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Abstract 

Eco-labeling is an important matter in the modern world, because of its relationship to 

the significant issues of the society, i.e. environmental and health care. More and more 

people pay great attention to the ‘green’ aspect of their lives. Many researchers, in their 

turn, unveil the topic devoted to the eco-labeling strategies in their academic papers. 

 However, there is a certain knowledge gap in the existing literature, which allowed the 

researchers of this paper to focus the study on consumers' preferences towards eco-

labeled products and purchase intention in the context of cultural diversity.  

Cultural aspect might have the crucial effect and predetermine consumers’ behavior to 

some extent. Thus, for companies’ management it is highly important to be aware of 

cultural context of the country they are already operating in or only going to 

internationalize into. Prior to empirical data collection a literature review on eco-

labeling, cultural diversity, and purchase intention were conducted, followed by the 

integration of gained information into the theoretical model. 

The theoretical model, developed by the authors, presents the research of the perceived 

association between consumers’ preferences, as presented by own health care and 

environmental care, and purchase intention under the impact of the moderating effect of 

national culture. In order to test the hypotheses formulated on the literature and model 

bases, primary data from respondents from three different countries (namely, the USA, 

Sweden, and Russia) and secondary data from existing literature were collected, the 

integration of which allowed getting some relevant conclusions and results. 

After the data collection and all the statistical process analyzing it, the researchers 

concluded that culture has an impact on the association of consumers' preferences and 

purchase intention of eco-labeled products, but this moderating effect varies in terms of 

the context of consumers' preferences and different cultural dimensions. 

Keywords 

Eco-labeling, eco-labeled product, consumer preferences,  health care, environmental 

care, purchase intention, culture, cultural dimensions, moderating effect. 
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1  Introduction 

This chapter introduces the foundation of our study. The information given in the 

background, by briefly mentioning the tendency of internationalization, leads to the 

unveiling of increased environmental significance.  Focusing namely on the essence of 

eco-labeling strategy this chapter defines the concepts of green consumption gradually 

moving to the context of cultural diversity. It further provides the motivation for our 

study from a theoretical and practical basis, which results in identifying the research 

gap. Followed by the further formulation of the research question and its purposes the 

chapter finishes with thesis outline. 

1.1 Background 

1.1.1 Increased environmental significance 

In today's rapidly developing business environment it is not that easy to stay isolated 

from global trends (Helms, 2016). Nowadays all the companies regardless of their size 

have an opportunity of doing business not only within the boundaries of its domestic 

markets, but also abroad (Albaum and Duerr, 2008). Internationalization is often 

considered as a process through which firms gradually expand their international 

participation (Johansson and Vahlne, 2013; Ricart and Lopis, 2014). Generally, the 

decision of moving in the direction towards internationalization makes companies more 

robust and potentially more successful, empowering them with significant advantages 

(Aguilera-Caracuel et al., 2011). Despite the fact that internationalization is a resource - 

intensive process and, besides, might cause a number of other challenges, theoretically, 

all the companies have a potential to succeed in this willing (ibid.). The crucial 

importance here consists in allocating the resources in a proper way, choosing an 

appropriate strategy and defining company's unique competitive advantage (Ricart and 

Lopis, 2014). 

Considering the internationalization process, the investment areas and the peculiarities 

of firms, previous researchers have identified an environmental sustainability as one of 

the crucial areas (Colapinto et al., 2015). In other words, the environmental approach 

can be determined as the driver for competitiveness (Porter and Kramer, 2006), which 

allows companies becoming more sustainable, especially at the international stage 

(Aguilera-Caracuel et al., 2011). Indeed, in recent decades society has shown great 
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concern about the impact of industrial production on the environment and their own 

health. Thus, nowadays the importance of the environmental and ecological issues are 

recognized by all market participants (Vasilescu and Tudor, 2015).  

Consumers demonstrate their interest towards environmental care by choosing green 

products over regular ones (Dahlin et al., 2016). This kind of preferences causes the 

specific demand and lead to the appearance of green consumption concept (ibid.). 

“Green consumption - is the process of purchasing and usage of goods/services and 

related products that meet consumers' needs and at the same time improve the quality of 

life while limiting the use of natural resources and toxic materials, as well as waste and 

pollution and does not threaten future generations” (Mansvelt, 2010, p. 36). 

Governments establish more and more specific environmental regulations and standards, 

so eco-oriented companies have to accept their requirements and to acquire the 

necessary certifications (Singh and Phalgumani, 1995). Therefore, environmental issues 

are becoming the major concern for many organizations that are willing to succeed in 

the face of stiff competition (Gbadeyan and Omolekan, 2015). It results in that 

nowadays more and more companies resort to the implementation of green-marketing 

strategies (Vasilescu and Tudor, 2015).  

“Green marketing is the process of satisfying the needs of consumers by promoting, 

innovating, developing, and marketing ecological goods and services that cause minimal 

damage to the environment at all stages of the life cycle and are produced by using the 

minimum possible volume of natural (including energy) resources” (Smirnova, 2011, p, 

20).  

Thus, in the attempt to communicate their environmentally-oriented way of doing 

business to consumers companies often endeavor to use the most customer-oriented 

green-marketing strategies. Eco-labelling, as the most popular of them, has an important 

role in this communication (Bratt et al., 2011). 

1.1.2 Eco-labeling 

The strategy of eco- or green-labeling is gaining its popularity in recent years. This 

tendency is primarily based on its market-driven approach to achieve environmentally 

oriented goals (Basu and Chau, 2001). Nowadays, there are more than 400 green 

certification labeling systems in the world (Eco-label Index, 2017). Moreover, eco-
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labeling is one of the most important tools of green marketing, from the perspective of 

product promotion, since namely the labeling informs the consumer about the quality of 

the product or service (Smirnova, 2012). The main goal of eco-labels consists in 

providing easily interpretable information and thereby eliciting increased demand for 

products perceived as environmentally favorable (Delmas and Grant, 2014). 

Referring to Eco-label Index (2017), eco-label is a sign or logo that indicates an 

environmentally preferable product, service or company that is based on standards or 

criteria. Smirnova (2011) considers eco-labeling as “a graphic representation of a 

complex of environmental information about a product or service, meaning that 

products have less impact on the environment than similar products and are produced 

using environmental-friendly technologies”. 

The importance of the eco-labeling strategy is highly evident in relations between 

producer and consumer as it performs effective communication function (Bratt et al., 

2011). By promoting eco-labeled products, retailers are able to demonstrate their 

interest in sustainability issues to shoppers and differentiate their products from 

competitors (NCC and SDC, 2006). Besides, eco-labeling provides the environmental 

performance and efficiency related product information to consumers, which allows 

keeping consumers aware of product uniqueness and makes them feel involved in 

environmental care (Lefébure and Muñoz, 2011).   

Labels are visually easily to recognize and therefore make it easier for consumers to find 

environmentally friendly products in the shops (NCC and SDC, 2006). It can motivate 

the practice of sustainable consumption and affect buyers’ purchase decision in favor of 

eco-labeled products, providing benefits to companies which are using the label (Bratt et 

al., 2011). 

Thus, eco-labels facilitate communication between producers and potential consumers, 

with the goal of promoting production and consumption of products that are more 

sustainable or more beneficial for consumers’ health than mainstream goods and 

services  (Delmas and Grant, 2014). 

1.1.3 Cultural diversity 

It might be cliché to say that the world is getting smaller in terms of traveling, 

communication, trade and population movements, but still as markets and marketing 
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become more international and companies’ marketing strategies are being implemented 

on a multinational scale, this reinforces the importance of recognizing the diversity of 

each particular market (Evans, Jamal and Foxall, 2012). 

Whatever sector a company is operating in, specific cultural features might have a direct 

impact on its success (Pilhofer, 2011). Thereby, companies that are willing to follow 

trends mentioned above, namely expand internationally, using customer-oriented eco-

labeling strategy as a part of their marketing strategy, first of all, need to understand 

cultural diversity and its significance (Marquis and Raynard, 2014). 

Culture is a complex, multifaceted concept (Möller and Svahn, 2004). In general terms, 

it can be defined as a social domain, the set of shared attitudes, morals, values, goals, 

and practices that determine society's personality (Pilhofer, 2011). In international 

business literature, the most widely used definition of culture sounds as “the collective 

programming of the mind that distinguishes the member of one group or category of 

people from others” (Hofstede and Hofstede, 2010, p.42). Cultural diversity, in its turn, 

means a range of different societies or people of different origins, religions, and 

traditions all living and interacting together (Leung, 2005).  

Cultural norms and beliefs are found to be powerful forces in shaping people’s 

perceptions, predispositions, and behaviors (Markus and Kitayama, 1991). Thereby, 

people in different cultures may differ in the way they perceive the world, their 

preferences, judgments, and decisions and consequently in the way they perceive 

environmental issues (Nisbett et al., 2001). Thus, cultural differences are found to be 

one of the main reasons for why the cross-border implementation of eco-labeling 

strategies can be challenging (Pilhofer, 2011). 

