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Abstract 
Bachelor´s thesis, Enterprising and Business Development, Linnaeus University 
School of Business and Economics, 2EB01E, VT 2017 
 
Authors: Malin Borg and Emma Hattenhauer 
Tutor: Dan Halvarsson 
 
Title: ”Is doing good ever good enough?” - a study of Swedish consumers’ perception 
and attitude towards companies using green marketing. 
 
Background: More now than ever are people interested in how they themselves affect 
the environment and how the companies work green. By implementing a “green 
marketing” strategy, companies use their environmental work as a marketing tool with 
different agendas. Some authors claim that this strategy is used in order to find new 
markets and new consumers while some say that it is a way for companies to encourage 
further green work to their market shares. Not all green work is however shown to the 
public, in some cases it is done in the dark in order to lower the external pressure of 
possible scrutiny, a strategy also called lean or muted greening. Theory explains that in 
contrast to this muted strategy consumers perceive transparency within a company and its 
green work highly important, as well as how a green marketing campaign is presented 
with words and terminology. It is of great important to consider what the consumers 
demand from a company in order for them to fully succeed with their green marketing 
campaign and build trust between the company and the consumer.  
 
Purpose: The purpose of this study is to create understanding of Swedish consumers’ 
perception and attitude towards companies that are using a green marketing strategy. 
 
Method: This study uses a deductive approach with a qualitative nature, where words 
and explanations are of interest and is carried out through eight individual semi-structured 
interviews with respondents all living in Sweden found through a convenience sampling 
method. With a used hermeneutic approach the respondents subjective opinions has lead 
the research in the direction it has taken and further pre-understandings has been created. 
 
Conclusion: Through this study it has been found that the main-key to a successful green 
marketing campaign among Swedish consumers is trust. Without trust towards a 
company Swedish consumers explain themselves as not believing in green marketing 
done by a company. Social media is a communication channel that, among Swedish 
consumers is not perceived credible and should therefore not be used when doing a green 
marketing campaign. The concept of lean or muted greening is something that 6/8 
respondents considered positive while 2/8 felt the opposite, however all considered 
transparency as a highly important factor in order to not miss trust a company and 
believing that, if something is hard to find maybe it is not done as presented. Language 
and terminology are two closely related and much important aspects that need to be clear 
and easily understood, however not excluding important aspects but rather give further 
explanations about concepts that might be considered complicated.  
 
Keyword: Green Marketing, Consumers Perception, Green Consumerism, Trust 
Marketing, Green Terminology, Normative Language, Communication Channels, 
Transparency, Ecological Transparency, Muted Greening, Lean Green  
 
  



Table of content 
1.0 Introduction 1 

1.1 Background 1 
1.2 Problem discussion 2 
1.3 Purpose 5 
1.4 Research question 5 

2.0 Pre-existing research 6 
2.1 Green marketing 6 

2.1.1 Lean and muted greening 8 
2.2 Creation of trustworthy green marketing 8 

2.2.1 Communication channels influence 8 
2.2.2 Green language and terminology 10 
2.2.3 Ecological transparency 12 

2.3 Trust 14 
3.0 Research preparations 17 

3.1 Research approach 17 
3.2 Collecting method 19 
3.3 Sample 20 
3.4 Structured pre-understanding 22 
3.5 Procedure 22 
3.6 Qualitative data analysis 23 
3.7 Ethical issues 23 
3.8 Quality measures 24 

4.0 Empirical material 28 
4.1 Green marketing 28 

4.1.1 Lean and muted greening 32 
4.2 Creation of trustworthy green marketing 33 

4.2.1 Communication channels influence 33 
4.2.2 Green language and terminology 34 
4.2.3 Ecological transparency 36 

4.3 Trust 37 
5.0 Interpretations of pre-existing theory and empirical material 39 

5.1 Reading 1 - Green marketing 39 
5.1.1 Lean and muted greening 41 

5.2 Reading 2 - Creation of trustworthy green marketing 42 
5.2.1 Communication channels influence 42 
5.2.2 Green language and terminology 43 
5.2.3 Ecological transparency 45 

5.3 Reading 3 - Trust 46 
6.0 Findings 49 
7.0 Discussion and Research implications 50 

8.0 List of reference 52 
Appendix 1 - Interview guide I 

Appendix 2 – Structured pre-understanding III 
	
	



	 1 

1.0 Introduction 

1.1 Background 
In this thesis it is argued that green marketing affects Swedish consumers’ perception and attitude 

towards a company. When marketing and reaching out to consumers all over the market, and 

sometimes all over the world it is of great importance that the company has a clear and well 

functioning marketing strategy. What to show and what not to show is one highly relevant question 

to consider. In previous years marketing has been perceived to only be focusing on showing the 

company’s product and their value-adding function to the consumer’s et cetera (Wilkie and Moore, 

2003). However, nowadays there are many more pieces that can be included. Kuběnka (2011) and 

Lii, Wu and Ding (2011) explain that companies today for example use their sustainability work as 

a marketing strategy. In general the concept of sustainable development can be hard to grasp and 

explain, however according to literature a generally common definition of the concept 

is:  “Sustainable development is development that meets the needs of the present without 

compromising the ability for future generations to meet their own needs” (World Commission on 

Environment and Development, 1987, p. 43). 
 

In some cases, companies work with “green marketing”, meaning that the company markets their 

own environmental work to the public. This strategy has a main focus on the “nature” and the 

company's affect and work for a less environmental impact, however sometimes companies chose 

to broaden their marketing and include all of their CSR related work (Corporate Social 

Responsibility). The CSR work is in literature explained as the “work the companies give back” 

including economic, ecologic and social awareness. It is explained that including the CSR related 

work in companies marketing, using it as a marketing tool, is proven to give the company a 

competitive advantage (Lii, Wu & Ding, 2011:Kuběnka, 2011). “CSR can be considered as a 

separate concept, but it must be also seen as part of marketing or social marketing concept.” 

(Kuběnka, 2011, p. 122). However, Green and Peloza (2011) state that not all CSR work is handled 

and perceived in the same way by the consumers, making it highly important for managers to 

closely scrutinize their value-adding CSR work before presenting it to the consumers to ensure the 

highest possible value. 
 

Within the concept of CSR, the aspect of the company’s effects on the environment is today a 

subject that gets more and more attention (Líšková, Cudlínová, Pártlová & Petr, 2016). The 
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environmental work a company does as CSR, can be explained as indirect or direct. The indirect 

environmental work includes for example donations and political activities, while the direct work 

includes recycling, usage of organic fuel, et cetera (Kollmuss & Agyeman, 2002).    
 

With this in mind “green marketing” is getting more and more attention. Fuentes (2015) explains 

that this concept is not in line with other “regular” marketing concepts with a purpose of finding 

and targeting a certain group of people, but rather a way of showing and influencing consumers on 

how the green work and the green products benefits, not only the specific consumer but also the 

whole environment. Fuentes (2015) explains the purpose of the green marketing in comparison to 

other marketing strategies as “It is, instead, a matter of enacting a reality and set of practices in 

which a company and its products have a clear purpose, in which they make sense.” (Fuentes, 2015, 

p. 202). Despite the shifting definitions of the concept, researchers all agree on the importance of 

the actual cause and its growing interest on the market (Líšková et al. 2016: Fuentes, 2015). 

1.2 Problem discussion 
Although the wave of market demand and interest in sustainable solutions is higher than ever 

(Lipson, 2008), to external parties, some companies still seem to remain outside this new paradigm 

(Solér, Beazar & Svärd, 2015). Research suggests that using green marketing as a part of a 

company’s marketing strategy does not solely provide positive outcome, but can also be considered 

as a liability to the quality provided by the company, or put the company under severe scrutiny 

(Crane, 2000; Solér, Beazar & Svärd, 2015). 
 

Lii, Wu and Ding (2013) present research that highlights the importance of CSR as a strategy for 

green marketing. They argue that the company’s green marketing strategy can have a large impact 

on consumer perception and attitude towards the company and the perceived credibility of the 

company and marketing campaign (Lii, Wu, Ding, 2013). The same researchers do however also 

underline the importance of the display of authenticity in a company’s marketing, as consumers 

become more and more aware of the true meaning of sustainability and green alternatives every 

day, and could possibly have an opposite effect if carried out poorly or inconsistently to the truth 

(Lii, Wu, Ding, 2013). 
 

Moisander (2007) argues that due to the lack of explicit information provided about the company’s 

actual sustainability work to the consumers, a gap between companies and consumers is created. 

This gap consists of the uncertainty of whether the company is telling the truth concerning their 
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sustainability work, or if they are playing the consumers for fools, and thereby withholding parts of 

the truth to seem “greener” than they actually are. This leads to the deeper problem of consumers 

having difficulties identifying which brands or companies can be considered environmental, and 

which cannot (Pickett-Baker & Ozaki, 2008). Pickett-Baker and Ozaki (2008) presents a research 

that confirms the existence of a gap between consumers’ willingness over being green, and what 

actions they take in order to live in the most sustainable way. This gap takes a stance in the fact that 

there is an expressed difficulty in assessing which products and companies actually are 

environmentally friendly, and which only are said to be so (Pickett-Baker & Ozaki, 2008). 
 

Crane (2000) presents a study in which he claims that during the 90’s, green options got a bad 

reputation, and were often considered as the less qualitative choice. The same study suggests that 

companies that are committed to quality output, operating in a conservative manner could benefit 

from using a muted green marketing strategy. A company that is working towards a constant 

improvement and development might be of interest to the stakeholders, but opens up for questions 

concerning the actual sustainability level maintained in the process (Crane, 2000). In a more recent 

article published by Solér, Baeza and Svärd (2015), the same issue is being brought to light, where 

companies in use of a green marketing strategy risk to engage in further competition, rather than 

placing themselves in a better light. A fashion company that is using a green marketing strategy for 

example, still has to compete with quality and novelty in their designs, as well as risking being 

scrutinized under the scope of sustainability and judged as such (Solér, Beazar & Svärd, 2015). 

Research shows that some companies even find this kind of marketing strategy to be a direct 

competitive disadvantage and prefer to keep the work they do within the scope of CSR to be kept in 

the dark and rather hidden from the market (Solér, Beazar & Svärd, 2015). 
 

Opinions concerning green marketing and the results generated when executed differ, and many 

researchers agree that more research is needed to fill the knowledge gaps currently present in the 

field. Pickett-Baker and Ozaki (2008) stress the urgency for further research to better understand 

how different terminology and marketing strategies affects consumers’ attitudes towards specific 

advertisement and the effect this advertisement has on the consumer’s company attitude. The 

message explicitness and the understanding toward green marketing and its effect toward company 

attitude by the consumers is something that is stressed also by Yan, Hyllegard and Blaesi (2012). 

D’Souza (2004) advises that a greater knowledge concerning consumers buying patterns is obtained 

in order to understand the consumers’ attitude towards specific companies and what makes them 

react the way they do. Also Crane (2000), agrees that a thorough investigation concerning firm 
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objectives and market environment in the aspect of green marketing would provide valuable 

information to the debate of consumer attitudes toward different green marketing strategies.  
 

Moisander (2007) directs an interest and further research suggestions toward the subcultural 

differences as well as differences in the local environment in which consumers live in order to 

realize the reason for their reactions and attitudes toward specific kinds of marketing and green 

consumerism. At last, Fuentes (2015) states that the matter of how green marketing should be 

carried out is a field in which more research is needed, as there according to Fuentes (2015), are 

relatively few studies of such kind. The topic of how companies and corporations are using green 

marketing and how it is accomplished on a day-to-day basis is lacking empirical evidence and 

material, and lays ground for a large field of research that is yet to be explored by further scientists 

and researchers (Fuentes, 2015).   
 

After having read this thesis (“Is doing good ever good enough? - a study of Swedish consumers 

perception and attitude towards companies using green marketing), companies should be able to 

better understand the importance and role of green marketing on the Swedish market, and how 

better to assess it in their marketing strategy. Sprung from the areas of communication channels, 

terminology and information transparency, an understanding of consumer attitudes and the creation 

of trust for companies and green marketing, as well as how consumers perceive themselves to be 

affected by this is created. These areas are chosen as a result of an estimated theoretical saturation, 

as they are perceived to align with and complement each other as a research foundation. Choosing 

the correct communication channel for the marketing of a company is an important start in 

succeeding with a marketing strategy, and Xinrui, Huoqiang and Tao (2010) state that different 

communication channels indicate different levels of trust for the consumer. Trust is furthermore a 

concept highly relevant in order to create economical growth and consumer loyalty, and it is stated 

that all work that aims to create consumer trust will at some point become beneficial to the 

company (Grabner-Kraeuter, 2002). By using a vocabulary that draws attention to the needs and 

wants of a consumer, as well as using a message that aligns with their core values, companies can 

manipulate their attitude towards the company (Travis, 2000). When a consumer’s attitude is 

manipulated and their trust had been won, the company can influence their thoughts and feelings, 

and in turn their purchase behavior (Hoyer & MacInnis, 2004). In order to maintain a trustworthy 

reputation, companies are more and more understanding of the importance of information 

transparency, concerning ecological transparency as well as other types of CSR work (Argenti & 
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Druckenmiller, 2004). The combination of these four concepts is therefore the foundation of this 

study on Swedish consumers’ company attitudes concerning green marketing.   

1.3 Purpose 
The purpose of this study is to create understanding of Swedish consumers’ perception and attitude 

towards companies that are using a green marketing strategy. 

