar ways of defining a socially responsible 

consumer. Words like take care, the environment, individual and companies were 

recurring in the answers. This indicates that even though there is no universal 

definition of what it means to be a socially responsible consumer, there are common 

features that seem to be used by many. 

The interviews also indicated that consumers with more knowledge, who felt they 

acted more environmentally friendly than the average consumer were more open to 

the idea of small actions. The citation below is an example of this.   

 
“[...] I make conscious decisions when I buy fruits, I would also still take an 

apple that doesn't look perfect. Just so that it's not going to go to waste. 
Because I know that it doesn't matter if it's like a black swan, you can always 
cut it out so much, but I know that the average consumer is not going to take 
it. So that for me is like part of being a responsible consumer to try to take as 

much as possible.” – Carl, 29 
 

The consumers responsibility for their consumption and impact on the environment 

has increased drastically during the last decade (Soni et al.,2021). This has led to 

many discussions about who has the responsibility to inform the consumers about 

the products they buy and the consequences of the choices they make (Vitell, 2015). 

Vitell (2015) argues that companies and leading figures in the society, such as 

governments and schools, should shoulder a heavier responsibility when it comes 

to educating consumers. The citations below show the response of two of the 

interviewees who thinks that more help from the stores would be beneficial but also 

that it is their own responsibility to educate themselves.    

 
“[...] so I think it's a bit of both. [...] I would have been more affected if the 
stores had had more information. [...] but I should also take the initiative 

myself but since I do not do it, I think I would have made a big difference if 
the stores had done it.” – Lisa, 21 
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"[...] I think that the sellers have a very large part or must also do it so that I 
will also find interest because we all want to learn or everyone learns in 

different ways." - Stina, 22 
 

Surprisingly however, eight out of ten interviewees stated that the main 

responsibility lies with themselves and not the companies or stores. Whilst the 

producers and stores should label products with information, it is the consumers job 

to read it. Which is connected to White et al. (2019) who stated that consumers 

taking responsibility as they feel morally responsible for the outcomes. Some of the 

interviewees meant that a producer or store must adjust itself to suit as many 

consumers as possible whilst the individual can make personal choices and 

therefore should act more responsible. All the interviewees were open to the idea 

of for example companies and governments helping to spread information and 

knowledge. One example of this is the citation below. 

 
“Part of being a responsible consumer is educating myself on different 

aspects [...].  [...] the government and connected institutions like schools 
have a large responsibility to educate people in adolescence. [...] but then I 
would still say that everybody has the responsibility to educate themselves.” 

– Carl, 29 
 

No interviewees mentioned they felt there were a difference between larger and 

smaller companies when it came to taking responsibility. The only thoughts that 

came up were the lack of trust in stock listed companies such as Oatly, who they 

felt put profit before taking action to reach sustainability. Similarities can be seen 

with (Devinney et al., 2015) research which stated that consumers are more likely 

to help smaller local companies over large ones with the beliefs that the effects 

would be more tangible.   

According to Devinney et al. (2015) there are differences between men and women 

when it comes to how willing they are to help. Women have a larger interested in 

sustainable consumption than men who are more reserved. However, there were no 

indications or statements from our interview that would suggest this as both the 



 57 (80) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

male and female interviewees were interested in environmental sustainability. 

There was even a higher interest for environmental sustainability and green food 

products amongst the men that we interviewed.  

Price, quality, and convenience has previously been viewed as the main influencers 

in the consumer buying behavior (Caruana & Chatzidakis, 2014). But as CnSR has 

developed, external influencing factors such as sustainability have been added 

(Caruana & Chatzidakis, 2014). The interviewees talked about how their actions 

can make a change and that there is a realization that even their small actions matter 

in the end. However, most of them did not see this as enough to convince them to 

act fully socially responsibly as factors such as the price still have the upper hand 

which is in line Caruana and Chatzidakis (2014) who stated price is an important 

factor. 
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5. Discussion 
The following chapter presents the discussion and a further development of our 

conceptual model.  