Evans, Jamal and Foxall (2012) claim that as societies differ radically, it is quite 

difficult to understand consumption without considering its cultural context, since 

culture is the “lens” through which consumers view products. Thus, as all the companies 

are aimed at getting profit due to the satisfaction of its consumers' needs it is important 

to realize how cultural differences might be reflected through consumer preferences 

(Marquis and Raynard, 2014). In words of Solomon (2011) culture determines the 

overall priorities, which are attached to different activities and products, and it also 

helps the company’s management to decide on the strategy, since the strategy that was 
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developed according to specific cultural features at any point of time has a much better 

chance to achieve marketplace acceptance. 

1.2 Problem discussion 

In order to deepen the knowledge on the topic, the analysis of the managerial problem 

was conducted along with a short critical review of current research knowledge. This 

allowed identifying the research gap, giving the base for further contribution to the 

existing body of knowledge. 

1.2.1 Managerial problematization  

Enterprises’ top management acknowledges that globalization is the most critical 

challenge they face today (Khanna, Palepu and Sinba, 2005). They are also keenly 

aware that it has become tougher during the past decade to identify specific strategies 

and to choose which countries to do business with (ibid.).  

The majority of companies are aware of the fact that cultures are different and the 

attitude of each particular nation to environmental issues might vary to a great extent 

(Marquis and Raynard, 2014). Nevertheless, many of them do not give due importance 

to the homework that is supposed to be done before entering a new market. Thus, they 

simply lack knowledge on how to develop eco-labeling strategies for doing business in 

foreign markets, that are different from those they use at home, and how to find novel 

ways of implementing them, as well (Khanna et al., 2005). Thereby, company's’ 

management face certain challenges, but they do not have enough of necessary expertise 

and knowledge and they also lack clear answers to overcome all the barriers (ibid.). 

As part of doing business globally and implementing company’s eco-labeling strategy 

across cultures, company's’ management often wants to predict how consumers are 

going to behave (Molinsky, 2016). This then raises the following managerial questions: 

How might cultural differences be reflected through consumers' preferences towards 

eco-labeled products? What is the influence of culture on the purchase intention of eco-

labeled products? How can it be measured? 

Understanding cultural differences before implementing eco-labeling strategy in any 

foreign market allows company’s managers and marketers: (1) predicting consumers' 

preferences to some extent; (2) planning company’s eco-labeling strategy more 
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specifically, so it becomes possible to overcome major challenges; (3) and eventually 

benefiting from these operations (Pilhofer, 2011).   

Thereby, in order to implement eco-labeling strategy expanding into the foreign market 

most efficiently, it is vital improving the level of knowledge on the cultural diversity 

among different nations, which aid in building competencies and deeper understanding 

of consumer's preferences, as well as enabling a company to gain significant 

competitive advantage (Brown, 2016). 

1.2.2 Theoretical problematization  

As it was mentioned above eco-labeling, as the practice of providing environmental 

performance and efficiency related product information to consumers, has gained 

escalating popularity in recent years (Basu and Chau, 2001). Thus, it caused increased 

interest towards this issue and resulted in the number of conducted research. There is a 

sufficient amount of literature unveiling the basic essence of eco-labeling and its major 

aspects (Orsato, 2006; Noblet and Teisl, 2014), supplemented with the investigation of 

the issue from a strategic sustainability perspective (Bratt et al., 2011; Bratt, 2014). 

In addition, current theoretical information on eco-labeling provides a number of studies 

in the context of the environmental responsibility of companies regarding their size and 

the scale of their operations. For instance, Patton, Elliott and Lenaghan (1998) in their 

study focus on the implementation of eco-labeling strategy specifically by SMEs, while 

Rugman and Verbeke (2004) concentrate their attention on MNEs. 

There is much theory on the implementation of eco-labeling strategy in the context of 

specific industries: tourism (Stefanica, 2013), hotel services (Orloczki, 2012), 

information technology (Hermann, Urbach and Wendschlag, 2001), and the like. 

Besides, some scholars consider this concept from the consumer perspective (Jørgensen 

and Moen, 2015). 

Regarding cultural diversity side, the literature on this issue is rather well developed, 

concentrating, for instance, on: management across cultures (Deresky, 2000; Steers, 

Nardon and Sanchez-Runde, 2016); development of global competencies (Schineider, 

Barsoux and Stahl, 2014); defining values and behaviors across nations (Hofstede, 

Hofstede and Minkov, 2010); determining various cultural dimensions (Hofstede, 2003) 

and etc. 
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Nevertheless, reviewing the literature on how eco-labeling have been already studied 

through different cultures, it was found out that to a great extent this issue was 

examined either from the perspective of the implementation of eco-labeling strategy on 

the domestic scale, taking into consideration some specific behavioral features of the 

nation (Thidell, 2009; Popescu, 2011; Heiskanen et al., 2008), or in the exploratory way 

in the form of case studies of particular companies (Dinu, Schileru and Atanase, 2012; 

Perez-Ramírez et al., 2015). 

Hence, applying current research knowledge to current managerial problems it becomes 

obvious that existing theoretical base does not cover all the aspects of the issue, leaving 

some of them without an answer. As eco-labeling is relatively recently emerged concept 

there is a certain lack of literature on the issue from the point of culturally diversified 

context. In particular, there are no studies defining how culture might influence 

consumers' preferences towards eco-labeled products and the level of purchase 

intention. Thereby, knowledge gap was identified.  

Nevertheless, this study has to rely on existing literature, which, still, will allow 

developing sufficient theoretical framework, as a starting point for further research. By 

the reliance on existing complementary literature, the study will endeavor a better 

understanding of components of the issue and thereby hopefully fill the knowledge gap. 

This study, therefore, seeks to address above mentioned literature shortcomings and 

managerial problems, by identifying the influence of culture on the association between 

consumers' preferences towards eco-labeled products and the level of purchase 

intention. By studying this in the context of company’s internationalization,  the 

research paper intends to contribute to the knowledge gap on the issue.  

1.3 Research question 

Considering current research knowledge on the issue, the managerial problems 

discussed above, and identified theoretical research gap the following research question 

was formulated: 

What is the influence of culture on the association between consumers' preferences 

towards eco-labeled products and purchase intentions? 
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1.4 Research purpose 

In order to answer given research question the purpose of this study was formulated 

through the following aspects: 

1. To explain the moderating effect of culture on the association between 

consumers' preferences towards eco-labeled products and purchase intention. 

2. To contribute to the existing body of knowledge on how cultural diversity might 

influence consumers’ preferences towards eco-labeled product and the purchase 

intention in the context of company’s internationalization both for research and 

management. 

1.5 Delimitations 

Given the specifics of the study, delimitations need to be mentioned. This study aims to 

fill the research gap and answer the research question by investigating the moderating 

effect of culture on the association between consumers' preferences towards eco-labeled 

products and purchase intention and creating the general theoretical model related to the 

issue. The practical application of the model in this study is implemented trough the 

example of three particular countries, namely Sweden, Russia and The USA and by 

focusing on eco-labeled products within everyday commodities.  

The study was carried out in the context of different countries, not for the purpose of 

examining these particular countries, but for the purpose of obtaining various 

quantitative value of both empirical data and secondary data, which were provided by 

numeric indicators of Hofstede's cultural dimensions, so that it was possible to process 

these data in the statistical software and to reveal the influence of each individual 

dimension in the overall context. This allows unveiling relevant results on the issue, 

however, it also limits the scope of results application, as it might not be fully suitable 

for other countries or industries, but still can be relevant in general terms. 

1.6 Thesis outline 

Following on from the introduction, representing the key concepts of the paper, along 

with the formulation of the research question and its purposes, a theoretical framework 

relating to both the topic (eco-labeling strategy) and the context (internationalization, 

with a specific focus on cultural differences, reflected through consumers' preferences 

and the level of purchase intention) of the study will be introduced, ending up with 



 

 

 

9 

theoretical model and hypotheses development. Then there will be methodology 

discussed and justification given regarding the chosen data collection approach and 

methods of its analysis. Following on from this, the results and discussion will be 

reported, basing on the findings from the empirical data collection and their processing. 

The paper will then be finalized with a conclusion, answering the research questions 

and reflecting on the research objectives; providing the implications for theory and 

managers; and mentioning the limitations of the study and the recommendations for 

future research. 
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2  Literature review 

Taking into consideration the background and the problem discussed above, this 

chapter provides a review of existing literature relating to the research area of this 

study. The main authors within the relevant fields have been identified, along with the 

main themes of discussion. Thereby theoretical framework has been divided into four 

main sections: eco-labeling, cultural diversity, purchase intention and the integration of 

collected knowledge into the theoretical model and hypothesis formulation. 

2.1 Eco-labeling 

2.1.1 The definition of eco-labeling 

The use of eco-labels was firstly recommended at the United Nations World Conference 

on Environment and Development in Rio de Janeiro in 1992 (Smirnova, 2012). The 

“Agenda for the XXI century”, adopted at the conference, claims that governments, in 

cooperation with the industrial sector and other relevant groups, are supposed to 

encourage the expansion of information programs that introduce eco-labeling of goods 

and the dissemination of information on the environmental characteristics of products, 

in order to let consumers make conscious choice with the respect to certain goods (UN 

Sustainable Development, 1992). 