1.4 Research question 
How does the use of green marketing affect Swedish consumers’ perception of a company? 
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2.0 Pre-existing research 

2.1 Green marketing 
With a growing interest and concern for the impact people have on the environment (Chen, Lai & 

Wen, 2006), the phenomenon “green consumerism” has been developed. This phenomenon is in 

literature described as people who are driven to preserve nature’s balance in both the usage and 

purchase of products (Carlson, Grave & Kangun, 1993: Chen, 2010). With this growing interest the 

phenomenon of “green marketing” has been created. The green marketing phenomenon is according 

to Chen (2010) a rapidly growing concept mainly due to the growing interest from consumers, their 

own consumption but also how well the companies considers the environment (Chen, 2010). 

 

The concept of green marketing is explained as the marketing strategy displaying the green work 

done by the company and its production. Green marketing is by some explained as a growing and 

inevitable trend that will be beneficial for any company that decides to engage with it (Chen, 2010: 

Chen, Lai & Wen, 2006). According to Chen (2010) there are five clear reasons for companies to 

engage within green marketing: it is explained as in line with the environmental pressure on the 

market, it keeps the companies competitive advantages, it has a good impact on the corporate 

image, it opens up to new markets and possibilities and it is also explained as increasing a product’s 

value (Chen, 2010). 

 

However, implementing and using green marketing has turned out not to be an easy task. According 

to Carlson, Grove and Kangun (1993) there are three areas in which the green marketing is weak: 

lack of credibility, consumers’ cynicism and the risk of misunderstandings and confusions. 

• Lack of credibility: explained as a result due to previously bad environmental doing, by the 

company themselves or by other companies doing the same or similar green marketing. 

According to Mendleson and Polonsky (1995), it is hard to expect consumers to believe in 

companies that once have “deceived” them. On another hand the lack of credibility might be 

caused due to the lack of integration of environmentally friendly work within the whole 

company and its culture (Mendleson & Polonsky, 1995). Jahdi and Acikdilli (2009) also 

highlights the lack of credibility as a big problem for companies marketing their CSR work 

to consumers. 

• Consumers’ cynicism: goes in line with the problem Pickett-Baker and Ozaki (2008) discuss 

concerning companies’ actions of stringing along with the trend of green marketing without 

considering what it actually meant and demanded from the company. Without realizing the 
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seriousness within the responsibility the green marketing requires the company can not 

fulfill the expectations of the consumers and so on is consumers’ cynicism developed. 

According to Jahdi and Acikdilli (2009), this problem also often arises when smaller 

companies get bought by larger corporations, as consumers start to wonder how, or even if a 

smaller company can promise their green work with a larger hand steering the decisions. 

• Misunderstands and confusions: Carlson, Grove and Kangun (1993) discuss this as a serious 

problem, which is something that more current research still agrees upon (Baden & 

Harwood, 2013). With the lack of clear information and terminology, consumers easily gets 

confused and misunderstand the true meaning of the green marketing made by companies. 

 

Scrutiny 

Another commonly mentioned problem for companies working with green marketing or in other 

ways promoting their environmental work is the risk of severe scrutiny from consumers (Crane, 

2000; Solér, Beazar & Svärd, 2015: Mendleson & Polonsky, 1995). In the same moment that the 

company says that they work “more green”, consumers start to pay attention to their actual change 

in action towards a better or less environmental impact (Mendleson & Polonsky, 1995). The 

company in question might market that they use more environmentally friendly transportation (for 

example by using train-transportation instead or car) as a way to find new markets and consumers at 

the same time as they think of their environmental impact. However, this action risks the company 

to open up questions from consumers who might wonder why the company does not do more 

environmental work than just changing their way of transportation. In some cases, companies also 

create strategic alliances with other companies whose work is considered more green (Mendleson & 

Polonsky, 1995). With this strategy companies hope to be able to market their product or service on 

broader markets with the help from their partners. This however, according to Mendleson and 

Polonsky (1995), also opens up to internal scrutiny, when the “greener partner” does not want to be 

connected with a company that does not think of the environment as much as they say they do. 

 

In fact, firms involved in environmental strategic alliances may face extensive initial scrutiny, as 

their environmental partner will want to ensure that their name does not become soiled due to a 

firm’s poor environmental behavior. 
(Mendleson & Polonsky, 1995, p. 16) 
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2.1.1 Lean and muted greening 
Despite numerous studies that show that using the company’s CSR and environmental work could 

be a competitive advantage (Ginsberg & Bloom, 2004: Jahdi & Acikdilli, 2009) there are those 

companies who fear that it could do more harm than good, for example due to the growing risk of 

scrutiny (Crane, 2000; Solér, Beazar & Svärd, 2015: Mendleson & Polonsky, 1995). Instead of then 

showing the company’s green work to the public they decide to work “in the dark”. This way of 

driving the green marketing strategy for a business is in literature explained as either “Muted 

Greening” (Crane, 2000) or “Lean green” (Ginsberg & Bloom, 2004). These two concepts are 

explained as following: 

 

Muted greening: Crane (2000) explains that there are multiple different strategies within the green 

marketing, where muted greening is one. Companies with this strategy are explained as not 

intentionally looking for the green market but none the less changes their product with 

environmentally improvements. These changes are then made without external pressure from 

consumers, minimizing the risk for further scrutiny. 

 

Lean Green: is a concept closely related to the “muted greening”. Companies operating under “lean 

green” lines are according to Ginsberg and Bloom (2004) trying to be responsible without making it 

public to the market and, or their consumers. 

2.2 Creation of trustworthy green marketing 
The chapter below presents three concepts that are vital in generating a positive company 

perception with present and possible future consumers. These three concepts all have the generating 

of trust in common, as creating a trustworthy marketing message is vital for its success. First the 

effect of credibility when using different communication channels to market a company or product 

is described (Xinrui, Huoqiang & Tao, 2010). Many companies today are using a marketing 

language that is considered hard to understand by the general consumer. By doing this they are 

risking to lose market shares since their message might be perceived to be creating false illusions or 

confuse the consumer (Baden & Harwood, 2013). Later the concept of information transparency is 

covered, which is a way for companies to show their stakeholders or other interested parties that the 

company really are who they claim to be (Argenti & Druckenmiller, 2004). 

2.2.1 Communication channels influence 
Hulea (2010) explains the term of “communication” as a complicated process where one person, or 

company tries to transmit a message to another party who is expected to decode that particular 
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message in a certain way. According to Hulea (2010) this process is hard for many due to the many 

risks of miscommunications and misunderstandings that can happen along the way. A message’s 

success is first stated when the transmission is returned with valuable feedback that either indicates 

that the wished message has been received and decoded as planned or not. 

 

When transmitting a message it can be done through numerous different channels, for example 

through inter-human communication, meaning a transmission of message in an interaction of two 

parties (Hulea, 2010). According to Hulea (2010) the words spoken in this kind of communication 

only reflects 7% of the whole communication, whereas the tone and volume in the communication 

represents 38% and the most part (55%) is so called non-verbal aspects such as gestures, body 

movements et cetera. All aspects, however affects the receiver of the message, which makes the 

work of communicating a message a complex task (Hulea, 2010). 

 

With the development of various technology, more and more communication is carried out 

throughout the Internet, including for example online advertisement and social media (Xinrui, 

Huoqiang & Tao, 2010). Social media, for example has become one of the most used 

communication channels today and according to Waizenegger, Remus and Maier (2016) this has 

created a rapid shift in people's daily life. It is explained as creating a need for people to feel 

“constant availability and responsiveness” (Waizenegger, Remus & Maier, 2016, p. 2122). With 

these changes in people's and consumer’s life, so has the overall way of communicating with 

interested parties on the market. According to Xinrui, Huoqiang and Tao (2010) the general use of 

Internet communication and online advertising has grown rapidly and made it one of the larges 

mediums for dissemination of information together with newspaper, broadcast and television. 

However, due to the Internet's availability to secrecy the authenticity of this communication channel 

is often questioned and doubted (Xinrui, Huoqiang & Tao, 2010). 

 

In Xinrui, Huoqiang and Tao (2010) research it was shown that different communications channels 

indicated different levels of trust for the consumer. For example is was found that companies that 

rely on online advertising was perceived as less trustworthy than the information given on 

specialized forums and different kinds of focused search engines, this due to the sources of the 

information given. On specialized forums it is most often consumers themselves who evaluate 

products and give other interested parties a “word-of-mouth” communication that they perceive as 

more reliable than a company's advertisement (Xinrui, Huoqiang & Tao, 2010). More general and 

open forums such as chat rooms were not perceived as highly trustworthy (Xinrui, Huoqiang & 
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Tao, 2010). It was also found that “entertainment news” and “commercial information” was not 

perceived credible due to “the suspicion of speculation and exaggeration” (Xinrui, Huoqiang & 

Tao, 2010, p. 2480). However, Xinrui, Huoqiang and Tao (2010) also state that the trust level of 

Internet communication also emerges from the consumers themselves. Different gender, income 

and general background are three aspects that Xinrui, Huoqiang and Tao (2010) mean changes the 

consumer's trust level towards the Internet communication. 

2.2.2 Green language and terminology 
There is little research done about the terminology best suitable for specific types of marketing 

(Pickett-Baker & Ozaki, 2008), research does however conclude that consumers’ values and beliefs 

are important aspects when trying to reach and affect consumers’ attitudes towards a given 

company or product (Hoyer & MacInnis, 2004). In order to use a marketing strategy that allows for 

reaching as big a target group as possible, and therefore maintaining a competitive advantage the 

terminology used for green marketing should be a mixture between innovation, performance and 

greenness (Driessen, 2005). By not entirely sticking to a “green” vocabulary, the company is 

avoiding being captured by the green market, and by that losing the more commercial market and 

consumers (Driessen, 2005). In other words, in order for an environmentally friendly product or 

company to become mainstream, the language used in the marketing ought play on factors that 

influence and attract both the commercial consumers, and the environmentally aware ones 

(Driessen, 2005). The factors that influence consumers’ values and beliefs is something that Hoyer 

and MacInnis (2004) refer to as indicators to the consumer, whether a behavior is considered 

desirable or not, and what kind of ethical footprint it will leave on the environment (Baden & 

Harwood, 2013). These indicators are major influencers to the attitude the consumer will acquire for 

the product or company (Hoyer & MacInnis, 2004). An important aspect brought up by Ajzen 

(1991) is that marketing is the most effective when it plays on influencing factors that are aligned 

with the self-interest of the consumer. Attention is more likely to be drawn to a marketing campaign 

that meets the needs of the consumer and that is aligned with their values, such as the safety of their 

family, or a more cost-efficient way to fuel the car (Ajzen, 1991). 

 

By using a certain terminology in the way a company is presented, the attitudes of consumers can 

be manipulated. If done in an effective way, a company can cause rational reasoning to change in 

favor for emotional preferences (Travis, 2000). If the aim is to change the consumer preference into 

demanding more sustainable choices, an effective marketing campaign would entail the results of a 

shift in consumers’ attitude. Driessen (2005) claims that mainstream consumption could become 
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more sustainable if marketed using the right terminology. Ottman (1998) elaborates on this and 

states that previously passive green consumers could become willing to chose green products over 

the alternative option, and might even become willing to pay premium prices for it. 

 

In sum, by influencing the attitudes, values and feelings of the consumers, companies can start 

influencing their purchase behavior (Rokeach, 1973). Hoyer and MacInnis (2004) concur, and claim 

that by changing the consumer’s attitude, you change their thoughts and feelings, and by changing 

their thoughts and feelings you can influence their behavior and thus their purchasing behavior. 

This means that the first step in changing consumers’ purchasing behavior is to influence their 

attitude, and when keeping this in mind, a suitable terminology can be crafted for the desired 

marketing strategy (Hoyer and MacInnis, 2004). 

 

Baden and Harwood (2013) conducted a study based on the use of key terminology for green 

marketing in relation to normative, descriptive and instrumental language. They argue that the 

language used in green marketing strategies, such as CSR and sustainable development, is not fit for 

the purpose. This kind of terminology denotes in economic theory, and tends to create a jargon that 

might not be understood by the general public, which lessens its possibility of influencing the 

behavior of consumers (Baden & Harwood, 2013). The issue over how normative, descriptive and 

instrumental language is used in marketing to create an idea of normalization, a mood or a crucial 

tool to reach a goal is brought to light, and debates the moral issues included in green marketing. In 

the same way that normative language is more efficient to use in order to reach the general public, it 

might also be creating a false illusion of the world and the ethical footprints left behind by a given 

company and product (Baden & Harwood, 2013). 

 

In coherence with Driessen (2005), Baden and Harwood (2013) claim that in order to affect 

attitudes, values and beliefs, the terminology should be carefully chosen. Baden and Harwood 

(2013) also concludes by mentioning the difficulties in using normative language in marketing as it 

presents obstacles to successfully communicate with a broader scope of consumers. The language 

used today is often too academic or economically focused for the general public to actually 

understand. The normative language in combination with the economic concepts often creates 

ethical issues such as ambiguity between the willingness to be an environmentally friendly 

consumer, and the actual understanding of the concepts. In order to achieve a change in purchase 

behavior the consumer needs to begin with a change in attitude (Hoyer and MacInnis, 2004), and if 
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the consumer does not understand the message communicated, the change in purchase behavior is 

unlikely to ever become a factor (Baden & Harwood, 2013). 