5.1. Discussion 

The food industry is one of the major contributors to environmental destruction, 

environmentally sustainable food consumption and production is vital. Therefore, 

knowledge about how to influence the consumer buying behavior towards 

sustainability when it comes to food is important. The dairy alternative industry has 

rapidly grown during the past decade and this thesis has explored consumer 

responsibility and green marketing in this new context adding to the research. The 

factor feelings and cognition appear to be the strongest as to change consumer 

buying behavior. Basic knowledge about sustainability and environmental issues 

regarding food products in general was seen in all the consumers. Tough differences 

between the amount of knowledge that they had affected both their buying behavior 

and how receptive they were to green marketing. This is strengthened by White et 

al.’s (2019) statement that knowledge is important for consumers to conduct a 

sustainable behavior.  

This study shows that consumer buying behavior was highly affected by personal 

experiences, close environment, and knowledge which is represented by the 

individual self-factor in the conceptual model. The individual self has a strong 

connection to all other psychological factors affecting the consumer buying 

behavior. This shows that there was a domino effect within the psychological 

factors, which had a strong connection to each other as when one was affected or 

changed the others changed as well. While differences in environmentally 

sustainable behavior were found in our study, they were not related to the level of 

education. This finding is contradictory to White et al. (2019) who stated that 

consumers who have a higher education are more likely to behave in an 

environmentally sustainable manner. Originally, the individual-self factor was 

presented as one of the five psychological factors that built the SHIFT framework 
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(White et al., 2019). Our analysis indicated that the individual-self factor did not 

act upon itself but was rather present in all the other factors as well.  

This study shows that more awareness of environmental issues increases the odds 

for an environmentally sustainable consumer buying behavior, which is supported 

by Woo and Kim (2019). Consumers who identified themselves as having more 

knowledge than the average consumer were less inclined to be influenced by green 

marketing as they questioned it to a greater extent. Believing that products which 

were marketed as positive generated higher profits for the companies, made them 

less trustworthy according to the knowledgeable consumers. Additionally, there 

was a worry about profits when it came to companies that are listed at the stock 

market due to beliefs that environmental concerns would be over shadowed. Less 

knowledgeable consumers chose products they expected to be environmentally 

sustainable. Whether these choices are environmentally sustainable or not is hard 

to conclude as the base for these decisions was not always be based on validated 

knowledge. However, it indicated a willingness to act environmentally sustainably 

regardless of the consumers knowledge. This is supported by Sharma (2021), who 

stated that differences in knowledge creates a gap between attitude and behavior. 

Consumers want to be environmentally sustainable, but their actions may not 

always reflect this due to the lack knowledge. 

This study shows that consumers have their own distinct definition of 

environmentally sustainable food products which may cause challenges when 

aligning expectations. This is supported by Vitell (2015) who stated that there are 

various ways to define environmentally sustainable food products and that with 

different definitions comes the challenge of aligning consumers and companies’ 

expectations. Our study showed that there are common words used to describe 

sustainable products such as take care, the environment, individual and companies, 

which can be applied to food products as well. This study did not indicate 

differences between the genders when it came to environmental sustainability as 

both genders expressed similar thoughts and opinions about the subject. This 

contradicts Soni et al. (2021) who found that women show a greater interest in 

sustainable buying behavior than men. The men in this study were not less 
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concerned about environmental issues, the opposite could be argued as they had 

more knowledge about environmentally sustainable food and discussed the issues 

in a broader and deeper context extending to the supply chain. This is particularly 

interesting as men were less inclined to participate in this study. Consumers claimed 

they wanted to conduct a sustainable buying behavior, but price was a restricting 

factor for their actions. But even those consumers who thinks of themselves as 

socially responsible state that they do not always act in such a way as other factors 

such as price and taste were valued higher than being sustainable. This is supported 

by Caruana and Chatzidakis (2014) who stated consumers are willing to make some 

sacrifices, but also referred to price as a hindrance. That consumers want to view 

themselves as more sustainable is supported by White et al. (2019) who stated that 

consumers want to view themselves in a positive manner. 

Consumers did not see any differences between large and small companies when it 

came to taking responsibility as all companies, producers, and consumers should 

do their part and contribute to environmental sustainability. This finding contradicts 

Devinney et al. (2015) who stated that consumers tend to help small companies 

rather than large due to the tangible effects of their actions. However, some 

consumers stated clearly that companies such as Oatly, which are listed on the stock 

market, are less credible as they put more emphasizes on profit than being 

sustainable. This provides evidence that green marketing does not necessarily have 

an impact as consumers established opinions about a brand affect their buying 

behavior more. 