In 1994 a non-profit association, the Global Eco-label Network (GEN), was founded as 

the key organization which was supposed to improve, promote, and develop the eco-

labeling of products and services. According to GEN (2017), the definition of eco-label 

is the following: “a label which identifies overall environmental preference of a product 

or service within a specific product/service category based on life cycle considerations. 

In contrast to "green" symbols or claim statements developed by manufacturers and 

service providers, an eco-label is awarded by an impartial third-party in relation to 

certain products or services that are independently determined to meet environmental 

leadership criteria” (GEN, 2017). 

In addition, an eco-label is a trustworthy way of demonstrating that company produces 

the goods or services that are genuinely better for the environment than comparable 

products (Woodford, 2017). Eco-labeling is especially considered in terms of product 

promotion, since namely the labeling informs the consumer about the quality of the 

product or service, and it also provides information about the value function that 
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represents a change in the opportunity and social responsibility of the brand, linking it 

to the status value (Smirnova, 2012). 

Grant (2007) considers an eco-labeling as a form of credible partnership and the 

accreditation approach. In other words, it is necessary for companies to find a reliable 

partner who will advertise and promote the product or service of the company (ibid.). 

For example, obtain an eco-label from a known and reliable association, which 

consumers trust. Eco-labeling is a sign that is presented on the package of goods. It 

should be noted that it can only be obtained from the company that has passed the 

expertise and proved its environmental safety and the corresponding quality of its 

products (Smirnova, 2012). 

In addition, it is necessary to mention the communicative aspect of eco-labeling. 

Marketing communication is “the means by which firms attempt to inform, persuade 

and remind consumers -directly or indirectly- about the products and brands that they 

sell” (Kotler, 2009, p.536). Labels, in this mean, are the most successful tools for 

communication with consumers, that is why it is important to know how eco-labels are 

being developed. Transparency and trust are two key factors that eco-label endorses to 

the consumer (Thøgersen, Haugaard and Olesen, 2010). The consumer is able to make 

an informed voluntary decision based on the eco-labels presence and their knowledge of 

what it stands for. By purchasing eco-labeled products a consumer might save time and 

effort in making their decisions by choosing a sustainable lifestyle  (Grunert and Wills, 

2007). Following subchapters unveil the advantages and disadvantages of eco-labeling 

and classification of them with the examples provided. 

2.1.2 The benefits and challenges of eco-labeling 

Taking into consideration all the definitions of eco-labeling, it is necessary to add that 

this kind of marketing strategy might be used by a company as an advantage. In other 

words, due to the existence of eco-label any company takes the recognition of products 

at the international level, which increases its competitiveness (Smirnova, 2012). It can 

be proved by the following benefits of eco-labeling which were named by International 

Institute for Sustainable Development (IISD, 2017): 

1. Informing consumer choice. Eco-labeling is one of the most effective ways of the 

regional and local population attitude (IISD, 2017), which increases the loyalty to the 

programs of ecological labeling and certified goods and services (Smirnova, 2012). 
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Consumer can learn more from eco-labels about the content of a product or the process 

of its production, other benefits of certain products, for example, recycled paper or 

toxic-free cleaning agents (IISD, 2017). It also promotes energy efficiency, waste 

minimization and product stewardship (Woodford, 2017).  

2. Promoting economic efficiency. Eco-labeling is generally cheaper than regulatory 

controls, because an opportunity of making environmentally supportive decisions 

reduces the necessity of regulations (IISD, 2017). In this case, both government and 

industry have its own benefits. In addition, the production costs are reduced by putting 

down the consumption of energy, water, raw materials (Smirnova, 2012). 

3. Stimulating market development. When consumers choose eco-labeled products, the 

volume of sales grows focuses on the background of growing consumer demand for 

environmentally friendly products and services (Smirnova, 2012). 

4. Encouraging continuous improvement. There is the possibility of obtaining large 

institutional (state, commercial and non-commercial) contracts, which include 

conditions for environmental compatibility (Ecolabel Index, 2017). A dynamic market 

for eco-labeled products allows consumers to expect the decline of the environmental 

impacts of products over time (IISD, 2017). It becomes possible to bring to the market 

new green goods and services. 

5. Promoting certification. An environmental certification program is a seal that allows 

consumers to judge whether the product meets a certain eco-labeling standard or not 

(IISD, 2017). From the labels, consumers receive clear evidence that a product is 

environmentally friendly and even become more educated by studying a label (Ottman, 

2011). In addition, certification promotes competition between producers. Moreover, 

since certified products have a prominent logo, the product stands out more readily on 

store shelves. Understanding that consumers are interested in a particular product makes 

producers strengthen its corporate reputation and evidence of the company's initiatives 

in the field of ecology and sustainable development (Smirnova, 2012). 

However, it is worth mentioning, that eco-labeling might be considered from the 

negative perspective, as well. First of all, a large number of eco labels can confuse 

consumers and they stop paying attention to seals (Ottman, 2011). Moreover, 

consumers may misinterpret the meaning of the label. There is only one way to solve 

such a problem: manufacturers, professional associations and environmental labeling 
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programs need to actively engage in consumer education in different programs, in 

stores, in the social media (Smirnova, 2012). 

The next problem is skepticism towards eco-labeling from sellers, buyers, and the 

media. A number of specialists claim that in the world reality eco-labeling of products 

by 80% is a marketing ploy (EC, 2017). In order to overcome this situation, it is 

necessary to provide all interested parties with the full information about the 

certification of goods or services, using both the goods themselves (as far as it is 

technically possible), and marketing means (Smirnova, 2012). The clarity of the criteria 

by which the product surpasses the similar one will allow consumers to make a choice 

in favor of an ecologically oriented company. Therefore, it is important to work on 

educating consumers. 

Some companies are concerned about unfair competition. They reluctantly rely on the 

assurances of an environmental labeling program abroad, under which specific 

environmental criteria are being met (IISD, 2017). Indeed, to increase profits some 

companies misrepresent their products as “environmentally friendly”, and this is an 

unfair competition for those companies that observe regulations to take ecolabel and 

spend time and money for that (EC, 2017). 

2.1.3 The classifications of eco-labeling 

Eco-labeling is a tool that informs consumers about the positive ecological effect of the 

product. Positive characteristics change throughout the life cycle of the product, from 

the stage of production, the composition of products, packaging, use of the product, 

until the termination of production (Ottman, 2011). However, at the recent times, 

because of the huge number of eco-labels, their significance becomes less valuable, and 

the benefits from them become "not clean." (Smirnova, 2012). Currently, there are more 

than 400 green certification labeling systems (Cox, 2013; Smirnova, 2012). Consumers 

are getting confused and demonstrate no trust, because all the labels, in all their 

diversity, simply can not be memorized. Nowadays there are three categories of eco-

labeling, which are represented by the controlling authorities: state, non-government 

and enterprise labeling (Figure 1). The higher the supervisory authority is, the more 

recognition from the consumer a label has, and vice versa, respectively (Smirnova, 

2012). 
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Figure 1. Types of eco-labeling depending on control side 

(Elaborated by the researchers after the literature review) 

That is why, companies should disclose if the eco-labels they use are certified by their 

own company or trade group or by a third party, and the eco-labels themselves should 

be more specific (Cox, 2013).  

Another classification of eco-labels declared by world society has been published as the 

International Standard by the International Standards Organization (ISO), which is the 

most popular in the field of voluntary environmental labels (ISO, 2017). It is a 

worldwide network included 162 member countries which encourage international 

standardization in the areas of science, technology, and economics (ISO, 2017). Other 

multi-product groups can create and certify environmental labels, as well; however, the 

ISO standards are the most published in the world and most often referred  in the 

literature (Kuhre, 1997; Horne, 2009; Leire and Thidell, 2004; Rex and Baumann, 2007; 

Ottman, 2011; Smirnova, 2012).  

The ISO 14020 (2000) standard system divides the environmental labeling and 

declaration into three types:   

 Type I (ISO 14024) is a multi-attribute label developed by a third party; 

 Type II (ISO 14021) is a single-attribute label developed by the producer; 

 Type III (ISO 14025) is an eco-label whose award is based on a full life-cycle 

assessment. 

State labeling 

Non-government 
labeling 

Enterprise labeling 
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Type I is designed for the environmentally best products within a specific group (ISO 

14024, 1999). Such a difference is able to inform the consumer that this product is 

environmentally friendly and safe for consumption, their production, transportation, 

storage, sale do not harm the environment, and its packaging materials or containers 

may be recycled in the future (Horne, 2009). The environmental characteristics for the 

definition of the ecologically best product, under which the assessment is conducted, 

should cover all stages of the product life-cycle and the following categories of 

assessment: water consumption, amount of waste from production, level of 

contamination of raw materials with radionuclides, chemicals or heavy metals, energy 

consumption, suitability of packaging materials etc (ISO 14024, 1999). 

Type I presents in the world market by a huge amount of labels, among which 

consumers can recognise “Blue Angel” (Germany), “EU Ecolabel”, “Green Seal” 

(USA), “Vitality Leafe” (Russia), “Nordic Swan” (Sweden, Denmark, Finland, Norway 

and Iceland) (Figure 2), etc. 

 

Figure 2. Eco-labels of Type I 

(Ecolabel Index, 2017, http://www.ecolabelindex.com/ecolabels/) 

There are also Type I-like labels which focus on a single issue such as energy 

consumption, sustainable forestry, etc., unlike the original Type I ISO certification. 