2.2.3 Ecological transparency 
As consumers become more and more aware of the impact that their consumerism has on the 

environment, there is an idea that corporate ecological transparency should be of a greater 

importance than before (Adams, 2002). Corporations are expected to discharge their ecological 

steps and transparently show to their stakeholders the impact their operations have on the 

environment (Gray, Dey, Owen, Evans & Zadek, 1997). That corporate ecological accountability is 

an important issue is something many agree on, there is however still little research done 

concerning the importance of company’s ecological transparency (Tang & Lou, 2016). In order for 

a company to strengthen their reputation, it is beneficial for them to live up to their promise, and 

doing this by delivering the same output to their customers time after time (Argenti & 

Druckenmiller, 2004). Argenti and Druckenmiller (2004) state that the efficient way to incorporate 

a strong company image, is to make sure that the company vision is coherent to the business 

strategy. A company that markets themselves by stating that they are environmentally friendly and 

care deeply about human rights, ought to be able to show for this, and clearly communicate how 

their work is done (Argenti & Druckenmiller, 2004).  
 

It is becoming more frequent that companies incorporate the same factors that influence reputation 

into their marketing strategy, instead of only marketing the product and the features that they want 

to sell (Argenti & Druckenmiller, 2004). An example of a company that has incorporated their CSR 

values and work into their business strategy is The BodyShop (Argenti & Druckenmiller, 2004). 

They do not only sell crèmes and body products, but they also do it in a way that enables the 

consumer to know and understand that they are purchasing a product that is good both for 

themselves, and for the world around them (Argenti & Druckenmiller, 2004). 

 

Argenti and Forman (2002) conducted a study where over 1000 CEOs were questioned about their 

corporate brand strategy and the importance of including their CSR initiative and work in their 

transparent message to the consumers. The study revealed that already at this point in time, 66 

percent covered their CSR activities in their annual reports. Even more interesting is the fact that 69 

percent of the CEOs believed that CSR is vital to the profitability of any company (Argenti & 

Forman, 2002). In relation to this, Argenti and Druckenmiller (2004) state that there is an increased 

stakeholder demand for corporate information transparency with a great focus on CSR work and to 
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build and maintain strong company reputations. In line with parts mentioned in the chapter of 

Terminology (see chapter 2.2.2), there is an ambiguity in the way corporations sustainable work is 

presented and in the way it is communicated to their stakeholders (Liao, Lou & Tang 2015). There 

is often no, or little distinction between different types of CSR in the marketing communication, 

resulting in a consumer uncertainty of what the company actually is doing, and the effect it has on 

the affected area (Liao, Lou & Tang, 2016). 

 

A study made by Tang and Luo (2016) establishes that 74 percent of 500 global firms investigated 

have transparent ecological information available to their stakeholders. Variables such as firm size, 

industry, leverage and environmental regulation all have an effect on the ecological transparency 

presented. The study also concludes that some managers lack the incentive to engage in ecological 

transparency, and therefore do not disclose much information, some firms even had a completely 

untraceable ecological footprint (Tang & Luo, 2016). Firms that act in an environmentally 

irresponsible way might face legal and other costs, as well as other difficulties imposed by 

reputational damage and pressure from NGOs (Tang & Luo, 2016). Tang and Lou’s (2016) study 

presents similar results as previous studies, where a positive reputation, consistent to the core values 

of the company can improve consumer loyalty. Contrarily, if the company has poor ecological 

transparency, as well as other types of information transparency and disclosure, it might arouse 

suspicion and damage the brand reputation, as many stakeholders currently are highly aware and 

prioritizing of their own consumer impact on the environment (Tang & Luo, 2016). These sayings 

are something that Moisander (2007) agrees upon when discussion the importance of openness and 

sharing information between consumer and company about the environmental work. Without this 

openness, Moisander (2007) explains that gaps are created that divides the company’s work and 

consumers’ knowledge, which in today’s open society can not be considered beneficial.  
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2.3 Trust 
According to Grabner-Kraeuter (2002) more and more of the communication made between 

company and consumer is carried out through Internet, however this is a task that does not go 

without problems. As Hulea (2010) discussed, most of the perceived information through 

communication is made by non-verbal aspects such as body language, which is an attribute that 

often gets lost when the message-spread goes through Internet. This can create many difficulties for 

the companies in their work for better connections with consumers, among other the important 

concept of the consumers trust for the company.   

 

The concept of trust is not so easily defined (Husted, 1998). According to Husted (1998) many 

definitions exists depending in what area the concept is discussed. For example economists and 

sociologists explains the concept as a tool to lower the risk of uncertainty that can emerge with 

transaction (Williamson, 1993). According to Grabner-Kraeuter (2002) the concept of trust is 

something build to minimize the complexness in situations where people feel uncomfortable.   

 

Grabner-Kraeuter (2002) explains that as the amount of Internet-based companies rises so does the 

consumers who turns to e-commerce companies, meaning companies who are active through the 

Internet and offers their consumers online services such as sales and post-purchase support (Chaffey 

& White, 2011). However, it is explained that many consumers do feel skeptical or doubtful to the 

phenomenon of e-commerce, this partly due to the unclear process (Grabner-Kraeuter, 2002) and 

the large amount products that are offered online. 

 

In Grabner-Kraeuter’s (2002) research it is confirmed that the key-aspect for e-commerces’ survival 

is the concept of trust and points out the importance for Internet-based companies to be more 

considerate of the consumers’ perception of the matter, something that also Grayson, Johnson and 

Chen (2008) highlights as important. The company’s efforts or lack of effort is something that is 

visible for the consumers and also affects them (Grayson, Johnson & Chen, 2008). All work related 

to strengthening the aspect of trust perceived by the consumer is, according to Grabner-Kraeuter 

(2002) work that will be profitable for not just the e-commerce companies but also for the market 

and the consumers. 
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Due to the complexity within the concept of trust one can wonder why companies should work 

towards bettering, or reassuring consumers trust in the company. Hess and Story (2005) discuss the 

concept of general functional connections between a company and their consumers including the 

importance of trust, highlighting the advantages of having a well-functional bond between the 

parties. 

 

Brands which have established functional connections in the market and earned personal 

connections with their customers can have confidence that steps taken to build their market position 

will be well received by their committed base. 
(Hess & Story, 2005, p. 320) 

 

Summary 

When marketing a green message, the level of trust is extra important, as it does not only play on 

the consumer’s desire for high quality or a low price, but also their perceived obligation to make 

sustainable choices in their consumption. To create a positive consumer perception about a 

company, based on their marketing, the consumer needs to trust the marketing message. By using 

credible and suitable communication channels, a language that is understandable, and not hiding 

any secrets, companies have a good chance of creating high levels of trust with their 

consumers.  The figure below (see figure 2.0 below) illustrates how the concepts of communication 

channels, terminology and language and ecological transparency all affect the perceived trust, 

which henceforth affects the consumers’ perception and attitude about a company.  
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Figure 2.0 Summarization of literature review (illustrated and created by Malin Borg and 

Emma Hattenhauer, 2017) 
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3.0 Research preparations 

3.1 Research approach 
This research has a purpose to create understanding of Swedish consumers’ perception and attitude 

towards companies that are using green marketing, which includes the opinions and thoughts of the 

respondents. This gives the study a hermeneutic approach rather than a positivistic, as a positivistic 

approach has a more objectivistic aim to analyze already known phenomenon and their traits often 

including numbers, factors and equations (Bryman & Bell, 2013). 

                                                                                                         

According to Alvesson and Sköldberg (2009), the hermeneutic approach aims to create new 

knowledge and broaden the researchers understanding by taking a stand from the researchers so 

called pre-understandings. Bryman and Bell (2013) explains the hermeneutic approach as a special 

view on textual analysis, where the focus is on creating an understanding for theoretical material 

included in texts. When the concept of the hermeneutic approach was created, the amount of literate 

people were perceived as rather low and researchers and educated people created a scientific 

approach for the information they received and explained the current times literature and written 

texts (Egidius, 1986). 

                                                                                                         

Throughout this research the hermeneutic approach has been used to heighten the understanding of 

Swedish consumers’ perception of green marketing. According to Egidius (1986) this approach is 

most suitable when the research includes people and cultural phenomenon. Since this study focuses 

on people's own perceptions and feelings, the hermeneutic approach is used to create a clear picture 

for later interested parties. The study mainly focuses on how each individual respondent feel about 

the concept of green marketing and how it is perceived. 

                                                                                                         

As previously mentioned Alvesson and Sköldberg (2009) talk about the hermeneutic approach and 

how it creates new and developed knowledge based on the pre- understanding of the researchers. 

Since new knowledge and understandings is created along the research, all possible interpretations 

can change, which is a process that in literature is described as “the hermeneutic spiral” (Alvesson 

& Sköldberg, 2009) or “the hermeneutic circle” (Heidegger, 1962). Alvesson and Sköldberg (2009) 

explains that in order to understand the whole, one must understand each part of the whole. Thus to 

be able to understand Swedish people's perception of green marketing, the researchers first had to 

understand the field of the particular marketing strategy and what attributes could influence the 

respondents perceptions. In order to do so theoretical material had to be collected followed by the 
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empirical material. This way of executing a research is, according to Bryman and Bell (2013) called 

a “deductive approach”, which is the opposite of the so called “inductive approach”, where the 

empirical material is collected first to lay the groundwork for the theoretical collection. 
 

The hermeneutic circle 

As previously mentioned the hermeneutic approach goes long back in history, and in 1962, 

Heidegger (1962) talked about the concept of “the hermeneutic circle”. With this illustration 

Heidegger (1962) illustrates understanding as being a circle where everything goes round and 

develops along the way. If we are not totally unaware of a concept, we do possess both 

understanding, as well as some misunderstanding of it. The circle-formation of the concept is 

illustrating that we understand something based on what we already know (Kvale & Brinkmann, 

2014, which goes in line with the statements from Alvesson and Sköldberg (2009) saying that new 

knowledge is created based on the pre-understanding that is possessed. Further it is explains that the 

more interested and involved we get about a specific topic, the deeper knowledge we can receive. 

The more involvement within the topic the more understanding is built (Heidegger, 1962). The 

concept of “the hermeneutic circle” is considered relevant within this study as the theoretical 

groundwork created with a deductive approach (Bryman & Bell, 2013) presents material needed to 

understand and reflect about, in order to understand the empirical material collected. When all 

material is collected and analyzed the circle will automatically have generated knowledge and 

understanding of Swedish consumers’ perception of green marketing. 
 

Research strategy 

According to Bryman and Bell (2013) the two main research strategies are either a qualitative or a 

quantitative research strategy. A research with a hermeneutic approach is always explained as using 

a qualitative research strategy. The qualitative strategy aims to get deeper and more informative 

answers from the respondents, rather than collecting a large amount of answers. Bryman and Bell 

(2013) argue that the qualitative research strategy is often recommended within research fields that 

are somewhat unexplored, where underlying knowledge can create a foundation for further 

research. The research field of general green marketing is today rather explored, however not within 

the field of consumers’ perception of the marketing strategy. Due to the research hermeneutic 

approach and that the field of interest if somewhat unexplored, the qualitative research strategy is 

perceived as more suitable for this study.  
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Empirical collection 

Within this study the empirical material collected comes from primary sources. Primary sources - 

generating so called primary data, is material or data that is new and uniquely collected for a 

particular research (Wild & Diggines, 2009) while secondary data is material found through already 

existing literature or research, making this material the possession of another author (Wild & 

Diggines, 2009). The primary sources that generate this material comes from individual men and 

women, formulating their own thoughts and feelings towards Green Marketing and how it affects 

the perception of a company. Primary data is most commonly collected through surveys or 

interviews (Kothari, 2004) - which often either generates a large quantity of answers, (surveys), or a 

smaller quantity, but more qualitative answers, (interviews). Fewer but more qualitative answers are 

often to be preferred within a qualitative research strategy (Christensen, Engdahl, Grääs & Haglund, 

2010). 

3.2 Collecting method 

As argued by Kothari (2004) and Christensen et al. (2010) the most common and suitable way to 

collect primary data using a qualitative research strategy is through interviews. When executing 

interviews with a qualitative research strategy they are most often carried out by either unstructured 

or semi-structured interviews. Interviews with a qualitative nature have a purpose of creating a safe 

environment where the respondent can talk freely about the topic of interest for the research. 

Surveys are more limiting, restricting the respondents to direct questions and sometimes also 

limited optional answers (Bryman & Bell, 2013).                       

 

Unstructured interviews consist of no direct questions or answers available to the respondents but 

only themes the researchers are interested in discussing with the respondents. This creates an 

environment of openness for the respondents to think and talk freely, where the researchers do not 

participate or control the interview (Bryman & Bell, 2013). The semi-structured interview is closely 

related to the unstructured interview in regards to the openness for the respondent to give any 

wished answer but in contrast the semi-structured interview follows an interview guide. The 

interview guide helps the researchers to keep control of the interview and making sure that every 

topic and area of interest within the research is covered. The interview guide used within this 

research can be found in Appendix 1. It presents the concepts of interest and possible questions or 

areas to ask the respondent during the interview. However, since the interviews done within this 

research are semi-structured these are not directly asked questions, merely a guide to assure that the 

pre-chosen topics are covered.  
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When deciding on which interview structure to use within the research it is important to focus on 

the aim of the study. The unstructured interview is, according to Bryman and Bell (2013) most 

appropriate when the research aims to analyze and understand every respondent's view on reality in 

unique ways - without being influenced by the researchers. Within this research the aim is to 

describe Swedish consumers’ perception of companies in the use of green marketing, therefore 

some specific questions and topics are required to be included within the research. Because of the 

aim of the study, a semi-structured interview is considered most accurate for this research (Bryman 

& Bell, 2013; Kvale & Brinkmann, 2014). 