5.2. Consumer green marketing behavior  

In this study, the conceptual model in chapter two has been further developed based 

on analysis in chapter four, see Figure 7. This model gives a new view of how green 

marketing can affect consumer buying behavior and adds an important aspect that 

green marketing may not be the solution to convey consumers to be socially 

responsible. 
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Figure 7 

Developed conceptual model 

 

Note: Own visualization, developed from the previous conceptual model 

This developed conceptual model visualizes how green marketing only in some 

instances affect consumers buying behavior and in other instances has no effect at 

all. The arrow between green marketing and consumer buying behavior remains in 

the same position but is now non-continuous as green marketing cannot be assumed 

to affect consumer buying behavior. Additionally, two new arrows have been added 

from green marketing and bounces off as they represent the green marketing which 

does not influence consumer buying behavior. This differs from the original 

conceptual model where green marketing was expected to influence consumer 

buying behavior.  

The individual self was found to have a strong influence on all the other 

psychological factors and act as a foundation influencing consumer buying 

behavior. The modified conceptual model visualizes that personal experiences are 

the main influencers on consumer buying behavior, even if the four other factors 

are still recognized as important. The psychological factors in turn influences 
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whether the consumer moves towards acting socially responsible or remains 

unaffected. The arrow from consumer buying behavior to consumer social 

responsibility has changed to a dotted line as this thesis found the consumers 

psychological factors to be more important for a socially responsible behavior than 

green marketing. 
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6. Conclusion 
The final chapter starts with a summary of the thesis before concluding it. After 

conclusion theoretical and practical contributions will be presented and critical 

reflections reviewed. The chapter end with our suggestions for further research.  

6.1. Summary of thesis 

The earth is in a fragile state as natural resources are running out cause detrimental 

damage in form of natural disasters due to humans exploiting the nature. This has 

led to a continuous rise in demand for environmentally sustainable products. The 

food industry is one of the major contributors to environmental destruction. But as 

food is a necessity humans cannot live without the need of environmentally 

sustainable food products are high. The purpose of this thesis was to explore 

whether consumers accept green marketing at face value when buying 

environmentally sustainable food products. The sub-purpose was to understand 

how consumers identify environmentally sustainable food products, and the 

research question stated: How does green marketing communication influence 

consumers buying behavior regarding environmentally sustainable food products? 

A conceptual model was developed containing three main parts, green marketing, 

consumer buying behavior, and consumer social responsibility. Semi-structured 

interviews were conducted to gather empirical data which were then analyzed 

through the conceptual model to answer the purposes and research question of this 

thesis. Our study found three main conclusions which will be presented the 

following subchapter.  

6.2. Conclusion 

Firstly, green marketing does not necessarily result in consumers choosing 

environmentally sustainable food products as consumers made their decisions based 

on feelings of, and previous experience with, the product brand. This study shows 

that consumer buying behavior is marginally affected by green marketing as 

consumers did not read the claims on the product packaging nor trusted the 

advertisement example used in this thesis. We draw the conclusion that green 
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marketing alone is not enough to influence consumers’ buying behavior towards 

being environmentally sustainable and socially responsible. Secondly, this study 

shows that individual knowledge and experience, which is represented by the 

individual-self factor, are the main deciding factor to change consumers’ buying 

behavior. The individual self was found to have an influence on all other 

psychological factors and were based on the individuals’ previous experiences in 

life. Consumers who had more knowledge tended to trust companies less, and green 

marketing had less effect on their buying behavior. We draw the conclusion that the 

individual-self factor is the foundation for all psychological factors behind 

consumers’ buying behavior. Lastly, multiple external factors have been added to 

the consumer buying behavior and CnSR, but consumers kept circling back to price 

as a deciding factor when asked about their buying behavior. This study shows that 

price is the most important factor for consumers when it comes to buying and 

consuming environmentally sustainable food products, regardless of their personal 

beliefs and intentions to act socially responsible. Price is connected to the feelings 

and cognition factor as it is the perceived price which affect the consumers’ 

decision. We draw the conclusion that price is still the deciding factor for consumers 

when choosing environmentally sustainable food products. 

6.3. Contribution 

This thesis theoretical contribution is that we have combined green marketing and 

the SHIFT framework in a conceptual model to understand CnSR. Through 

combining green marketing and the SHIFT framework a new perspective is added, 

which shows that green marketing does not have as significant effect as previous 

research stated. Rather than the green marketing having a significant effect, it is the 

consumers previous experience and knowledge which affect their buying behavior. 