Examples of such type are “Energy Star” (USA), Forest Stewardship Council® (FSC), 

Programme for the Endorsement of Forest Certification (PEFC) schemes, etc. (Figure 

3). 

 

Figure 3. Eco-labels of Type I-like 

(Ecolabel Index, 2017, http://www.ecolabelindex.com/ecolabels/ 
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The ISO 14021 (2016) standard covers environmental statements about products that 

are produced solely under the manufacturer's' own responsibility, so these applications 

received the names of self-proclaimed environmental statements of the second type. For 

self-declared environmental statements, an important role is played by the guarantee of 

reliability (ibid). The main requirements for the composition of self-declared 

environmental statements are their transparency and scientific validity so that 

consumers are confident about their correctness and validity (Smirnova, 2012). ISO 

14021 (2016) was designed to establish certain frameworks and requirements for such 

self-proclaimed applications, as it prohibits the use of such environmental statements 

that only hint at the environmental cleanliness or safety of the product.  

Moreover, this standard is designed to reduce confusion among such environmental 

statements and determines the most common types: rational use of resources and 

materials, use of renewable energy, waste reduction, rational energy and water 

consumption, increasing the term of product availability and reuse, biodegradable 

products (ibid.). The standard ISO 14021 (2016) applies to manufacturers, importers, 

distributors and retailers who can create their own "self-proclaimed" environmental 

statements. According to ISO 14021 (2016), the text of these applications is placed on 

the product and its packaging, in the product description, in the technical bulletin, in the 

advertisement and in the media and teleshopping. 

This type of eco-labels may have the wrong impression of the ecological level of 

product, because companies create it themselves and can identify different ‘standards’ 

of their production which do not really exist. That is why, consumers should know such 

labels, which confirmed by specialized associations, for example (Figure 4), “C.A.F.E. 

Practices” (Starbucks Coffee), Ricoh Recycle Label (Ricoh Group), “Etichetta 

ambientale” (Italy), etc. 

 

Figure 4. Eco-labels of Type II 

(Ecolabel Index, 2017, http://www.ecolabelindex.com/ecolabels/) 
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The ISO 14025 (2006) standard establishes the principles for the development of 

environmental declaration type III. During the development of the environmental 

declaration program, ISO experts invited enterprises to use the names of their eco-

declarations: eco-profile, eco-leaf, and environmental product declaration (EPD) 

(Horne, 2009). The declaration of an ecological product is a report on the impact of the 

constituent product on the environment at all stages of the operational cycle (from 

preparation to production and ending with the disposal of packaging waste products) 

(ISO 14025, 2006). The requirements of ISO 14025 make it impossible to compile such 

a report (declaration of an ecological product) by the company. Therefore it is necessary 

to apply to the authorized organization for carrying out all the necessary procedures for 

the preparation of the report (ibid.). 

2.1.4 Consumer preferences 

Considering the ISO classification it can be concluded that, in general terms, eco-labels 

reflect environmental care and/or consumers’ own health care. In this case, the 

communication between producers and consumers is important because of increasing 

interest to environment issues from the buyer's side.  Moreover, as an acknowledgment, 

a number of previous research suggest and explain two major bases why consumers 

choose eco-labeled products, namely, the environmental care and own health care 

(Grankvist, Dahlstrand and Biel, 2004; Thøgersen et al., 2010).  

Environmental care 

The active discussion of the concept of green consumption began in recent decades 

(Grishanova and Tatarinova, 2013; Thøgersen et al., 2010; Johnston et al., 2001). The 

object of close attention is the influence of the habitual way of life on the environment. 

The current reorientation of people's behavior toward the consideration of the 

environmental factor in everyday life is considered by researchers as a result of some 

changes in value orientations (Grishanova and Tatarinova, 2013).  

In developed countries people have already realized that the guarantee of health and an 

enabling environment for life is a clean environment (Grankvist et al., 2004). Thus, 

consumers try to contribute to the improvement of the living environment through the 

choice of products, the production of which causes minimal damage to the environment. 

Besides, the ecologization of consumption is largely facilitated by the refusal of 

consumers from packaging that is not easily recyclable (Smirnova, 2012). The 
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manufacturer of the products, in its turn, seeks to increase the level of environmental 

safety of its production communicating it to the customer by using eco-labels (Ottman, 

2011).  

Consumers’ own health care 

For many consumers, the meaning of "ecologically safe products" has a strong 

association with the fact that such products are safe for human health (Grishanova and 

Tatarinova, 2013; Thøgersen et al., 2010; Grankvist et al., 2004). Indeed, when 

consumers purchase ecological products, they believe that they take care of their health 

in this way. Moreover, the buyers want to know about how goods were produced, its 

components, origin, freshness, etc (Grankvist et al., 2004).  In other words, consumers 

want to know everything that can affect their health. Furthermore, consumers began to 

express their interest and to study eco-labeling in order to understand what kind of 

goods they are purchasing (Ottman, 2011). Buyers believe that the presence of eco-label 

signs on the package certifies the safety of goods for health and environment, allowing 

them to make conclusions about the quality of products (Cox, 2013). 

2.2 Cultural diversity  

2.2.1 General essence of cultural diversity 

Culture can be determined as a multifaceted, complex, historically developing social 

phenomenon, a way of mastering reality, realizing the creative potential of man in the 

sphere of material and spiritual activity. It consists, in part, of the shared knowledge, 

beliefs, values, and goals that guide human activity (Hofstede, 2003; Milton, 1997). 

Thus, to a great extent culture determines consumer’s behavior and companies operating 

in any foreign market should be aware of its cultural features. This will facilitate 

building competencies and deeper understanding of consumer's preferences, as well as 

enabling a company to gain a significant competitive advantage (Brown, 2016). 

Nowadays there are a lot of different approaches to the study of cultural diversity from 

different perspectives. Schmitz and Butera (2010) in their article present a 10 concepts 

model for determining cultural profile. This model includes such concepts as (1) 

environment, (2) time, (3) action, (4) communication, (5) space, (6) power, (7) 

individualism, (8) competitiveness, (9) structure, and (10) thinking. 
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There is also a system approach to culture, introduced Moran, Abramson and Moran 

(2014) in their book. This system represents a combination of correlated parts that form 

a unitary whole. It consists of (1) kinship system, (2) educational system, (3) economic 

system, (4) political system, (5) religious system, (6) association system, (7) health 

system, and (8) recreational system. 

Anticipating this, two theoreticians, Hofstede (2003) and Hall (1976) independently 

developed a system for cultures organization and identification. The main aim of that 

study laid in identifying the existence of universal culture categories, covering social 

communities and countries. In addition to the above-mentioned researchers, a large 

number of scientists also investigated the concept of cultural diversity considering other 

factors, such as personality traits, family history, and personal well-being. Nevertheless, 

in many cases, other studies take Hofstede’s dimensions as a basis. Thus, to date, 

Hofstede's research is the most popular and most frequently applicable in modern 

business practices (Moran, Abramson & Moran, 2014).  

2.2.2 Hofstede’s cultural dimensions 

According to Hofstede (2003), there is no such thing as a universal management method 

or a universal management theory, effective throughout the world. In his works, he 

claims about the universality, but the intangibility of culture, which distinguishes one 

group, organization or country from another. From his point of view, culture consists of 

two main components: internal, hidden values and external elements, explicit and 

known as practice (ibid.). 

Hofstede used the data of some IBM studies as a toolkit, as well as a questionnaire - 

module for studying values. According to the results of the survey, he derived indices 

that reflect national cultural characteristics, or country measurements (Hofstede, 

Hofstede and Minkov, 2010). 

Thus, the Hofstede's cultural measurement model is a concept that describes six 

dimensions of differences between national cultures. These dimensions include power 

distance (equality versus inequality), collectivism (versus individualism), uncertainty 

avoidance (versus tolerance for uncertainty), masculinity level (versus femininity), 

long-term orientation (versus short-term one) and self-indulgence (versus restraint) 

(Hofstede, 2003). 
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Power Distance 

The power distance is defined by Hofstede (2003) as "the degree of uneven distribution 

of power from the perspective of society members". In other words, Hofstede’s Power 

distance Index measures the extent to which the less powerful members of organizations 

and institutions (like the family) within a country accept and expect that power is 

distributed unequally. This represents inequality (more versus less) and suggests that a 

society’s level of inequality is endorsed by the followers as much as by the leaders 

(Hofstede, Pedersen and Hofstede, 2002). 

This dimension does not characterize the level of power distribution in a given culture, 

but, rather, analyzes its perception by society. A low index of power distance means that 

culture expects and takes democratic relations with the authorities, and members of 

society are treated as equal. A high index of power distance means that the members of 

society with less power take their place and realize the existence of formal hierarchical 

structures (ibid.). 

Individualism 

The fundamental issue addressed by this dimension is the degree of interdependence a 

society maintains among its members. In other words that is the degree to which 

individuals are integrated into groups. It has to do with whether people´s self-image is 

defined in terms of “I” or “We” (Hofstede, 2003).  