3.3 Sample 

In the sampling of the respondents within the research it is important to consider the research 

strategy used. For example, within a qualitative research strategy the transparency of the sampling 

is not as important as it is within the quantitative research, where the goal is to make a 

representative sampling that can generate a universal conclusion  (Bryman & Bell, 2013: Marshall, 

1996). Therefore the sampling procedure is more often vague within the qualitative research, but 

also because it may not be possible or efficient enough to include more respondents for the 

research. Marshall (1996) states that; for the qualitative research to be able to handle and analyze 

the empirical material as efficiently as possible, it is preferred to keep the the amount of material as 

small as possible. With a smaller sampling the risk of sampling errors is also lowered, errors that 

might cause negative effects on the research and its quality (Marshall, 1996). Bryman and Bell 

(2013) and Kvale and Brinkmann (2014) agree with these statements and ads that there are no 

general lower or higher limits when collecting the research sampling but that it is up to the specific 

research in question to decide on the right volume of respondents. Due to this research qualitative 

strategy the amount of respondents does not need to be of a greater number. 

                                                                                                         

One of the most commonly used sampling-methods within a qualitative research is the convenience 

sampling method, meaning that the people included in the research are people available by 

convenience (Bryman & Bell, 2013; Trost, 2010). The chosen respondents can be found in the close 

surroundings of the researchers, such as friends and family members, or it can be other parties 

available for example by external contacts (Bryman & Bell, 2013). Within this research this method 

will be applied, including respondents from the researchers close surroundings. This method is used 

since it is considered a strong design method for a qualitative research, but also because of the 

research’s purpose of creating understanding of Swedish consumers’ perception and attitude 
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towards companies that are using green marketing. The discussion about feelings and perceptions 

might also be considered sensitive for some people, a feeling that is hoped to be lowered when 

people the respondents know or know of execute the interviews. This method will however be used 

along with the so-called “snowball-method”. 

                                                                                                         

According to Bryman and Bell (2013) convenience sampling method can be problematic for some 

researchers who has a smaller network, limiting their potential respondents whereas a “snowball-

method” might be more appropriate. This figurative method works in the same way as the way of 

creating a snowball (Trost, 2010), with a small core that grows as time goes. Within this method the 

researchers presuppose from one or more respondent that later on generates or suggests other 

respondents possible for the research. This method can later on create a large amount of 

respondents, making it possible for the researchers to choose the most appropriate ones. In the table 

below (see table 3.3 below) all respondents are presented, including information about their gender, 

age and occupation. For this research’s purpose, the respondents’ demographic information will not 

be used in further analysis, however it could be considered interesting for the reader and for further 

researching purposes. As presented below, two out of eight respondents are male, the rest are 

female. This is a known fact for the study, it is however not considered relevant since the 

demographic aspects are not further analyzed in order to answer the purpose.   
 

Respondent Gender Age Occupation Interview held 

1 Male 57 CFO 2017-05-07 

2 Male 26 Project Manager 2017-05-03 

3 Female 57 Office Manager 2017-05-07 

4 Female 25 Student 2017-05-03 

5 Female 40 Between jobs 2017-05-03 

6 Female 54 Store clerk 2017-05-03 
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7 Female 27 Project Manager 2017-05-05 

8 Female 25 Nurse 2017-05-06 

Table 3.3: List of respondents 

3.4 Structured pre-understanding 
Another quality aspect that is discussed is the research’s validity. This is however a more 

commonly used quality requirement within the quantitative research approach (Bryman & Bell, 

2013). Validity is the quality aspect on how well the research actually measures the area/topic that 

is of interest to measure. Despite this research being a qualitative research this quality aspect will 

still be analyzed and secured. 

                                                                                                         

One way to secure the research validity is by creating an “operationalization” (Holme & Solvang, 

1997) or a “structured pre-understanding” table. This method has a purpose of showing a clearer 

connection between the collected theory and the collected empirical material, making it possible to 

follow the questions and answers back to the theoretical material. The “structured pre-

understanding” presented in Appendix 2, is created by breaking down the theoretical concepts into 

smaller components and items (Holme & Solvang, 1997) creating a table for an even easier 

understanding and clearance. The table (see Appendix 2) is later on used as the groundwork for the 

final collection of the empirical material presented in chapter 4.0 and further analyzed in chapter 

5.0. 

3.5 Procedure 

Conducting the interviews  

According to Bryman and Bell (2013) one way to make sure that nothing of interest gets lost during 

the interviews it is recommended to record the interviews. With a recorder the interviews can later 

on be listened to and quotes can be clarified. The eight interviews that have been conducted for this 

research has been made fact-to-face with the respondents, while recording the interviews with help 

from a mobile phone. The interviews have been held in comforts of respondents’ homes, at 

restaurant and at some respondents’ workplaces. No interview caused any interviewer-effects, 

meaning that the interviewer affects the respondent (Bryman & Bell, 2013), except when discussing 

the concept of “terminology” during the interviews where the interviewers had to further explain the 

concept and give example, and therefore it could be explained as affecting the respondent. During 
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all eight interviews both researchers were present, of which one took the role as the interviewer, 

whilst the other was in charge of taking notes and observing the body language and the general 

comfort of the respondent during the interview. During each interview both researchers asked 

follow-up questions and discussed each interview in private afterwards.  
 

After all empirical material was collected and handled, the material was sent to respondents for 

them to accept and confirm that the researchers has fulfilled the research credibility through 

respondent validation (Bryman and Bell, 2013), to make sure that the research gives the reader a 

fair picture of the respondents thoughts and perceptions, to fulfill the “ontological authenticity” and 

the ”catalytic authenticity” explained as some of many important quality measures by Denzin and 

Lincoln (2000) (see chapter “3.8 Quality measures” below). The transcription will be provided upon 

request.  

3.6 Qualitative data analysis 

One way of analyzing both secondary and primary data is according to Bryman and Bell (2013) by 

coding the material. By coding, the researchers find the key terms in both the theoretical and the 

empirical material by closely screening the material. By using this method, more and less relevant 

terms can be identified, as well as establishing which terms might be synonymous for one another. 

This also creates a more clear connection between different types of material used within the 

research, both similarities and differences can be found (Bryman & Bell, 2013). However, when 

coding collected material, it is important to be critical and unbiased to make sure that no material 

gets lost or neglected, since coding is a tool to find a conclusion rather than a tool to create one 

(Bryman & Bell, 2013). Each interview and each answer given by respondents is unique but often 

relatable to another interview and its statements. By going through each interviews’ material 

thoroughly, a clear connection between each interview was made and the terminology used was 

analyzed and categorized.  

3.7 Ethical issues 

Before and after a research it is of great importance that the research can confirm that there are no 

ethical issues that has occurred during or after the research. According to Bryman and Bell (2013) 

there are five ethical considerations that has to be dealt with and confirmed as not being 

problematic: information and consent requirements, confidentiality and anonymity, usage 

requirements and false pretenses. 
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Information requirements, an obligation that the researchers presents the research’s purpose to the 

people involved within the research, such as respondents and how the research will be executed. 

Consent requirements, making sure that the respondents are willingly participating within the 

research. Confidentiality and anonymity - the researchers should guarantee that the involved parties 

in the research stay anonymous and no breaches in confidentiality are being made. Usage 

requirements, reassurance that the material collected through empirical investigation are only used 

in the matter they intend to be used within. False pretenses, no false pretenses presented to the 

respondents that can breach previously mentioned ethical issues (Bryman & Bell, 2013). 
 

During the course of each interview all the ethical issues stated above were kept in mind in order to 

assure ethically approved interviews and research. Before each interview it was clarified that all 

participation was done voluntarily, and that the participants could decide to leave the interview at 

any time (consent requirement), followed by a clear presentation of the research’s purpose and 

execution (information requirements) including further information about how the empirical 

material would be used within the research (usage requirements). The information about the 

respondents presented in table 3.3 above (see table 3.3 above) were information that all respondents 

accepted to be included within the research (confidentiality and anonymity).  

3.8 Quality measures 

According to Bryman and Bell (2013), there are different quality measures used on different 

research strategies. Since this study is qualitative the main measurements used are trustworthiness 

and authenticity. Within the measurement of trustworthiness, there are four sub-measurements; 

transferability, credibility, dependability and confirmability. 

                                                                                                         

Transferability is according to Bryman and Bell (2013) to what extent the research can be 

transferred from one nature or context to another and still be correctly applied. As previously 

mentioned the qualitative research focuses more on deep and explanatory answers from the 

respondents and is not as focused on generating a universal result. Due to this, the research 

measurement of transferability can be hard to reassure within this research. 

                                                                                                         

Credibility is a measurement that can be strengthened through, for example using a respondent 

validation, which is a procedure where the research is presented to the respondent in advance to 

make sure that the researchers have understood and interpreted the respondents answers correctly 

(Bryman & Bell, 2013). Within this research the respondents validation is carried out by going 
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through the interview with the respondents shortly after finish to confirm the answers given and 

later on sending the study to the respondents for their confirmation of the researchers interpretations 

of the answers. 

                                                                                                         

Dependability is a measurement that is explained as possible to heighten through mapping the 

whole research process so that other researchers or respondents can go through the process 

themselves (Bryman & Bell, 2013). To meet this measurement the research will clearly present the 

whole process in text, including how the theoretical material has been collected and how the 

empirical material has been collected and analyzed. According to Bryman and Bell (2013) the 

research is also perceived as more dependable if someone else, for example a colleague or 

professor, analyzes the research process during or after the research process is completed. This is an 

action that has been taken within this research as every chapter has been discussed and analyzed by 

a tutor, as well as peers assigned to this research. 

                                                                                                         

Confirmation controls whether the researchers can confirm the research as true and that it has been 

carried out in good faith (Bryman & Bell, 2013). To be able to reassure this measurement the 

researchers must present the research in such manners that it is clear that the conclusions drawn is 

done so without any personal involvement or opinions from the researchers (Bryman & Bell, 2013). 

Due to the research hermeneutic ground, where Bryman and Bell (2013) explain the researchers as 

unwillingly biased, it is even more important that the researchers stress the confirmation-process 

and how the researchers are cautious to their individual influence on the research. It is also 

important that the researchers explain how this possible problem is dealt with, which in this case is 

done so by letting excluded parties read the research to analyze any possible sign of unbiased 

handling of the material. 

                                                                                                         

Authenticity is the second concept used as a quality measure within this research, which handles 

how the respondents get knowledge about their social environment and how other parties within the 

same environment understand it differently. Denzin and Lincoln (2000) handle different forms of 

authenticity, for example how it is important to give a fair picture of the respondent’s opinions and 

perceptions (Denzin & Lincoln, 2000). To give an as fair picture as possible over the field of the 

study and the respondents opinions and perceptions, multiple different individuals has been 

included within the study which gives multiple angles over the subject as well.

                                                                                  

Source criticism 
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In the same way as the empirical material needs to be considered reliable and relevant for the 

research (Bryman & Bell, 2013) so does the theoretical material that is being used. Being critical to 

the reliability of the sources used is of high relevance as they otherwise can not be considered 

applicable if the authors have not been critical to the material they have used within the research 

(Bailin & Grafstein, 2010). Some authors discuss the concept of “trustworthy” material as being of 

great importance to find within a source before the use of it. Bailin and Grafstein (2010) explains 

that in order for a source or article to be trustworthy it can be assessed to the so called “Golden 

Standards”. These standards require three criteria’s that needs to be covered in order for the article 

to be considered trustworthy: peer reviewed, publisher reputation and author's credentials and 

reputation (Bailin & Grafstein, 2010). 

                                                                                                         

If an article is “peer reviewed” it means that the article has been read and accepted by other 

researchers or experts within the same field as the article has been published in (Bailin & Grafstein, 

2010). The criteria of the publisher’s reputation are considered important, as the article’s publisher 

is the one accepting the material . The publisher's reputation is therefore a criterion that is important 

according to Bailin and Grafstein (2010). Often more well- known and well-regarded scholarly or 

academic publishers and universities are considered to be of higher rank than less known publishing 

houses. The author's credentials and reputation is important to consider as the author is the one 

creating the material and angles their work as they so see fit. It is important to be critical whether or 

not the author is credible within the field he or she is writing within, or if he or she has the right 

qualifications or if any kind of conflicts is reported, et cetera (Bailin & Grafstein, 2010). 
 

The relevance of an article or theoretical material that is used within the research can be 

investigated by applying the so called “checklist approach” (Cooke, 2001). This approach is done 

by ranking different concepts such as accuracy, currency and objectivity, which can help the reader 

to see the relevance and importance of the sources used within the research (Cooke, 2001). 

                                                                                                         

All sources used within this research has been collected with these requirements and all have 

fulfilled each standard except for the source “Waizenegger, Remus and Maier (2016)” and “Xinrui, 

Huoqiang and Tao (2010)”, of which neither is peer reviewed. “Waizenegger, Remus and Maier 

(2016) - The Social Media Trap - How Knowledge Workers Learn to Deal with Constant Social 

Connectivity” is an article origin from Hawaii International Conference on System Sciences 

(hicss.hawaii.edu, 25-04-17), an annual, highly considered conference that has been carried out 

since 1988. All three authors work at University of Innsbruck and do research within the field of 
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information systems and digital communications, with multiple published work. Therefore this 

article is still considered to be trustworthy and used within this research.  