6.3.1. Practical contributions 

We argue that our study can be valuable for companies as it shows the consumers 

experiences and associations with the brand have greater effect than green 

marketing on consumers behavior regarding environmentally friendly food. This 

insight is beneficial as it is important for companies to focus marketing on aspects 
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important for the consumers to succeed. We argue companies should focus on 

promoting their sustainability efforts to build a positive brand association, while 

avoiding aggressive green marketing as is has a negative effect consumers’ buying 

behavior. Additionally, aiming to increase consumers knowledge about 

environmental sustainability through green marketing and positive brand 

associations have long-term effects on sustainable consumer buying behavior.  

6.4. Critical reflection 

The interviews were semi-structured and held either in person or via video call. This 

could lead to bias as the interviewee may alter their answers based on perception. 

Additionally, the follow up questions may differ, and certain aspects may not be 

discussed in all interviews as they might not have been brought up early in the 

interview process. However, as the interviews were based on an interview guide, 

they all included the key aspects of the thesis, and this ensured all topics were 

covered in all interviews. Another critical reflection is that as eight out of ten 

interviews were held in Swedish, we had to translate the answers to English to use 

them as citations in the thesis. As there are words that could not be directly 

translated from Swedish to English, we had to change some of them so that the end 

sentence meant the same. However, as we are not professional translators there is a 

risk of faulty translations. Despite our critical reflections, we do believe that the 

purpose of this thesis was achieved, and that the contributions it provides are valid 

and can be useful for further research. 

6.5. Suggestions for future research 

Our suggestion for further research is to conduct a similar study with a large number 

of participants and with a higher diversity. As our study interviewed more women 

than men, it would be interesting to see if a higher number of men would have 

yielded a different result. This also includes for example a broader diversity when 

it comes to educational background, living situations and ages. As this study was 

conducted in Sweden it would be interesting to conduct a similar study in other 



 66 (80) 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 

countries. The result may differ depending on experiences and how environmental 

issues are discussed and understood in a different in a different society. 
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Appendix A – Interview guide 

Question 

Conceptual 

framework 

relevance 

What is your name?  

How old are you?  

What occupation do you have?  

What education do you have?  

Where do you live and what is your living situation?  

What do you consider the most important when choosing food 

products? 

For example 

- Price? 

- Nutritional value? 

- Origin? 

- Brands? 

- Quality? 

- Environmental sustainability? 

Feelings and 

cognition 

If I say environmentally sustainable/green, how would you 

describe/define the term? 

 

What does it mean for you to be a socially responsible 

consumer? 

CnSR 

What does environmentally sustainable/green food mean to 

you? 

Individual self 

What do you notice when looking at food products packaging? 

For example: labels, brands 

Green marketing 

Which labels are you looking for on food products? 

Why do you look for these? 

Green marketing 

Eco-labels 

Individual self 
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Could you please tell us what these labels mean in your 

opinion? 

 

How would a typical trip to a grocery store look for you? Could 

you please describe the process, please elaborate on your 

thoughts and which products you consider and why? 

And if you think about it, how much is thought through with 

active choices and considerations of alternatives and what is 

acting without thinking? 

Consumer buying 

behavior 

What do you know about the brand Oatly and their products? Green marketing 

Eco-brands 

Feelings and 

cognition 

What do you associate the brand Oatly with? Green marketing 

Eco-brands 

Feelings and 

cognition 

When you see this picture, how does the product in front of you 

match (or not) your view, thoughts, and feelings of Oatly? 

What do you think of when you see this product? 

 (Oatly, 2022b) 
 

Feelings and 

cognition 

Green marketing 

How does what is written on food products affect your 

perception of the product? 

Green marketing 
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If you saw these products in the store, which additional 

information would you search for regarding what is claimed on 

the packaging? (If you bought it before, which information did 

you search for?) 

 
 

Green marketing 

Do you buy dairy alternatives such as Oatly? 

- If yes, why? 

- If no, have you ever? Why? 

CnSR/Green 

consumer behavior 

How does the environmental aspect impact your choice 

between dairy products or dairy alternatives? 

Habit formation 

Feelings and 

cognition 

What is your knowledge about the difference between 

traditional dairy products and dairy alternatives? 