Individualism characterizes societies where the links between individuals are weak: it is 

supposed that everyone is responsible for him/herself or such responsibility is borne by 

his/her immediate family. Cultures for which individualism is characteristic attach 

greater importance to the attainment of personal goals.  Children there learn to say "I" 

(ibid.). 

Collectivism, by contrast, corresponds to societies in which people from birth are 

integrated into strong, cohesive in-groups, often extended families (with uncles, aunts 

and grandparents) that protect them throughout their lives in exchange for 

unquestioning loyalty. In societies for which collectivism is characteristic, social goals 

and well-being are set higher than personal ones. Children there learn to say "we" 

(Hofstede, 2003). 

Masculinity 
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Masculinity versus its opposite, femininity refers to the distribution of emotion roles 

between the genders which is another fundamental issue for any society. According to 

the study conducted by IBM women’s values differ less among societies than men’s 

values. That is why the dimension was called according to more assertive pole 

‘masculine’. This dimension characterizes the level of importance of traditionally male 

values, such as assertiveness, ambition, desire for power and materialism, and 

traditionally female values, such as human relations and culture (Hofstede et al., 2002). 

Cultures with a more pronounced "male" type are usually characterized by more distinct 

differences between the sexes and the propensity to compete and achieve goals. In 

men's society, there is a division of labor, in which the most difficult tasks are passed on 

to men. These include success in education, competition, and career achievements 

(ibid.). 

Lower index in this dimension means that the culture is characterized by less significant 

differences between the sexes and the higher cost of the relationship. In feminine 

society, the emphasis is on relationships, compromise, life experience, and social life. 

Thus, it is important to keep the life/work balance. Managers strive for consensus and 

people value equality, solidarity, and quality in their working lives (Hofstede et al., 

2002). 

Uncertainty Avoidance 

Uncertainty avoidance dimension reflects the extent to which society tends to accept or 

avoid something unknown measuring society’s level of tolerance for uncertainty and 

ambiguity. It indicates to what extent a culture programs its members to feel either 

uncomfortable or comfortable in unstructured situations, which are novel, unknown, 

surprising, and different from usual (Hofstede et al., 2010). 

In some societies, there is a clear need for a structure. They are afraid of the unknown 

and are characterized by a high degree of uncertainty avoidance. Representatives of 

such culture usually have a low level of risk in relation to conflicts and value safety 

more. In other words, they value predictability and structure. Thus, in societies with a 

high level of avoidance of uncertainty, people tend to minimize and limit the risk by 

establishing universal rules and systems. Countries with a low level of uncertainty do 

not perceive something new as a danger. They value risk, ambiguity, and a limited 

structure (ibid.). 
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Long-term orientation 

This dimension describes the multiple horizons of society. Namely, how every society 

has to maintain some links with its own past while dealing with the challenges of the 

present and future (Hofstede, 2003). 

Short-term oriented cultures appreciate traditional methods, devote much time to 

developing relationships, and generally view time as a vicious circle. This means that 

the future and the past are interconnected for them, and what cannot be done today can 

be done tomorrow (ibid.). 

The opposite of this approach is a long-term orientation toward the future, in which time 

is seen as a vector, and people tend to look to the future more than to be interested in the 

present or to recall the past. Such a society is focused on achieving the goals and highly 

appreciates the results (Hofstede, 2003). 

Indulgence 

Indulgence characterizes the ability of culture to satisfy the immediate needs and 

personal desires of members of society. This dimension reflects the extent to which 

people try to control their desires and impulses, based on the way they were raised. 

Cultures can be described as Indulgent or Restrained (Hofstede et al., 2010). 

Indulgence is a tendency toward a relatively weak control over people' impulses, 

whereas a relatively strong control over their urges is called “Restraint”. In societies 

where restraint is a value, strict social rules and norms predominate (ibid.). 

It is important to note that Hofstede emphasizes that his measurements do not present a 

ready-made model or formula, but only a concept, that might serve as a framework for 

further development. Hofstede cultural dimensions are just the basis for helping to 

evaluate a particular culture for facilitating decision making. They are an analytical tool 

for understanding intercultural differences and are very useful now when international 

business is intensively developing and is connected with the management of people and 

groups from other cultures (Hofstede et al., 2010). 

2.2.3 Hofstede’s cultural dimensions limitations 

Despite the fact that Hofstede’s theory is one of the most widely used pieces of research 

among scholars and practitioners, as the majority of other theories it has several 

drawbacks, identified by a number of other authors (Jones, 2007). 



 

 

 

23 

Thus, applying Hofstede’s cultural dimensions theory to examining the impact of 

culture on the association between consumer's preferences and the level of purchase 

intention it is important to note that not all the cultural aspects identified by the author 

might be fully suitable for this case or they might have a different level of importance. 

In general sense all the dimensions worth considering, as they all influence consumers’ 

behavior to a greater or lesser extent (McSweeney, 2002).   

For the purposes of this study it would be more expedient to choose most individually 

oriented dimensions, which will reflect precisely consumer's’ personal behavioral 

features and its impact on purchase intensity level leaving out the influence of third 

parties. Cranton (2001) in her study related to Hofstede’s theory cautions against 

generalizing cultural features from one person to a group and vice versa. The author 

says that it is important to distinguish the individual person with his or her unique 

characteristics from the cultural stereotypes, as it is a fairly superficial way of 

understanding difference, and it goes little deeper than simply noting what is typical for 

one group. 

Langat and Oduor (2015) support this point to some extent and  in their study identify 

individualism/collectivism, masculinity/femininity, and indulgence/restraint dimensions 

as the most consumers' behavior oriented. 

One extra argument in favor of the choice of indulgence is that this dimension has not 

as yet been widely adopted within the intercultural training and management field 

because it is still relatively new. There is also less data and fewer countries than the 

previously discussed dimensions has. Thus, it would be interesting to examine this 

dimension in context of this study. 

In addition to the opinion of the above-mentioned authors, the incomplete suitability of 

the remaining three dimensions can be argued by referring to the arguments of other 

researchers who also have analyzed the cultural aspects of Hofstede in their studies. 

According to the study conducted by Kale (1995) power distance along with other 

dimensions has great importance and impacts consumers’ behavior to some extent. 

Nevertheless, in terms of power distance dimension consumers’ behavior might be 

influenced by government and other parties, which complicates the process of 

determining real consumer's preferences and behavior (Langat and Oduor, 2015). 
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As one of the arguments, regarding the inapplicability of uncertainty avoidance 

dimension can be a study of Bond (2002), which was conducted in Hong Kong and 

Taiwan, using a module of values developed by Chinese scientists to test the reliability 

of Western measurement methods. In his study, the scientist has found out that the 

aspect of uncertainty avoidance, suggested by Geert Hofstede, is applicable to the West 

only. Later on, some other researchers, for instance, Schmitz and Weber (2014) also 

refused from applying it, because it was more a product of time and is not the same 

relevant today. 

Long-term orientation dimension to a greater extent refers to organizational, but not 

national culture, so it is not fully suitable for studying its impact on the association 

between consumers' preferences and purchase intention level (Jones, 2007). 

Thus, such cultural dimensions as (1) individualism/collectivism, (2) 

masculinity/femininity, and (3) indulgence/ restraint serve as the moderating 

independent variables in this study. 

2.3. Purchase intention  

Purchase intentions continue to be an important concept in marketing (Dehghani and 

Tumer, 2015). Since the 1960s, in published literature authors consider and analyze 

purchase intention in different ways, e.i. Axelrod (1968) analyzes purchase intentions 

along with other attitude measures used for predicting actual purchase behavior; Silk 

and Urban (1978) have purchase intentions as one input for a new product model; 

Jamieson and Bass (1989) and Schiffman and Kanuk (2009) believe that the product 

values and recommendations that consumers can get from advertising or from other 

users have the main impulse when deciding whether to purchase a particular product. 

According to MBA Skool (2017), purchase intention is customer willingness to buy a 

certain product or a specific service in certain condition. Purchase intention is a 

dependent variable that depends on several external and internal factors (Dehghani and 

Tumer, 2015), for example, price or perceived quality and value (Mirabi, Akbariyeh and 

Tahmasebifard, 2015). Moreover, Shah et al. (2012) consider the purchase intention as 

decision-making element of the marketing, which identifies the reason why consumer 

buy the particular product. 
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Mirabi et al. (2015) consider the purchase intention as a complex process, which is 

related to the behavior, perceptions and attitudes of consumers. In addition, they state 

that purchase intention is an effective tool to predict buying process. Some researchers 

have highlighted six important stages before consumers take the decision to buy the 

product, i.e. awareness, knowledge, interest, preference, persuasion and purchase 

(Armstrong and Kotler, 2010; Kawa, Rahmadiani and Kumar, 2013). In the consumer's 

mind low cost, simple packaging and little-known product is not the right choice if they 

pay more attention to the quality of the products (Gogoi, 2013). 

Different researchers unveil a number of factors, which contribute the lack of purchase 

intention of organic product (Wee et al., 2014). For example, Thompson (1998) consider 

high price premiums, availability, lack of information, lack of trust in organic 

certification. Armstrong and Kotler (2010) claim that consumer’s intention is the most 

important factor in developing demand for products. In its turn, information search is 

important factor for purchase intention, because customer learn a lot from information, 

i.e. what is available, where to buy it, and why they should buy it (Armstrong and 

Kotler, 2010). In this paper we propose to consider the influence of consumer 

preferences towards eco-labeling on purchase intention and possibility of changes under 

the cultural aspect impact. 