 

 

 

The article “Xinrui, Huoqiang and Tao (2010) - The study on customers' trust in Internet 

communication” is an article from a conference in co-operation with “International Centre for 

Interdisciplinary Science and Education “, which is a conference that has been carried out for more 

than 20 years and is highly considered within the field of information science and engineering 

(icisequynhon.com, 25-04-17). All three authors are actively working and doing research within the 

field of Economic and Management from North China University of Technology. Therefore, this is 

an article that is considered relevant and trustworthy within this study. 
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4.0 Empirical material 
In the chapter below the empirical material collected through semi-structured interviews will be 

presented in the same order as chapter 2.0 - “pre-existing research”. The respondents are referred 

to as “Respondent 1-8” and in table 3.3 above (see table 3.3 above) there are specifications for the 

respondents’ occupation, gender and age. 

4.1 Green marketing  
When the respondents were asked to explain how they perceived or understood the concept of green 

marketing, the answers were similar among some of the respondents, where the explanation of the 

concept “[...]were companies that markets their green activities”  (respondent 3, 2017-05-07) or 

“[...]companies that profiles their environmental-policies within their marketing” (respondent 1, 

2017-05-07). Respondent 1 felt that this concept as a marketing strategy often where “companies 

use special buzz-words that are typical among environmental activists”. Respondent 1 also meant 

that phrases used within these kinds of marketing strategies commonly were explained as “and 

hereby the company contributes with…” or “with this the company reduces…” et cetera, often in 

order for the companies to put themselves in a brighter light. Respondent 2 mentioned the concept 

as a strategy where companies markets that they think about the environment overall and that they 

work with the area within every process and every line within the company. 

 

However, some of the respondents explained the concept differently. Respondent 4 thought of the 

concept as a marketing activity that is carried out as environmental-friendly as possible meaning 

that no paper, posters, flyers et cetera is included within the marketing of the company. Respondent 

3 early on explained the skepticism of the concept as the respondent explained the concept as 

companies that try to “feed on the ongoing green trend of the society” (respondent 3, 2017-05-07) 

and therefore markets their work that goes in line with these trends. Green marketing should 

according to respondent 5 be considered the “normal”, as green production is what is actually best 

for the world, according to this respondent everything else should be considered the unnatural, or 

even poisonous. Respondents 6,7 and 8 all agreed upon that the concept of green marketing is much 

upcoming, and something that is becoming more and more important on several different markets 

today. 

 

When the respondents discussed the perception of the brand or company when using green 

marketing, some respondents (1, 2 and 4) explained themselves as not being that affected by the 

actual activities, meaning that their perception of the marketing strategy did not affect them in any 
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greater way. According to respondent 1, the lack of effect of the green marketing strategy is mainly 

based on the lack of trust within the overall concept. Respondent 1 explained that there have been 

many incidents where companies have called themselves as green or having a “green certificate” 

but after further investigations is has been found that so is not the case. Due to this, the lack of trust 

has caused the particular respondent to not believe, and therefore not affected by, the green 

marketing. Respondent 3 however did explain that green marketing often leads to further 

examinations of the company by other parties, meaning the companies that do use these marketing 

strategies are perceived as unafraid of further examinations, which respondent 3 considered as “a 

bold move” but also good and creating a trustworthy atmosphere. 

 

Respondent 5 claimed that green marketing is something rather easy to see through, and if it is a 

company that is not consistent in their green way of acting, then a green marketing campaign might 

even cause more damage than do good. Respondent 6 explained that a company, H&M or IKEA for 

example, can have sustainable divisions or collections, and that it brings more incentive to buy from 

this collection, but it is not a determinant factor in whether the consumer would exclude or include 

the company as a point of purchase.  

 

Skepticism towards a green marketing campaign is a matter that all respondents agreed upon as a 

natural part of this marketing strategy. Respondent 8 meant that a skepticism about a company 

could easily be created if they use a green marketing strategy while not being a typically green 

company to begin with. This is something that also respondent 5 agreed with, and meant that is 

could be considered manipulative when the wrong kind of marketing strategy is used on a certain 

type of company, as if they were merely looking to expand market shares for a capital gain, but not 

being true in what they were doing. Respondent 5 also claims that a company developing specific 

divisions with focus on green production does not necessarily need to be manipulative, but aiming 

for a step in “the right direction”. Something that respondent 7 concurs with. Respondent 1 

explained that the perceived skepticism towards a campaign grows bigger if the marketing 

campaign focuses more on the green message rather than the actual function of the product or 

service or its values to the consumer. Respondent 4 explained as often being skeptical towards these 

kinds of marketing strategies as they often highlight the good the company does in hopes of 

darkening the less good the company does, giving H&M as an example as they use “good cotton” 

but does not further explain if the use child labor in Swedish measurements. According to 

respondent 3, skepticism grew bigger if the marketing campaigns often include children in different 
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ways, as this was explained as a way to play on the emotions and the bad conscience of the 

consumer. 

 

Previous knowledge, reputations or rumors concerning the company, their work, their leaders and 

especially their green work is something that all respondents agreed upon affects the perceived 

credibility of the green marketing campaign. Is was explained, by both respondent 1 and 3 as 

absolutely ruling in the perception the marketing strategy. Respondent 2 highlighted how bad 

rumors often gets more response and effect than good, and respondent 1 also mentioned how easy it 

is for consumers to find new suppliers on the large markets today, thus one wrong move can cause 

great effect for the company's past, present and future. Respondent 6 also mentioned that some 

companies that have the reputation of using child labor and low wages will not be taken as seriously 

as a company that has a neutral or positive reputation from before when using a green marketing 

strategy. Respondent 5 partly agreed to this, but specifically mentioned the natural state of the 

company, what profile they have and what they actually do. This respondent took the example of a 

bank that tries to gain market shares by using a green communication strategy, and the respondent 

argues that banks “by nature” are in business to capitalize first, and do well for the world second. 

Therefore, respondent 5 would stay hesitant to such an initiative. 

 

In the discussion about the company's size, and how this affects the consumers perceived credibility 

in a green marketing campaign the answers given differentiated. Some respondents did not consider 

this as having any ruling affect on the perceived credibility, while some respondents (e.g. 2) 

considered larger companies as being more capable of doing greater things for the environment than 

the smaller company could and therefore considered more credible in their marketing message. The 

same respondent explained that a larger company would have more to lose by marketing their green 

work if the message later on would be exposed as false, which is an opinion that respondent 3 stood 

against. According to respondent 3, smaller companies were perceived as more credible. 

Respondent 3 explained that smaller companies are more fragile and therefore more at risk than 

larger companies and that larger companies often have a hard time to really fulfill all requirements 

with green works within the whole company, an activity that could be easier within a smaller 

company. Respondent 6 and 7 argued that it is easier to perceive a small company to be eco friendly 

and credible in their green marketing, since they by nature for example do not have the same issues 

of long distance logistics. Respondent 6 also said that the size of the company only partly bothers 

the respondent, but that for example local farm eggs would be bought over the alternative at any 

given chance, purely because it feels “cleaner”. Respondents 2 thought the larger companies as 
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more trustworthy, due to the risk of losing consumers. Respondent 5 did not care about the size, and 

claimed that it all comes down to what the company actually does. A larger company can do a lot of 

bad things, but they also have the power to do a lot of good things.  

 

According to some respondents the message given through the marketing campaign was not 

necessarily perceived as confusing but rather unclear and lacking necessary information for full 

understanding. Respondents also thought the messages often lacked proof that the green work 

actually was carried out by the company. Respondent 1 explained that most often the confusion 

made through green marketing campaigns include confusions of concepts, terminology and stamps 

(different environmental stamps meaning different things). 

 

Scrutiny 

None of respondent 1-4 explained doing any further scrutiny of the company after a green 

marketing campaign, this mainly due to lack of interest. However respondent 4 did consider a 

company's consistency in their green profile as important as skepticism would grow if a company 

would go from “green to not green”. The general thought about consistency in the green work done 

by a specific company is deemed to be rather unimportant according to respondent 5, 6 and 8. The 

opinion is that it is better that a company does something than nothing, and the respondents do not 

feel the need to further investigate a company’s green consistency over different divisions and 

production lines. Respondent 7 did however counter this argument by stating that it is difficult to 

believe that one part aims to be as “green” as possible, when it does not go in line with the rest of 

the company’s goals. 

 

Respondent 1,2 and 4 considered collaborations between companies in their green work as a 

positive thing. It was explained as heightening the level of trust, that “the more companies the better 

and more trustworthy” (respondent 4, 2017-05-03). Respondent 2 considered it positive as it could 

mean that more companies could develop new solutions together and lower the transportation costs 

both financially and environmentally. Respondent 3 however considered a collaboration as a way 

for a weaker company or companies to hide behind stronger ones, leading to a mistrust by the 

respondent, while respondent 5, 6, 7 and 8 did not think that a collaboration made any change in the 

perception of the companies involved. 
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4.1.1 Lean and muted greening 
According to respondent 3 the green work made by a company should be considered ”a natural part 

of the company’s work” and therefore not used as a marketing strategy. The respondent therefore 

considered companies doing muted or lean greening as creating more trust towards their consumers. 

These sayings is something that respondent 2 also agreed upon and considered the “work in the 

dark” as a chance for a company to do even further development and greener work. Respondent 4 

highlighted how the muted or lean greening was a good thing as this indicated that the company 

does not need to use their green work as a competitive strategy but rather as a plus for the 

consumers. However respondent 1 did not agree with the other respondents as the respondent 

considered a company as doing lean or muted greening as “neutral” but companies that tell their 

consumers about their green work as better. 

 

The environmental work carried out by the company should be a natural part of the companies 

work and made in silence, it should not be needed within their marketing 
(Respondent 3, 2017-05-07) 

 

The concept of muted greening was considered rather odd by respondent 6, as it was believed that it 

could be nothing but beneficial to a business if they present the good things they do. Respondent 5, 

however, meant that a company can market their green work to a certain point for it to be efficient, 

but after a while it comes down to the intuition of the consumer. Respondent 5 meant that some 

companies that market their green work heavily will still not be considered trustworthy, while some 

that do not market themselves as green at all will be perceived trustworthy anyways. Respondent 8 

felt that at a glance, it would be a pity if a company do not market their green work, but when 

thinking closer about it, it could also be beneficial to lay low. When a company markets themselves 

as green, respondent 8 felt that it is important that they are green all the way, and not just doing it to 

put themselves in a brighter light to make more money. With this approach, a muted greening 

strategy could be considered quite appreciated, according to respondent 8. 
 

Summary 

Some thought of green marketing as only a trend, used for marketing purposes, while a majority 

thought of it as something natural and normal that lies in time with market development and society 

as a whole. Whether a company claims to be 100% environmentally friendly or only markets a 

green division is not of great importance to the respondents. It is however important that the 

marketing is coherent with the basic values the company previously has communicated. Even 
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though some claim that green marketing can be a causing factor for further scrutiny, not one of the 

respondents admitted to actually investigate whether companies actually do what they claim to be 

doing. The concept of muted greening is a bit ambiguous to the respondents, as there are opinions 

that favor muted greening, meaning that greening is something companies always should engage in. 

There are as well opinions that find muted greening to be wasteful with company resources, 

claiming that the consumers should be informed about the positive things a company does for the 

world.  

4.2 Creation of trustworthy green marketing 

4.2.1 Communication channels influence 
According to respondent 2 and 4 marketing that is carried out by paper, flyers or similar is 

considered as a less effective and good way to market a company’s green work. Respondent 1 

thought that all kind of green marketing is most suited as close to the product or service as possible 

for example as a sign by the shelf in the store or by using a label put on the physical product. With 

closer communication between message and product on TV, radio or social media commercial is 

necessary, which today respondent 1 considered as unnecessary money and energy that could be put 

to better use for example “developing the company’s green work even further” (respondent 1, 2017-

05-07). 

 

Different communication channels can have an effect on the credibility of the green marketing 

campaign. Respondent 5 argues that the more personal a campaign is, with word-of-mouth and 

references, the more credible it is. A Facebook pop-up or other type of social media advertising 

often feels like a scam and is not very likely to gain the desired attention of the respondent. 

Respondent 6 agrees about Social media advertising often feeling uncalled for and not particularly 

serious. The respondent did however feel that the most efficient communication channel is via TV, 

especially when the message communicated is a positive one. A TV advertisement with a focus on 

pain, starvation and misery did not seem to affect her as much as an advertisement with a positive 

focus of green landscapes, happy animals and healthy children. However TV commercial is 

something that respondent 3 does not agree upon as efficient as it is considered as “too hard” 

marketing and that the green marketing should be made more locally and close to the particular 

consumer's market.  
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Summary 

It is important to the respondents that marketing about greening is carried out in a green way, 

meaning for example that a minimum of printed material is used. It is also communicated that green 

marketing that should be done in a was that feels local to the consumer. The definition of local 

differs and is referred to as well as a label to put on the physical product, to TV communication - a 

way of communication the consumer is used to absorbing.  