Feelings and 

cognition 

How does your knowledge about environmental issues affect 

your buying behavior? 

Consumer buying 

behavior 
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How would you describe what influence your choice to buy 

green food products? 

- What is the most important factor? 

Consumer buying 

behavior 

Do you feel it is your responsibility or the producers/seller’s 

responsibility to ensure you have more knowledge about the 

food products you buy? 

Feelings and 

cognition 

Do you get influenced by green marketing when choosing 

which food products to buy? 

Could you give an example of a product you have bought 

because it has been marketed as environmentally friendly? 

Green marketing 

In what way do you feel society have an impact on your choices 

between dairy alternatives and traditional dairy products? 

- How does your choices differ depending on the 

situation you are in? 

Social influence 

 

How do you feel about the effects of the choices you make 

regarding green products such as Oatly? 

Tangibility 

Have you seen this campaign before? 

And finally. When you see this campaign, how do you perceive 

it and which feelings does it spark? 

 
(Havelle, 2022) 

Green marketing 
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Appendix B – Interview guide Swedish 
Vad heter du? 

Hur gammal är du? 

Vilken sysselsättning har du? 

Vilken utbildning har du? 

Var bor du och bor du själv eller med någon annan/andra? 

Vad anser du är viktigast när du väljer livsmedel? 

Till exempel: 

Pris? Näringsvärde? Ursprung? Varumärken? Kvalitet? Miljömässig hållbarhet? 

Om jag säger miljömässigt hållbar/grön, hur skulle du beskriva/definiera begreppet? 

Vad betyder det för dig att vara en socialt ansvarstagande konsument? 

Vad betyder miljömässigt hållbar/grön mat för dig? 

Vad lägger du märke till när du tittar på livsmedelsförpackningar? 

Till exempel: etiketter, varumärken 

Vilka etiketter letar du efter på livsmedel? 

Varför letar du efter dessa? 

Kan du förklara vad de här etiketterna betyder för / enligt dig?  

Hur ser en typisk mathandlingsrunda ut för dig? Kan du beskriva processen, utveckla 

gärna kring dina tankar, vad du tänker på och varför? 

Om du tänker efter, hur mycket av det du köper är ett aktivt val där du överväger 

alternativ och vad är automatiska/rutinhandlingar? 
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Vad vet du om varumärket Oatly och deras produkter? 

Vad förknippar du varumärket Oatly med? 

När du ser den här bilden, hur matchar produkten framför dig (eller inte) din syn på, eller 

tankar och känslor om Oatly? 

Vad tänker du på när du ser den här produkten? 

 (Oatly, 2022b) 

Hur påverkar det som står på livsmedelsprodukter din uppfattning om produkten? 

Om du såg dessa produkter i butiken, vilken ytterligare information skulle du leta efter 

vad det gäller det som hävdas på förpackningen? (Om du kan köpt den tidigare, vilken 

information letade du efter då?) 
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Köper du mejerialternativ som Oatly? 

- Om ja, varför? 

- Om nej, har du någonsin gjort det? Varför? 

Hur påverkar miljöaspekten ditt val mellan mejeriprodukter och mejerialternativ? 

Vad vet du om skillnaden mellan traditionella mejeriprodukter och mejerialternativ? 

Hur påverkar din kunskap om miljöfrågor ditt köpbeteende? 

Hur skulle du beskriva det som påverkar ditt val att köpa miljövänliga/gröna livsmedel? 

– Vad är den viktigaste faktorn? 

Känner du att det är ditt eller producenternas/säljarens ansvar att se till att du har mer 

kunskap om de livsmedel du köper? 

Blir du påverkad av grön marknadsföring när du väljer vilka livsmedel du köper? 

Skulle du kunna ge ett exempel på en produkt du har köpt för att den har marknadsförts 

som miljövänlig? 

På vilket sätt upplever du att samhället påverkar dina val mellan mejerialternativ och 

traditionella mejeriprodukter? 

– Hur skiljer sig dina val beroende på vilken situation du befinner dig i? 

Hur upplever du effekterna av de val du gör gällande gröna produkter som Oatly? 

Och till sist. När du ser den här marknadsföringen, hur uppfattar du den?  

Vilka känslor väcker den hos dig? 
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 (Havelle, 2022) 

 