2.4 Conceptual model and hypotheses development 

The review of existing literature on the issue and aspects related to it allowed 

conceptualizing a theoretical model (Figure 5) for meeting the purposes of the study. 

The theoretical model is further aligned to the study’s research question, aiming to 

examine the influence of culture on the association between consumers' preferences 

towards eco-labeled products and purchase intention. 

As it is seen from the above presented model consumer preferences towards eco-labeled 

products, culture, and purchase intention are considered as the main components and 

serve as a foundation for the study. 
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Figure 5: Theoretical model 

(Elaborated by the researchers from the analysis of the literature) 

As it is seen from the above presented model consumer preferences towards eco-labeled 

products, culture, and purchase intention are considered as the main components and 

serve as a foundation for the study. 

Consumers' preferences are represented in the context of two basic aspects. Namely, 

there are (1) environmental care, i.e. consumers demonstrate their concerns about the 

environment and prefer to purchase products that were produced in an eco-friendly way 

and do not harm the ecology and (2) own health care, i.e. consumers prefer to purchase 

organic goods, which benefit their health or at least not harm it. 

The influence of culture is considered in terms of three cultural dimensions, which were 

determined as more suitable for the purposes of the study. These dimensions were 

selected from those that were presented by Hofstede (2003). Thus, given conceptualized 

model include such cultural dimensions as (1) individualism/collectivism, (2) 

masculinity/femininity, and (3) indulgence/restraint. 
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As depicted by the arrow consumer preferences towards eco-labeled products have a 

direct association with purchase intention, which in general terms reflects the 

willingness of consumers to buy eco-labeled products. Culture, in its turn, is considered 

here as a moderating independent variable impacting the relation between consumer 

preferences and purchase intention. Each of selected cultural dimensions, in the context 

of particular consumers' preference, has a positive or negative impact on the level of 

purchase intensity, as illustrated by arrows. Thereby, purchase intention in the given 

conceptualized theoretical model is considered as a dependent variable. 

Thus, conceptualized theoretical model is aiming to examine the connection between 

three basic components and meet the explanatory purpose of our study, namely to 

explain the moderating effect of culture on the association between consumers' 

preferences towards eco-labeled products and purchase intention . Based on the 

conceptualized theoretical model the following hypotheses were formulated: 

Hypothesis 1 

Own health care reflected through the consumer preferences towards eco-labeled 

products positively affect purchase intention.  

 Hypothesis 1.1 - Individualism positively influences the association between 

own health care and purchase intention and increases purchase intention. 

 Hypothesis 1.2 - Masculinity negatively influences the association between own 

health care and purchase intention and reduces purchase intention. 

 Hypothesis 1.3 - Indulgence positively influences the association between own 

health care and purchase intention and increases purchase intention. 

Hypothesis 2 

Environmental care reflected through the consumer preferences towards eco-labeled 

products positively affect purchase intention.  

 Hypothesis 2.1 - Individualism positively influences the association between 

environmental care and purchase intention and increases purchase intention. 

 Hypothesis 2.2 - Masculinity negatively influences the association between 

environmental care and purchase intention and reduces purchase intention. 

 Hypothesis 2.3 - Indulgence positively influences the association between 

environmental care and purchase intention and increases purchase intention. 
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3. Methodology 

This chapter explains the choice of research approach, method, and strategy employed 

for conducting the study. It also provides the description of data collection design 

identifying the way of empirical data collection, introducing studied countries and 

sample of respondents. Followed by presenting the operationalization of the research in 

the context of the theoretical model and further method of data analysis, the chapter 

finishes with the discussion of the research quality. 

3.1 Research approach 

There are three different approaches that can guide a study, described by Saunders, 

Lewis and Thornhill (2012) and Minnameier (2010): inductive, deductive and 

abductive. Induction is a method of reasoning involving an element of probability. It 

consists in starting from a theory, deducing hypotheses from it, and observing those 

assumptions in order to see how nearly they agree with the theory (Minnameier, 2010). 

Thus, generally, the inductive approach leads from specific facts to a generalization and 

contains necessary consequences that can be used to test a hypothesis or evaluate the 

suggested idea (Saunders et al., 2012). 

The deduction is generally defined as "the deriving of a conclusion by reasoning." This 

approach aims to test the theory by unveiling the causality between concepts and/or 

variables (Minnameier, 2010). Deductive reasoning always follows necessarily from 

general or universal premises to more specific (ibid.). 

The abductive approach represents a combination of both previously mentioned 

approaches (Saunders et al., 2012). It starts with an unexpected fact that is theorized and 

then explained from data collected and analyzed. In this case, observation refers to the 

search for a solution and the subsequent spontaneous generation of an explanatory idea 

allows accommodating the problematic facts (ibid.). 

Thus, after reviewing all of the three research approaches and applying their specific 

features to the purposes of this study, inductive and abductive approaches were 

determined as not suitable for this case. The disadvantage of using an induction is that 

this approach generally consists in starting from reality, theorizing it further, without 

relying on any grounded conclusions (Alvesson and Sköldberg, 2009). 
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The abductive approach unsuitability might be explained by that this approach, 

generally, implies looking for and exploring potential explanatory patterns within the 

facts of a phenomenon (Håvard, 2013). Besides, one of the most distinctive features of 

the abduction from the deduction generally lies in that deductive hypotheses allow 

testing and categorizing the empirical facts in a more accurate and systematic way than 

abductive approach does (ibid.). 

Thus, the deductive approach, as a way of guiding the study, makes it possible to test 

the hypothesis and theoretical model, explaining relationships between three main 

aspects of our study, namely between consumers' preferences towards eco-labeled 

products, cultural diversity, and demand, and answering the research question of the 

study. 

3.2 Research method 

The most commonly used research method within the framework of the deductive 

approach, discussed above, is a quantitative method. Implementing quantitative study 

researchers usually formulate a number of hypotheses, then, basing on the existing 

material, collect the necessary data, which in its turn allows confirming or rejecting 

proposed hypotheses and examining the cause-and-effect of the relationship between 

the independent and dependent variables (Statistics solutions, 2017). 

A quantitative method means objective measurements and statistical, mathematical or 

numerical analysis of data (Babbie, 2010; Muijs, 2010). In addition, quantitative 

research is based not only on the collection of numerical data, but also on their further 

generalization to groups of people or the explanation of a particular phenomenon 

(Babbie, 2010; Muijs, 2010). 

This method to study social science research problems has several specific advantages 

among which an allowance for a broader study, involving a greater number of subjects, 

and enhancing the generalization of the results (Babbie, 2010; McNabb, 2008). In 

addition, the quantitative method provides objectivity and accuracy of results (Singh, 

2007).  

Therefore, to achieve the purposes of this research it is expedient to apply quantitative 

method instead of qualitative, since the last one is more about exploration, seeking to 

provide insight into how individuals (or organizations, groups, etc.) understand different 
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aspects of their life (Statistics solutions, 2017). The main difference between the two 

methods consists in that qualitative research method is narrative, while quantitative 

focuses on numbers and more accurate and exact data. In addition, qualitative method 

means that researchers collect data first and then find solutions and explanations (ibid.). 

Thus, since this study aims to test the model and the hypothesis, quantitative research 

method is more suitable.  

In addition, considering the research question and purposes of this study the quantitative 

method is more relevant for measuring the influence of culture on the association 

between other two variables (consumer's preferences and purchase intention). Using the 

consumer's questionnaire it is more reliable to identify the existing opinions about 

modern trend of eco-labeled products and test the hypotheses, which were formulated in 

the introduction part.  

3.3 Research strategy 

As it was mentioned before, quantitative methods emphasize objective measurements 

and the statistical, mathematical, or numerical analysis (Babie, 2010). This type of data 

is most often collected through polls, questionnaires, and surveys, or by applying 

computational techniques to pre-existing statistical data. Thus, the research process 

usually involves the development of questions and scales that are supposed to measure 

required factors on a numerical level (ibid.).  

Thus, aligning the choice of quantitative research method with given research question 

of the study, which sounds as ‘What is the influence of culture on the association 

between consumers' preferences towards eco-labeled products and the level of purchase 

intention?’ the decision was made to utilize a questionnaire as a tool for the acquisition 

of primary data. 

A questionnaire is a data collection instrument consisting of a set of questions and other 

prompts used by a researcher for the purpose of gathering information from respondents 

(Brown, 2001).  There are various ways of conducting a questionnaire. It can be self-

administered, posted or presented in an interview format. As answers and ways to 

measure them a questionnaire usually includes checklists, attitude scales, projective 

techniques, rating scales and a variety of other research methods (Dornyei, 2007). Also, 

a questionnaire by using different types of questions and measurements allows 

accessing three major types of information from respondents, regarding (1) their 
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preferences (e.g. political party), (2) behaviors (e.g. food consumption), (3) facts (e.g. 

gender) (ibid.). 

Questionnaire as a tool for primary data collection possesses a number of advantages. 