4.2.2 Green language and terminology 
Most respondents considered the terminology within green marketing as a bit unclear and lacking 

necessary information to fully understand the message the company tries to give. Therefore, the 

respondents considered the information given through a marketing campaign should focus on the 

function and innovation of the product and only briefly mention the green work made by the 

company. Respondent 3 explained that it is mainly the function that the consumer is interested in 

rather than the environmental impact is has. Respondent 2 mentioned how too much focus on the 

green work made by the company could indicate that the functional use of the actual product is 

lacking and therefore the company decides to highlight their strengths instead. Respondent 1 agreed 

with the previous respondents and said “The credibility towards a product’s actual values is lowered 

when using big and commonly used buzz-words. It creates an unbalance as the consumers doubts 

grows” (respondent 1, 2017-05-07). Respondent 5 also stated that:  

 

If something is difficult to understand, it’s hard for me to believe that it actually is sustainable to 

begin with. Ecology should not be complicated, that’s the point! 
(Respondent 5, 2017-05-03) 

 

In general respondents 1-4 still put their own interests and needs before the environment. Some 

respondents have no exact reason for this behavior whereas respondent 4 explains it as being a 

result from economic planning, where “the wallet controls the purchase-behavior” (respondent 4, 

2017-05-03).   

 

When further discussing the economical point within the purchase-behavior of the consumers some 

respondents said that the environmental aspects were not allowed to differ in prices in any way for 

the consumer to chose a more environmentally friendly product. Respondent 6 explained that 

“greener purchases” would be done in line with the respondent’s financial capability while some 

respondents explained it all comes down to what product it is. Respondent 5 and 7 argued that they 
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always want to make the greener choices, but that when the price difference gets too big, the green 

purchase gets harder to defend. Respondent 1 explained that the things you eat or drink is less price 

sensitive than other products that you buy such as furniture et cetera. The respondent explained that 

the “pain limit” when discussing the prices is 25%, meaning that a carton of ecological milk can be 

25% more expensive than a carton of non-ecological milk and still be considered okay to buy, while 

respondent 3 thought the “pain limit” was around 20% on goods you eat and respondent 4 

considered the limit as lower than 20%. Respondent 5 and 6 claimed that it was difficult to give a 

certain percentage of price sensibility, and that it had to with the product itself in combination each 

consumer’s purchasing capability. For example respondent 6 said that products such as cotton, 

cosmetics and food in general were products that are considered less price-sensitive. All 

respondents however agreed that the “pain limit” differed depending on the product.  

 

None of the respondents 1,2 or 4 thought that a company could play on their emotions and thereby 

directly affect their rational behavior, such as purchase behavior. Respondent 4 said for this to 

happen the marketing would have to be very radical or include many higher parties giving the same 

message, but not by one single company. However respondent 3 meant that if a company can affect 

your emotions it could lower the price sensitivity among the consumer and therefore also change 

the purchase-behavior. Respondents 5, 6 and 7 typically answered that they prefer to make their 

purchases from companies that offer the environmentally friendly options, and therefore they 

explained that emotional play could change their rational behavior.  

 

The chosen word does make a difference according to many of the respondents. Respondent 1 and 2 

agree that words that are hard or too scientific is not giving the green marketing campaign any 

advantage, rather the opposite. When using to “big words” it is considered as the company tries to 

be “special”, which is not perceived well according to respondents. However respondent 4 specified 

that companies with much respect and trust among their consumers, such as “Apoteket” can use 

larger words and generate a feeling of trust. Respondent 1 and 2 both prefer normalization of harder 

words instead of further explanations as normalization can make it easier to understand and relate to 

other concepts and words. Respondent 6 said that it would be appreciated to have explanations of 

what the “green” work actually implies. Respondent 1 also considered it good if the normalization 

also included the concept of interest (but maybe so in extra text after the message) just so the 

consumer get the whole information and adding that when a company can explain to their 

consumers what they actually do (including their green work) and not just use specific words, it is 

very appreciated by the public. Respondent 3 and 4 however preferred more information and 
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explanation about the concepts rather than normalization, as it makes it more credible to explain 

instead of making it “easier for the consumers as is can be perceived as mockery towards 

consumers’ knowledge” (respondent 3, 2017-05-07). 

 

Respondent 6 says that it is enough when a product is certified “fair trade”, but when asked to 

explain what the concept really means the respondents change answer. The respondents then said 

that it would be appreciated with a short explanation to how a product for example is fair trade, as 

the respondent did not fully understand the concept and its true meaning. Respondent 5, who claims 

to be a very green consumer to begin with, claimed to understand most of the different quality or 

“green” certificates, but said that it would still be appreciated when the company makes an effort in 

explaining their green work to the consumers. Respondent 7 however, meant that it is up to each 

and every consumer to search for the information and knowledge they might want. It should be 

enough to certify a product according to a certain category and then let the consumers themselves 

learn what it means, as long as the certificates are universally accepted. 
 

Summary 

The respondents agree that much of the terminology used in green marketing is hard to understand, 

and might confuse the consumers as to what the concepts actually entail. The common wish is that 

the company not only claims to be “fair trade”, but also involve a small explanation as to in what 

way they are “fair trade”.  

4.2.3 Ecological transparency 
None of the respondents did today do any particular investigation or go to any extra length to find 

out about companies’ actual green work, however all found it much important to be able to find the 

information easily if so wanted to. Only referring to higher authorities when consumers ask about 

the company and their policies does not give the consumers the perception of a credible or 

trustworthy work according to respondent 1.  According to respondent 3 it is considered 

untrustworthy if it is hard to find the information that the company market that they do and 

respondent 4 explains that the lack of information gives the consumer a sense of lack of work 

within the area of interest, or that the green work is such a small part within the company that it is 

not “worth mentioning”.  
 

 



	 37 

If a company states having a certain policy, it should be the core activity and guidelines the whole 

company should possess knowledge of and therefore easily accessed by consumers 
(Respondent 3, 2017-05-07) 

 

If a company makes it hard to understand what they actually are doing, or if they make it difficult to 

find the information about how they are working green, respondent 8 said that it would make the 

respondent doubtful whatever else the company might be communicating or marketing. Respondent 

5 agreed with respondent 8, but respondent 6 admitted that no further investigation would probably 

be done to realize that there was an information deficit to begin with. 

 

Summary 

It is important to the respondents that companies are transparent with their information, and that it is 

easy to access. The respondents however also claim that they typically would not search for 

information themselves, and would mostly accept the communicated message as is. It is stated that 

a company that is not information transparent, would be considered having more to hide, and the 

respondents found that it would be difficult to trust such a company.   

4.3 Trust 
The level of trust is among all respondents important in the aspect of trustworthy marketing and 

green work carried out by a company. The higher the level of trust the more credible is the message 

perceived by the consumers. Not only does the level of trust towards the actual company matter, but 

also the perceived trust from leading parties and employees within the company (respondent 3). The 

more trust between a consumer and a company the easier it is to fully understand and interpret the 

message. A company that does not possess trust amongst their consumers can easily be seen as a 

only be marketing their green work as a selling pitch rather than actually giving something back to 

their consumers (respondent 2). Respondent 5 argues that it is the mix between transparent 

information, the way the message is communicated and the previous reputation the company has in 

combination with the marketing strategy they are currently using. Respondent 6 specifically 

mentions that the company as a whole does not need to be considered more or less trustworthy only 

because they employ a green marketing strategy about a certain division, but that it shows for a 

willingness to move in a better direction for the future. Respondents 4 and 7 agree that a 

fundamental trust towards the company is necessary in order to trust the product or marketing 

campaign that is launched. 
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I do not trust a product or a marketing campaign if I do not trust the company 
(Respondent 4, 2017-05-03) 

 

When the respondents were asked to mention specific factors required within a trustworthy green 

marketing campaign, following aspects were mentioned: The presentation should be clear, so that 

for example the whole green process, including production, transportation, usage of chemicals, 

labor easily can be investigated by an external party (respondent 2). Respondent 4 found it 

important that the language used is clear and that the vocabulary is understandable and respondent 1 

argued that the general seriousness in the approach of the company played an important role. 

According to respondent 3 the smaller and more local marketing campaigns felt the most 

trustworthy. Something that respondent 7 agreed with, but respondent 5 argued that a bigger 

company can do a lot of bad things, but also a lot of good things for the world, and was therefore 

not bothered by the size if the company. Proof of different kinds, such as certificates was considered 

important by most respondents, and respondent 1 even appreciated the opportunity to view external 

audits that has been carried out in order to assess the “greenness” of the company. 
 

Summary 

Trust is according to the respondents the most important aspect when it comes to believing in a 

marketing campaign and the communication from a specific company. A company that is not 

considered trustworthy can have an opposite effect on a green marketing campaign. It might give 

the image that the company is marketing their green work only to gain market shares, rather than 

doing it for the greater good. By using a language that the consumers understand, and doing it via 

channels that are related to the product and the cause, the respondents found a company to become 

more trustworthy. Proof, such as certificates of different kinds, as well as information transparency 

in general is a major cause for trust, according to the respondents.  
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5.0 Interpretations of pre-existing theory and empirical material 
In the following chapter the research’s analysis will be presented, an analysis that is based on the 

material presented in chapter 2.0 (“Pre-existing research”) and the empirical material in chapter 

4.0. Each chapter is built on the knowledge acquired from the previous chapter, and analyzed based 

on these new pre-understandings. Therefor, each chapter is presented as a specific “reading”, 

which goes in line with a circle leading up to new continuous understandings.  

5.1 Reading 1 - Green marketing 
Chen (2010) explains green marketing as a trend that will be beneficial for any company to engage 

in. This can be considered truthful based on the answers from the respondents as they all agreed that 

green work should be a natural part of any business’ work. There is however a difference in whether 

the green work should be communicated via marketing or not at all. Respondent 3 claimed that 

green work should be a natural part, and not marketed at all. Respondent 5 also said that the green 

work should be the natural thing, and that anything else should be considered as poisonous. 

Respondent 5 however still claims that it should still be marketed in order to guide and inform the 

consumers about the products and the company. Further on Respondent 6 on the other hand did not 

see any problems with communicating what the company is doing as green work, and believed that 

it strictly would be beneficial for the company as well as the consumer if marketed. There is 

nonetheless a consensus from the respondents that Chen (2010) is correct in the fact that there is a 

growing interest in the phenomenon of green marketing and green consumerism, as all respondents 

had a clear opinion about the matter.  
 

The respondents had different ways to perceive green marketing in general, respondent 4 thought of 

green marketing as an environmentally friendly way to communicate with the consumers. Although 

this was not the original meaning of the term green marketing, it does bring a different perspective 

to the concept of consistency in an organization. Mendleson and Polonsky (1995) claim that 

consumers will have a hard time trusting a company and finding their marketing credible if it is not 

wholly integrated with their mission and culture. Something that respondent 4 in this case embodies 

by taking the physical marketing and paper waste into account. Mendleson and Polonsky (1995) 

also highlights the problem of previous deceit from companies on the green market has made 

consumers aware and slightly cynical towards green marketing. Respondent 1 refers to a general 

lack of trust in the green movement, and means that many times “green certificates” has been found 

to not actually be correct, and has only been a way for companies to put themselves in a better light. 

As Mendleson and Polonsky (1995) describes previous errors to be a creating a lack of credibility 
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on the market today, so claims respondent 8 that a green marketing campaign used by a company 

that is not typically green to begin with is hard to perceive as credible.  
 

When a company is using a green marketing strategy without actually being green, Pickett-Baker 

and Ozaki (2008) describes it as a way for the company to not take the seriousness and the 

responsibility the green marketing requires into account. This is something that the respondents 

generally reacted to, however some more cynical than others. Respondent 1 and 8 found it 

discrediting to the trustworthiness of the company, while respondent 5, 6 and 7 claimed that a 

company starting to market green aspects of their production or other processes might be 

communicating a change towards a greener direction, rather than lying to gain more market shares. 
 

Mendleson and Polonsky (1995) draws attention to the fact that a company with previously bad 

reputation will have a harder time to deliver credible marketing and creating loyal and trusting 

consumer relationships. Respondent 1 and 3 agreed with the authors and claimed that the previous 

knowledge is ruling concerning the credibility of a business marketing message. Respondent 2 

however meant that a company with a bad reputation at least has a reputation, and has the chance to 

build their marketing based on that. Respondent 6 aimed the attention towards the type of reputation 

a company has. If it concerns child labor and low wages, it might have a bigger effect than 

something else, and will make it difficult to take a green marketing campaign from such a company 

seriously.  

 

Jahdi and Acikdilli (2009) claims that a smaller business is more credibly green by nature than a 

large business. Respondent 2 does not agree with this at all, and claims that larger companies are 

more capable of doing greater things for the environment, and could therefore be more credible in 

their green marketing message than a small business. Respondent 3 however found that a smaller 

business was more credible in their green marketing message, and that a larger company has a hard 

time to fulfill all green requirements that are demanded. Among the respondents 5, 6 and 7 the 

answers were quite ambiguous, as they believed that a small business typically is greener by nature, 

but that a large business has the possibility to do more. Respondent 5 specifically claimed that it is 

not about the size, but about the actions.  
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Scrutiny 

As mentioned by Crane (2000), Solér, Beazar and Svärd (2015) and Mendleson and Polonsky 

(1995), one of many problems with green marketing is the risk of deeper investigations or scrutiny 

by other parties in the company’s surrounding. Mendleson and Polonsky (1995) explain that in the 

moment a company starts marketing green activities consumers start to take a bigger interest in their 

green work and starts to question it, this is however not something that any of the eight respondents 

explain doing after seeing a green marketing campaign. Mendleson and Polonsky (1995) talk about 

how a change to more environmentally friendly transportation can be included within a company’s 

green marketing, which is something that respondent 2 would appreciate as it was explained as a 

clear and objective way to show consumers how the company work green. At the same time the 

company could risk the event of consumers questioning why no further changes are made and 

therefore cause scrutiny on the company by the consumers (Mendleson & Polonsky, 1995). 
 

According to Mendleson and Polonsky (1995) some companies chooses to go together, creating a 

collaboration between companies, where one party may be more environmentally aware than the 

other, with an aim for both companies to be perceived better and reach new markets. This is 

something whereas the respondents differ in opinions. Respondent 2 considers collaborations as 

something positive as it created possibilities for companies to go stronger in their green work, 

which also respondent 4 agreed upon adding “the more companies the better and more trustworthy” 

(respondent 4, 2017-05-03). However respondent 3 did not perceive a possible collaboration as 

something positive but rather a way for a weaker, or less green company, to hide behind a stronger 

and greener one, which the respondent would not feel as trustworthy. Both respondent 4 and 7 also 

felt skeptical to collaborations as it was explained difficult to believe in a company whose general 

goal was not in line with a greener goal.  

5.1.1 Lean and muted greening 
To lower the risk of further scrutiny by other parties some companies choses to work green without 

marketing it to their consumers (Crane, 2000) - a strategy that Crane (2000) explains as “Muted 

Greening” and Ginsberg and Bloom (2004) as “Lean Green”. As previously mentioned respondent 

3 thought that all green work should be a natural part of the company's process and work and 

therefore not used in any kind of marketing, whereas lean and muted greening was appreciated. 

Crane (2000) highlights how this way of working “in the dark” lowers the pressure on the company 

from the outside, which is something that respondent 2 thought was beneficial as it made it possible 

for companies to do even more green work and develop ever further environmentally friendly 
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solutions. Crane (2000) further explains that muted greening is a strategy used by companies that 

not intentionally looking for new markets, which is an aspect that respondent 4 highlighted as good, 

as companies that mute their greening are perceived as not in the need of marketing their green 

work to win new market shares.  
 

However respondent 1 thought of companies that do not show their green work to the public as 

more “neutral” companies but would appreciate more companies that do use it within their 

marketing. Neither did respondent 6 believe in muted greening in any lengths since the respondent 

considered all good work done - big or small - should be told to the world. These saying does go in 

hand with Ginsberg and Bloom (2004) and Jahdi and Acikdilli (2009) statements that a company’s 

CSR and environmental work could be a competitive advantage and therefore often used within 

marketing.  
 

Transition  

Learning about the general thoughts and ideas about the respondents’ perceptions of green 

marketing and how they reacted to this, new paths started shaping. The respondents’ understanding 

of green marketing lead to the question of terminology, what in the message made the respondents 

react the way they did? The respondents claim not to be interested in scrutinizing companies in 

order to gain full knowledge about their actions, yet they do want to be presented with green 

marketing. This opens up for a discussion about information transparency, and whether the 

respondents find it important or not. The last thing to be further investigated in Reading 2 is the 

meaning of the communication channels. Some of the respondents believe that green marketing is 

just a trend, some believe that is a necessity, do the options differ based in the channel used to 

communicate the message?  

5.2 Reading 2 - Creation of trustworthy green marketing  

5.2.1 Communication channels influence 
There are many ways to communicate a message between parties, a process that Hulea (2010) 

explains as a hard process to proceed and succeed with. Hulea (2010) argues that in an inter-human 

communication, aspects such as body language and tone place a big role in how the receiver 

perceives a message and its intentions. This is something that respondent 5 highlighted during an 

interview, as the respondent said that a direct communication, for example word-of-mouth has a 

much bigger effect than through e.g. social media, which is something that also respondent 3 and 1 

agreed with. Respondent 1 also mentioned that the most effective marketing in a green campaign, 
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would be by marketing close to the physical product, e.g. on the package or on the shelf. 

Respondent 1 did not just highlight this as something influencing the respondent but also as a way 

for a company to save money on unnecessary advertisement, money which the respondent said 

could be put to better use - for example on developing further environmentally friendly solutions.  
 

Another commonly used communication channel today is the Internet, where companies can do 

direct marketing to specific people in larger extents to larger amount of possible consumers. Due to 

the change in technology and development of the Internet Waizenegger, Remus and Maier (2016) 

states that people in general feel a need to be constantly available, e.g. via social media. Therefore 

this forum is also commonly used in the marketing strategy of companies. Xinrui, Huoqiang and 

Tao (2010) speak about the Internet's weakness in its availability to secrecy and authenticity, which 

is something that respondent 5 and 6 pointed out as a bad aspect. Both respondents felt that social 

media marketing is unserious and scamful, without creating any kind of serious trust from company 

to consumer, which goes in line with Xinrui, Huoqiang and Tao’s (2010) findings. Respondent 2 

and 4 however both thought that all kind of communication that is not carried out by an 

environmental way, e.g. by using posters and flyers was perceived as unnecessary and 

untrustworthy in a green marketing campaign and therefore considered all kind of Internet 

communication as a positive thing. However, both respondents also mentioned that they do feel 

skeptical to all kind of general marketing but that in the case of a green marketing campaign, the 

usage of Internet would not change the felt trustworthiness.  
 

TV commercial, which is another communication channel mentioned by Xinrui, Huoqiang and Tao 

(2010) is something that the respondent had mixed feelings about. Respondent 6 felt more affected 

by TV commercial than other Internet commercials, especially when the message spread is happy. 

However respondent 3 said the opposite and felt that TV commercial is “too hard” and not 

perceived positive, especially when involving children or playing on the viewer's feelings and 

emotions and therefore the respondent appreciated more local and smaller marketing campaigns, in 

similarity to respondent 1.  

5.2.2 Green language and terminology 
According to Driessen (2005) the language within marketing is an important factor for a company 

in order to be successful with the sales of their environmentally friendly products. The language in 

general and the terminology used should according to Driessen (2005) play on more than just one 

type of consumer, including both more and less environmentally aware ones. According to Chen, 
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Lai and Wen (2006) more environmentally aware consumers are sometimes called “green 

consumers”, consumers who are driven to act more in the nature's best interest, both in usage and 

purchase of products. Neither of the respondent would today call themselves as “green consumers” 

however respondent 5 claims to have enough knowledge to know the concepts and terminology 

used within a green marketing campaign, and therefore also be able to make an educated guess 

about the company behind the campaign. However during the course of the interview the 

respondent later on started wondering about what some concepts within the green marketing 

actually meant which lead the respondent to change the given answer, telling that fully knowledge 

within the concepts was not really possessed. The other respondents did not have any particular 

saying the matter of used terminology except for respondent 1 who said that green marketing that 

included green “buzz-word” were not perceived good but too mainstream and “overused”.  

 

According to Ajzen (1991) most marketing campaign are most effective when playing on the 

consumer's self-interest rather than their interest in the environment, which is something that 

respondent 2, 3 and 4 agreed with. All three respondents considered their own interest before the 

environment, which was explained due to the economical question within the aspect. Respondent 1 

did not fully agree upon with the other respondent as it was told that the purchase behavior 

depended on what kind of product it was. Respondent 1 said that in case of food and other 

beverages that people eat or drink the price sensitivity within the economical question was not as 

sensitive as when it comes to other products such as clothing. Respondent 6 agreed with respondent 

1 but not with the same enthusiasm as the respondent said that looking for the more 

environmentally friendly product has become the “new normal” for the respondent.  

 

When companies are able to used word, terminology and other ways within their marketing that 

influences the consumer, Rokeach (1973) and Hoyer and MacInnis (2004) claims that the company 

can later on also affect the consumer’s purchase behavior. This is especially effective when 

including happiness within the marketing, explaining to the consumer how choosing a particular 

product makes someone else happy. This is something that respondent 5 highlighted having a big 

effect no matter if the message was good or bad. Respondent 8 stated that no matter how the 

company plays in the emotions of others, if the terminology is to hard to understand, than the 

respondent would start doubting the rest the company is doing. Neither respondent 1, 2 or 3 said 

that a company could, only by using a specific marketing strategy, affect them in their rational 

behavior, such as their purchase behavior. However respondent 3 stated that is a company through 

marketing can affect consumers feeling this could lead to also changing the consumer’s price-
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sensitivity (only if so by a smaller amount) and therefore also change their purchase behavior in a 

longer run.    
 

Baden and Harwood (2013) argues that terminology such as CSR and sustainable development 

should not be included within a green marketing strategy as these terms denotes in economic theory 

and tends to include harder concepts not understood to the whole public. When not being able to 

reach the whole group of interest neither can the company affect their rational purchase behavior 

(Baden & Harwood, 2013). Respondent 6 stated that it would be appreciated if the marketing 

including larger and more complicated words would include an explanation of these words, in order 

to ensure the consumer what the company is trying to tell them through the marketing. These 

opinions go in line with respondent 3 and 4. Respondent 1 also stated that being able to fully 

explain what a company really does is a hard task and therefore very appreciated when done 

successfully.  Respondent 1 and 2 however would rather appreciate companies trying to used 

different words instead of the “harder” ones, creating a normalization within the marketing instead. 

However this is something that respondent 3 strongly rejected as making normalization of words 

could be perceived as “[...] mockery towards consumers’ knowledge” (respondent 3, 2017-05-07).  

5.2.3 Ecological transparency 
According to Gray et al. (1997), corporations are expected to discharge any kind of information 

about how they produce, transport and proceed with all kinds of processes concerning their 

business. The fact that this is a natural thing to do is something that the respondents agreed on, 

however some more than others. Respondent 3 insisted that it should be nothing but natural for a 

company to transparently discharge any kind of information that might be of interest to the 

consumers. Respondent 5 and 8 also claimed that they would like to know, or at least have the 

possibility to know what is done behind the scenes. Respondent 6 agreed that it could be beneficial 

to be able to obtain knowledge about a company’s ways of action, but that it no information was 

given, the respondent would not bother to continue looking, nor let it affect their purchasing 

behavior. In coherence with respondent 6, respondent 4 said that a company with a lacking clarity 

and transparency in their communication might indicate that they have a lack of interest in the area 

of interest, or that the green work is too small to even mention.  
 

Argenti and Druckenmiller (2004) are using The Body Shop as an example to the importance and 

competition advantages in incorporating the business strategy in the vision and vice versa. This 

because it is said that a company’s reputation is strengthened by a consistency in the quality of 
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output they produce and deliver. The BodyShop has a vision to deliver products that are good both 

for the consumer and the environment, and their business strategy is the way to do this. The 

respondents however had slightly different ideas about this, and respondent 6 said that the 

consistency and whether it was communicated or not was not very important, there is just so much 

media that the respondent never felt compelled to actually investigate about a company’s 

transparency and level of information shared. Respondent 5 said something similar and meant that 

the need to search for information was low, but that it was all the more important that the 

fundamentals of a business should be aiming to do good for the world, and based on that the 

information transparency was not needed.  
 

Tang and Luo (2016) present similar findings as Argenti and Druckenmiller (2004), that a positive 

reputation is consistent with the core values of a business. Tang and Luo (2016) also state that poor 

ecological transparency might arouse suspicion and damage the company’s reputation. Respondent 

8 stated that a company with poor ecological transparency might have something to hide, but 

respondent 5 meant that if a trust in the company is won, then the marketing or information 

transparency is not really something that plays a big role. Respondent 1 addressed the fact that often 

enough the consumer searching for information gets sent to different divisions and people, without 

actually gaining any knowledge. This does not make for a trustworthy image of a company, and 

might very well be the beginning of doubts towards this very company. In general it is considered 

untrustworthy already when it is difficult to find the information searched for, according to both 

respondent 3 and 4.  
 

Transition  

As an understanding for the three concepts above has been gained, it is clear that the respondents’ 

value trust over all, and it is therefore considered to be the common denominator. Different 

terminology has different effects on trust, so does information transparency and communication 

channels. The next chapter will dive deeper into the concept of trust within green marketing, what 

creates it and what might diminish it.  

5.3 Reading 3 - Trust  
The concept of trust is something that Husted (1998) states as not easily defined, but an aspect that 

is highly important according to Grabner-Kraeuter (2002). Grabner-Kraeuter (2002) also states that 

more and more interaction and communication between consumer and company is carried out 

through the Internet. Grayson, Johnson and Chen (2008) explain that, due to the doubtfulness 
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perceived by the consumer through Internet, it is becoming more important that companies thinks 

about what it is that makes them be perceived as trustworthy by their consumers. This is something 

that all respondents within this research agreed upon. All respondents stated that some kind of 

grounded trust needs to exist between the consumer and the company in order for a green marketing 

campaign to be effective and considered reliable.  
 

Consistency within a company is not as important of an aspect as some of the authors claim 

(Argenti & Druckenmiller, 2004), only one of the respondents found that consistency was an 

indicator of trustworthiness within a company. Typical answers from other respondents were that a 

company that had a green division might be indicating that they wanted to do more green work than 

before, and that they were heading in the right direction, something that the respondents found to 

create trustworthiness for the company. The use of green marketing is said by some to mostly be a 

trend (Chen, 2010: Chen, Lai & Wen, 2006), something that two of the respondents agreed on, and 

argued that green marketing could be considered more of a marketing trick, and does therefore not 

create any trust for the company using it. Other respondents however found that green marketing 

could be beneficial to a company, as well as the consumer as it allows the consumer to know more 

about the company in an easily accessible way.  
 