First of all, questionnaires are highly versatile and can be addressed to different 

audiences in context of different environments, at different times, covering a variety of 

topics for analysis (Ong’anya and Odoba, 2009). Besides, this way of gathering data 

supposes that large amounts of information might be received without a significant 

investment of time and material resources (Popper, 2004). Also, the data collected is 

quite easy to process and it can be analyzed in a more scientific and accurate way, 

which allows making justifiable comparisons and testing existing hypotheses (ibid.). 

Nevertheless, questionnaires might also have some drawbacks In practical application. 

For instance, respondents might interpret the same question in different ways, which 

will influence the way they answer it, therefore there is a level of subjectivity that might 

not be acknowledged  (Cohen, Manion and Morrison, 2000). Besides, sometimes it 

might be quite challenging to reach a desirable audience and motivate potential 

respondents to take part in the survey (Popper, 2004). Thus, composing a questionnaire 

it is necessary to take into consideration above mentioned disadvantages and try to 

minimize their influence on the research quality. 

3.4 Data collection design  

3.4.1 Questionnaire design 

The questionnaire was designed in accordance with the theoretical model (Figure 6) 

presented in the previous chapter, which was developed after literature review. Thereby, 

in order to cover all the main concepts of the model questionnaire consists of 3 sections, 

including questions regarding (1) consumers’ preferences towards eco-labeled products 

in context of  own health care, (2) consumers’ preferences towards eco-labeled products 

in context of environmental care, and (3) purchase intention. Each section includes 3 

questions on the issue, which was made in order to decrease the risk of missing data. In 

other words, if a respondent does not answer one of the questions devoted to purchase 

intention, the other two questions on the issue will still provide this information. 

In order to measure all three concepts, this questionnaire mostly employs different types 

of scales, namely (1) rank order scale, which allows a set of options to be ranked based 
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upon its importance for the respondent; (2) semantic differential scale, which gives a 

respondents the opportunity to express their opinion placing it between two bipolar 

options; and (3) rating (Likert) scale, which were used to measure the direction and 

intensity of attitudes (Fowler, 2002). 

The questionnaire finishes up with the section collecting demographic information 

about respondents, such as gender, age, level of education, annual income in order to 

determine the sample of respondents and draw an approximate portrait of the eco-

labeled products consumer for particular countries. 

All in all, the questionnaire includes 12 questions, which takes approximately 3 minutes 

to be completed. The primary goal, when creating this questionnaire was to get 

necessary data and make it as simple for respondents as possible. Thereby, the 

questionnaire is quite short and does not contain any open questions, which facilitates 

the process of its completing for the respondents. Besides, the choice of using closed 

questions can be explained from the perspective of data analysis, since closed questions 

are easy to convert to the numerical format for statistical processing (Pallant, 2013). 

The questionnaire was created with the help of online tool called Survey Monkey as it 

provides a good platform for data collection. This tool is quite easy to use and it has a 

wide range of scales that might be used in a questionnaire and summary data provided 

for each question. Besides, what is more important for respondents, Survey Monkey has 

a nice profile, what makes the process of completing the survey more pleasant. 

After creating, but before launching the questionnaire, it is expedient to test it using the 

pilot study. A pilot study is a preliminary small-scale study that researchers conduct 

before starting a large-scale research project (Teijlingen and Hundley, 2001). This 

approach allows ensuring that respondents understand and interpret questions in a 

necessary for researchers way, and that they yield useful data (ibid.). Thereby, the 15 

respondents (5 from each study countries) to take part in a pilot study were selected 

from the study target audience and offered to complete the questionnaire. 

After conducting the pilot study it was unveiled that respondents were confused 

answering questions because the industry was not specified, so they simply did not 

know what products are meant. Thus, the specification of product type, namely the 

focus on everyday commodities, was added to the introduction of the survey. Otherwise, 

there were no other significant censures. As a result, due to the pilot study, all the 
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confusing points were solved, which allowed making a questionnaire clearer for the 

respondents and getting more accurate data. 

Final versions of questionnaires in three languages are presented in Appendix A, B, and 

C. Besides, more visualized and concrete connections between concept and designed 

questions are presented in paragraph 3.5 called 'Operationalization'.  

3.4.2 Selecting study countries 

Since the purpose of the paper is to explain the moderating effect of culture on the 

association between consumers' preferences towards eco-labeled products and purchase 

intention  the decision was made to investigate this issue through the example of three 

countries, namely Sweden, Russia and the USA. 

The first argument in favor of chosen countries is the availability of data, since due to 

the existing network it is possible to get sufficient amount of responses from citizens of 

these countries, which might lead to obtaining more accurate data. Another argument in 

support of the choice made is significant cultural differences, which allows identifying 

the moderating effect of culture more apparent. These countries have some really visible 

cultural differences, which can be proved by comparing them through Hofstede’s 

cultural dimensions (Figure 6).  

 

Figure 6. Considered cultural dimensions 

(Elaborated by using Hofstede’s cultural dimensions, https://geert-hofstede.com/) 
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According to Figure 6, Sweden, Russia and the USA have visible differences in three 

cultural dimensions, i.e. individualism, masculinity and indulgence, which were chosen 

for research above in theoretical chapter. The influence of these dimensions on the 

purchase intention is included in considering hypotheses of the paper, that is why it is 

provided a short profile for each of the countries basing on the other literature unveiling 

their cultural differences.   

Sweden 

Sweden is an individualistic society (high level of first dimension according to Hofstede 

is 71). First of all, this explains the social structure, where individuals care only about 

themselves and their immediate relatives (Hofstede, 2017b). In such a society, the 

relationship between an employer and an employee is measured only by a contract that 

is concluded on terms of mutual benefit (ibid.). Each person achieves his or her own 

goals himself/herself, based only on his/her merit. “Management is the management of 

individuals” (ibid.). 

According to Figure 6, Sweden is a feminine country (score 5). The most important 

thing for such societies is the balance between the life and work (Hofstede, 2017b). The 

most effective result is reached through involvement and support to people. In their 

turn, people value equality, solidarity and quality in their working lives (ibid.). Long 

negotiations and discussions are characterized Swedes when they achieve compromise. 

Swedish people are known for their flexible work hours and having more free time 

(ibid.). Considering the features of language, it is important to mention that Sweden is a 

country of word ‘lagom’, that means not much, not little, everything in moderation 

(Hofstede, 2017b). Nobody tries to lift himself/herself above others. 

The high score of indulgence dimension (78 according to Figure 6) is explained by 

readiness Swedes for enjoying their lives how they want, where they want. They are 

optimists in their views, and, in spite of everything, they prefer to use their leisure time 

in full and spend money as they wish (Hofstede, 2017b).   

Russia 

According to Figure 6, Russia has the lowest score of 39 in the context of individualism 

dimension. Russians appreciate family, friends and neighbourhoods facing everyday 

life’s challenges. In addition, relationships are extremely important for successful 
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negotiations and obtaining information (Hofstede, 2017c). People prefer personal and 

trustful relations for doing business. Moreover, collectivism may be proved by the 

peculiarities of the language. For example, Russian people say preferably “We with 

friend” instead of  “I and my friend” (ibid.).  

Masculinity, another dimension considered in the research paper, is represented by low 

score of 36 in Russia (Figure 6). That means Russian society consider the quality of life 

as the measure of success (Hofstede, 2017c). Furthermore, they are modest nation and 

rather understate their personal success, contributions or capacities (ibid.). Scientists, 

researchers or doctors have very low salaries and their two main life goals are to buy 

good quality car and a private house. In addition, it is important to mention that 

Russians buy different products using their intuition. 

The low score of 20 of indulgence dimension provides the indication that the society is 

inclined to cynicism and pessimism (Hofstede, 2017c). In addition, in support of this 

indicator, Russians represent a restrained society, in which they do not pay attention to 

free time and control the satisfaction of their desires (ibid.). In other words, social 

norms existing in such a society restrain people's actions. 

The USA 

American culture is considered as one of the most individualist one in the world; very 

high score of 91 according to Hofstede’s dimensions (Figure 6). The main principle for 

Americans is “freedom and justice for all” (Hofstede, 2017a). America has not strong 

hierarchical system, superiors are open for communication with their employees. In 

addition, such communication is often presented in informal way (ibid.). In addition, 

Americans can start to communicate with strangers without difficulties. Moreover, they 

can even do business with partners whom they do not know well. Americans are 

convinced that people should be self-confident and take initiative (Hofstede, 2017a). 

According to Hofstede (Figure 6), American society is masculine (score of 62). It is 

typical American behavioral pattern which can be proved by the high score of 

individualism dimension, mentioned above. Americans can talk about their successes 

and achievements in life freely because they are nation of proud and to be the winner is 

very important for them (Hofstede, 2017a). It is normal for American society to show 

not only the results of people’s work, but the process of it, as well (ibid.). It is typical 
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for Americans to devote themselves to work to obtain monetary rewards and achieve 

higher status. 

The high score of indulgence dimension (68) describes the USA as the society with high 

level of controlling their desires and impulses (Hofstede, 2017a). One more famous 

statement for Americans is “work hard and play hard” (ibid.). Moreover, the society is 

prudish, and it can be proved by immoral behavior of the majority of people from the 

USA (ibid.).   