Different communication channels indicate different levels of trustworthiness according to the 

respondents. Grayson, Johnson and Chen (2008) state that it is becoming more and more important 

that businesses are keeping the consumers’ perception of the company in mind, and that a lack or 

extra effort to keep a clear communication affects the consumer's’ sense of trust towards the 

company. The respondents found that marketing via social media felt untrustworthy, and claimed 

that there were better suited marketing channels to create trust for a company. Grayson, Johnson 

and Chen (2008) as well as Grabner-Kraeuter (2002) claim that e-commerce is becoming of greater 

importance to most companies every day, however when it comes to green marketing the 

respondents did not respond well to the communication channel of internet or social media. That a 

company which is marketing themselves as green, by using printed material was not considered as 

very trustworthy according to some respondents, as it directly goes against the principle of being 

green in the first place. This is something that Argenti and Druckenmiller (2004) refer to by using 

the example of The BodyShop, and including the green work in the business strategy, as well as in 

the vision, in order to create a credible marketing message.  
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Transparency is something that all respondents considered important in order to create the trust 

needed for an effective green marketing campaign. Grayson, Johnson and Chen (2008) mention that 

lack of interest shown by the company is something that also the consumers experience and affects 

the company negative. All agreed that if consumers could not find further information, they would 

perceive the work done by the company as unreliable and untrustworthy. Respondent 4 stated that is 

the company does not clarify how they work green or what they do in specific, their work would be 

perceived as doubtful and the respondent would start questioning whether or not the company 

actually works green or not, lower the trust even further. Respondent 5 and 8 stated that if 

information is generally hard to find the perceived trust would be lowered and they would start 

wondering if the company in question were trying to hide something by not telling the consumers 

about it, which is something that Moisander (2007) argues creating a gap between a company and 

consumer. 
 

According to Grabner-Kraeuter (2002) trust creates an understanding between a consumer and a 

company and it lowers the complexness for a party when put in uncomfortable situations. This is 

something that often gets lost within green marketing according to the respondents. This problem 

mainly arises due to the hard language and terminology used within the marketing strategy (Baden 

& Harwood, 2013). According to respondent 4 the vocabulary should be clear and the language 

easy to understand in order to create a trustworthy campaign. While respondent 2 highlighted how 

showing the whole green process within the company, how it is carried out and how it has a positive 

effect on the environment, would lower the confusion and therefore the complexness and create 

further trust. According to respondent 1, another way of heightening the trust within a green 

marketing campaign would be to show evidence such as certificates or how the company has been 

investigated and accepted by other parties, this extra work would lower the risk of weakening the 

trust as it shows that the company actually works on bettering their company (Grabner-Kraeuter, 

2002). 

 

In order to lower the complexity even further within the language used in green marketing 

strategies, in order to create even more trust (Grabner-Kraeuter, 2002) respondent 1 and 2 would 

appreciate normalizations of words. Respondent 3, 4, 5 and 6 whoever did not prefer normalization 

as it could be perceived as “mocking” the knowledge of the consumer (respondent 3) but would 

rather prefer a further explanation of the complex word used within the campaign.   
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6.0 Findings 
The purpose of this study is to create understanding of Swedish consumers’ perception and attitude 

towards companies that are using a green marketing strategy. Within this research different areas of 

interest within the green marketing has been theoretically explained. Further has empirical material 

among Swedish consumers’ perception and attitude towards companies using green marketing been 

collected and analyzed. Through the analysis presented in chapter 5.0 above it can be stated that 

among the Swedish consumers, trust is the common denominator to a successful green marketing 

campaign. Without trust towards the company, consumers do not trust the marketing either.     
 

In contrary to theory, Swedish consumers do not think of consistency within the company’s green 

profile as vital. However it is perceived important that the marketing is not carried out in a non-

environmentally friendly way, for example by using printed material such as flyers. Through 

research it has been found that Swedish consumers do not today do any specific scrutiny of a 

company’s green work. This does however not mean that it is found acceptable when a company is 

not being transparent and demonstrating what they do in an easily accessible way to external 

parties. The respondents found that hidden information often could mean that the company was 

hiding something else, which was a major reason for the consumers to lose trust for the company.  
 

The concept of lean and muted greening is a strategy that the respondents within this research had 

different sayings about, as 6 out of 8 considered this strategy a positive thing while 2 out of 8 did 

not. In the area of communication channels, social medias is among Swedish consumers not 

perceived as a good channel to use when doing a green marketing campaign as it is not perceived 

credible within green marketing. Consumers rather prefer a more “down to earth” campaign carried 

out more locally, by the people around them and close to the product. Language and terminology is 

another aspect that Swedish consumers perceive as highly important with a company's green 

marketing campaign and work. Although it is presented that the respondents often did not put much 

effort to investigate the true meaning of different certificates or complicated words used, the 

common opinion was that further explanations about the true meaning of the company’s green work 

was appreciated and called for.  
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7.0 Discussion and Research implications  
By reading and analyzing the texts’ numerous times, a new pre-understanding has been created and 

a hermeneutic circle has had its start. Throughout the time of this research, new understanding 

about consumers’ real perception and attitude towards companies’ working with green marketing 

has been made and new views have been identified. 
 

Before conducting this research, one thought was that the typical respondent would be rather 

concerned about the ecological part of any company, and that their decisions often would be made 

based on this. Another thought was that the consumers would be more critical to what companies 

say and how they present what they have done and how. It was also considered important that the 

respondents were of both genders and different ages, in order to see whether this had any effect on 

their perceptions and opinions towards the field of the study.  
 

The first thought to be assessed as faulty, was the one of the concern for ecology by the 

respondents. It is explained to be true that the consumers consider themselves as concerned, it is 

however not true that this concern has any major effect on their purchasing behavior. This raises the 

question of authenticity in the respondent's actions and awareness. The respondents claim to care 

about companies’ actions and green work, but at the same time a majority of them said that they 

typically do not do much research about the companies, nor do they actually understand the 

meaning of the words used in different marketing campaigns.  

 

The normative use of language in combination with difficult terminology might be the reason that 

the respondents considered themselves as “green”, and more importantly, that they had an interest 

in making green purchases. It might also be the reason that they still admit that their own interests 

are of greater importance than making green purchases. There is a price sensitivity in relation to 

each individual’s private economy, and that, in combination with the respondent’s own interests and 

demands was always said to be the most important factor.  

 

The second thought to be assessed as faulty is the one about how critical consumers are towards 

hidden information and lack of information transparency from companies. The result was that most 

respondents did claim to consider the level of information transparency important, they did however 

admit to not putting much, or any effort into investigating what a company actually does, or 

whether they present it to external parties or not. This again indicates that there is a will to be a 
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green consumer, but not a willingness to actually do the work for it. It is considered important that 

the message is clear and easily understandable, and that no information is hidden. However, when 

the terminology is difficult to understand and there is no information to acquire, the purchasing 

pattern does not seem to change.  
 

The question of where this ambiguity comes from is of interest to be answered. Why do the 

respondents claim to have an interest, yet admit that in the end, it really comes down to the price 

and their own interests. Whether the company is trustworthy or not will very rarely make them 

think twice before making the purchase that they were aiming for in the first place.  

 

Further research is advised to be made in order to investigate why respondents have such an interest 

to consider themselves as green, yet do not actually see it through in their actions and decisions. 

This might be because of the normative language use, such as a continuous use of words such as 

“good”, “natural”, “kind” et cetera, in relation to a more complex terminology of green marketing. 

Perhaps it has become normal for the consumers to want to consider themselves as green, but 

because of the lack of understanding of what “green” fundamentally is, they do not know how to 

actually carry it out.  
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Appendix 1 - Interview guide 
Part 1: General information about the consumer 
Gender: 
Age: 
Occupation: 
 
Part 2 

Concept Question 

Green consumerism Would you explain yourself as being a green consumer? Why? 

Green marketing What does this concept mean to you? 

 How does your perception of a company get affected by them using 
green marketing? 

 In what way could you become skeptical to a green marketing 
campaign? Why? 

 How does previous market communication and reputation affect your 
perceived credibility of the campaign?   

 Does the size of the company affect the credibility of its green 
marketing campaign? 

 Do you often perceive the information given through green marketing 
as confusing? How? 

Scrutiny Is it important to you that the company is consistent in their green 
profile? Would you look closer at a company’s total green work, if 
they started marketing a specific “green division”? 

 How would you perceive green marketing made in collaboration 
between multiple companies? 

Lean and muted 
greening 

How do you perceive companies not showing their green work to 
consumers through their marketing? Why? 

 Does the green marketing lead to more/less believable green work? 

Communication 
channels influence 

Does the chosen communication channel of the marketing campaign 
matter to you? 

 Does some kind of communication channel effect you differently? 
Why? 



	 II 

Green language and 
terminology 

What kind of green marketing terminology do you think has the best 
effect on you? 
 
Example: 
One where the product/company is clearly explained as being green, 
or one where the product/brand briefly states that they are green, but 
also puts focus on innovation and performance? Why? 

Mixed terms 

Influencing factors Would you be interested in a product that appeals to your self-interest 
rather than does good for the environment? 

Rational vs. 
emotional 

Would a product, which is marketed as more expensive than the 
alternative, but better for the environment appeal to you? In what 
circumstances? 

 A company that could affect your attitude/feelings (Emotional) about 
a certain thing, could they change your purchase behavior (Rational)? 
How? 

Normative language How do you perceive a marketing campaign that is using scientific 
information and terms that might be hard to understand for some? 

Could the normalization of a difficult word, rather than actual 
descriptions of it affect your attitude towards the company/product? 
Why/how? Example, what is sustainable cotton/fair trade etc?) 

Ecological 
transparency 

How would you go about finding information about a given 
company’s green work? What would your reaction be if it was hard to 
find/nothing told? 

 What does it tell you about a company when they clearly report about 
their green work vs. when they do not? 

Trust What makes a trustworthy green marketing campaign? 

 What makes a trustworthy perception of green work made by a 
brand/company? 

 How does trust towards a company/brand affect you in your green 
work/handling? 

 How is the level of trust (towards the company) important in the 
perceived trustworthiness of the green marketing campaign? 
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Appendix 2 – Structured pre-understanding 
	

Concept Component Item Reference 

Green 
Marketing 

Green 
consumerism 

Personal Recognition Chen, Lai & 
Wen, 2006 

Corporate image Perception of corporate image 
based on green marketing 

Chen, 2010 

Credibility Perception despite lack of 
credibility 

Carlson, Grove & 
Kangun, 1993 
Mendleson & 
Polonsky, 1995 

Consumers 
cynicism 

Believable or just trend-
followers 

Carlson, Grove & 
Kangun, 1993 

Larger corporations´ effects Jahdi & Acikdilli, 
2009 

Misunderstanding Lack of information 
Importance of clear terminology 

Carlson, Grove & 
Kangun, 1993 
Baden & 
Harwood, 2013 

Scrutiny Growing interest 
to investigate 

Explicit information Crane, 2000  
Solér, Beazar & 
Svärd, 2015 
Mendleson & 
Polonsky,  1995 

Higher expectations in future 
work 

Mendleson & 
Polonsky,  1995 

Strategic alliances Perceived greener as an alliance Mendleson & 
Polonsky,  1995 

Lean Green “Work in the 
dark” 

Relief of external pressure Crane, 2000 

Muted 
Greening 

“Work in the 
dark” 

Less responsibility Ginsberg & 
Bloom, 2004 

Communication 
Channels 

Chosen channel Importance of consumers Xinrui, Huoqiang 
& Tao, 2010 

Perception of Internet channel Xinrui, Huoqiang 
& Tao, 2010 

Level of trust Perception of trust in 
communication channel 

Xinrui, Huoqiang 
& Tao, 2010 



	 IV 

Exaggerations Experience of exaggerations and 
speculations 

Xinrui, Huoqiang 
& Tao, 2010 

Terminology Mixture of terms Innovation, Performance and 
Greenness 

Driessen, 2005 

Influencing 
factors 

Meets the needs and self-interest 
of the consumer 

Hoyer and 
MacInnis, 2004 
Ajzen, 1991 

Rational 
reasoning vs. 
emotional 
preferences 

Terminology effect Travis, 2000 

Manipulation Influence purchase behavior 
(attitudes/values/ 
feelings) 

Hoyer and 
MacInnis, 2004 

Normalization of 
possible false 
illusions 

Normative, descriptive, 
instrumental language. 

Baden & 
Harwood, 2013 

Difficult jargon Reverse marketing effect   Baden & 
Harwood, 2013 

Ecological 
Transparency 

Ecological work 
transparency 

Expectations of information Adams, 2002 

Accessibility of information Gray et al. 1997 

Importance of amount of 
information given 

Tang & Luo, 
2016 

Consistency in 
transparency  

Reputation, Brand image Argenti & 
Druckenmiller, 
2004 

CSR-work Importance of clarification Argenti & 
Druckenmiller, 
2004 
Liao, Lou & Tang 
2015 

Trust Importance Trust level Grabner-
Kraeuter, 2002 
Grayson, Johnson 
& Chen, 2008 

Functional use Lower Complexity Grabner-
Kraeuter, 2002 

	