3.4.3 Determining the sample of respondents  

There are different approaches of sampling, such as (1) simple random sampling (SRS), 

(2) convenience sampling, (3) stratified sampling, (4) cluster sampling, (5) systematic 

sampling, and (6) multistage sampling, which combines methods above in stages 

(Thompson, 2012). For the purposes of this study convenience sampling was applied. 

According to Saunders et al. (2012, p.69) 'convenience sampling is a specific type of 

nonprobability sampling technique that relies on data collection from population 

members who are conveniently available to participate in a study'. This sampling 

technique was chosen because it is fast, inexpensive and easy to collect data in terms of 

too large and unknown population size.  

The empirical data collection was conducted in the beginning of May, 2017 by sending 

out the questionnaire to the respondents in Russia, Sweden and the USA. The sample 

frame of the study was limited by researchers' personal network. The actual sample 

consisted of 307 respondents, including 102 Russians, 96 Swedes, and 109 Americans. 

The descriptive demographic profiles of the study participants are summarized in the 

Table 1 below. 

Table 1 - Summarized demographic profile of respondents 

Characteristic Category Frequency % 

Gender Male 90 29,32 

Female 217 70,68 

Age 25 or younger 174 56,68 

26 – 35 74 24,10 

36-45 29 9,45 
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46-55 16 5,21 

55 or older 14 4,56 

Level of education Not a high school graduate 2 0,65 

High school/college 43 14,01 

Bachelor’s degree 224 72,96 

Post graduate degree or above 38 12,38 

Annual income less than $8 500 104 33,88 

$8 500 - $16 500 63 20,52 

$16 500 - $24 500 33 10,75 

$24 500 - $32 500 37 12,05 

$32 500 - $40 000 23 7,49 

$40 000 or more 47 15,31 

Source: Collected data from the questionnaire 

As it is seen from the table 1 presented above the major part of sample constitutes of 

female respondents (70,68%). The most common age category is 25 years old or 

younger (56,68), followed by the 26 – 35 and 36 – 45 with 24,10% and 9,45% 

respectively. Regarding the level of education 72,96% have Bachelor’s degree, only 

0,65% are not a high school graduates and the rest of respondents are almost equally 

divided between high school/college and post graduate degree or above. In terms of 

respondents’ annual income one third earns less than $8 500. Given the fact that the 

sample of respondents is disproportionate, it was reflected in research quality paragraph 

(p. 3.7) and in limitations part (p. 6.4). 

Despite that 307 questionnaires with responses were received 23 of them were not fully 

completed, the response rate constituted 92,5%. This rate can be considered as rather 

high for web-survey (Fan and Yan, 2010). Nevertheless, in order not to miss the useful 

information that was provided in fulfilled questions, it is more expedient to replace 

missing value instead of disregarding these cases. According to Graham (2009) if the 

percentage of missing values does not exceed 10% it can be replaced by mean without 

taking a risk of distorting research results. 
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The software called SPSS allows calculating the percentage of missing answers for each 

question and replacing missing values. In the given case the maximum percentage of 

missing answers constituted 7,5%, which is less than 10%. That means that missing 

values could be replaced by mean. Table 2 presented below provides summarized 

information on every group of answers and replaced values. 

Table 2  - Replaced missing values statistics 

Answer content 
Number of 

answers 
Mean 

Missing values 

Count Percent 

 1. Country 307 1,96 0 ,0 

2. Price importance 288 2,11 19 6,2 

3. Health benefits importance 284 2,51 23 7,5 

4. Origin importance 289 3,46 18 5,9 

5. Sustainability importance 296 3,07 11 3,6 

6. Brand fame importance 305 3,74 2 ,7 

7. Eco label presence 307 2,22 0 ,0 

8. Environmental Care 307 3,31 0 ,0 

9. HealthCare 306 7,83 1 ,3 

10. Eco-labeled products proportion 304 2,00 3 1,0 

11. Environmental consequences 306 6,68 1 ,3 

12. Product content 307 3,72 0 ,0 

13. Purchase intension 307 3,85 0 ,0 

14. Gender 306 1,71 1 ,3 

15. Age 307 1,77 0 ,0 

16. Education 307 2,97 0 ,0 

17. Income 306 2,85 1 ,3 

Source: Collected data from the questionnaire 

The majority of answers were missing for the variables from the first question of the 

survey. A possible reason for that might consist in system malfunction. This question 
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employs rank order scale, which can be completed automatically after the double click, 

but some answers received in this way are not saved. Thus, the missing values from this 

question and a number of others were replaced by means. 

3.5 Operationalization 

In order to facilitate and visualize the flow of this study, it is important to reflect how 

the concepts that have been highlighted are operationalized through the research. 

Generally, operationalization is associated with deductive studies (Saunders et al., 

2012), therefore it will be used as a guide to reflect the way of applying the theoretical 

model that has been developed based on the theoretical framework and achieving the 

research objective. 

As it was mentioned before, in paragraphs 3.2 and 3.3, the quantitative method in the 

form of questionnaire data collection is employed in this study. The questionnaire 

structure is based on the theoretical framework (Figure 5), therefore literature review 

conducted before determined its content. The questionnaires with the questions for the 

major theoretical framework blocks are presented in appendices A, B, and C.  

Table 3 - Operationalization 

Type of 

variables 

 

Concepts Questions Answer types Reasoning 

Cronbach’s 

alpha 

(reliability 

coefficient) 

1 2 3 4 5 6 

 

I 

n 

d 

e 

p 

e 

n 

d 

e 

n 

t 

 

Consumers

’ 

preferences 

towards 

eco-labeled 

products in 

context of 

own health 

care 

#1 
Rank order 

scale 

This series of 

questions reflects 

the importance of 

organic origin of 

products for 

customers and the 

level of 

consumers 

concern for their 

health when 

choosing products 

0,701 
#4 

Semantic 

differential 

scale 

#7 
Rating (Likert) 

scale 

Consumers

’ 

preferences 

towards 

eco-labeled 

products in 

context of 

environmen

#1 
Rank order 

scale 

This set of 

questions is aimed 

to determine the 

importance of 

environmental 

care issues 

reflected through 

the production 

0,713 

#3 
Rating (Likert) 

scale 
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Source: Collected data from the questionnaire and statistical software SPSS 

Table 3 presented above visualizes the division of dependent and independent variables 

(column 1) into the major concepts of the study (column 2), which were reflected in the 

theoretical model (Figure 6) as a result of conducted literature review. The third column 

shows the numbers of questions directly related to each of the concepts in particular, 

followed by determining the type of answers used for them (column 4). Thus, for 

instance, it shows how the dependent variable i.e. purchase intention, were measured in 

this study. 

According to Dehghani and Tumer (2015), who surveyed custom marketing research 

suppliers, advertising agencies, and marketing consulting and modeling firms to 

ascertain, which approaches they use to measure the purchase intention, the most 

popular way of measurement is five-levels rating scale. This scale is derived from a 

rating Likert scale, which typically varies from strongly agree to strongly disagree 

(Wuensch, 2005). For the purposes of this study, this scale was slightly modified in 

order to measure purchase intention and presented in the following format: 

1. Definitely will buy; 

2. Most likely will buy; 

3. Difficult to answer; 

4. Most likely will not buy 

tal care 

#6 

Semantic 

differential 

scale 

and utilization of 

eco-labeled 

products and its 

significance for 

customers. 

 

D 

e 

p 

e 

n 

d 

e 

n 

t 

 

Purchase 

intention 

#2 
Rating (Likert) 

scale 

These questions 

aim to investigate 

how important for 

customers is the 

presence of an 

eco-label when 

purchasing a 

product, as well 

as to measure the 

willingness of 

customers to buy 

eco-labeled 

products 

0,704 #5 

Multiple 

choice 

questions 

#8 
Rating (Likert) 

scale 
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5. Definitely will not buy 

The following fifth column called 'reasoning' contains the information regarding the 

general essence of data collected by asking particular series of questions for major 

concepts. Finally, column 6 presents the value of Cronbach's alpha coefficient for each 

series of questions. 

Cronbach’s alpha is a coefficient of reliability, reflecting the internal consistency of a 

set of indicators (Eisinga, Grotenhuis and Pelzer, 2013). This coefficient can be easily 

calculated with the help of different statistical software. In this study these values was 

received by the usage of SPSS software. The interpretation of Cronbach's alpha is quite 

simple, the higher the coefficient values the more reliable gained data. The minimum 

acceptable level of a reliability coefficient is 0,70 (ibid.). Thus, as it might be seen from 

the Table 3 all the series of indicators exceed the minimum acceptable level and none of 

them needs to be excluded from the analysis. 

Besides, in order to cover all the components constituting the theoretical model, in 

addition to collecting primary information, it was necessary to collect secondary data as 

well. In this way, as a secondary data, the selected countries were analyzed in the 

context of the chosen Hofstede's dimensions. In his study Hofstede (2003) present each 

dimension for every country both in percentage and in descriptive text. Taking into 

consideration the quantitative nature of the study the decision was made to measure 

cultural influence in numerical values, namely in percentages, which allowed testing the 

model and hypotheses, answering the research question and reaching the research 

purposes. The numerical values of selected Hofstede's dimensions were presented and 

discussed above, in paragraph 3.4.2. 

3.6 Method of analysis 

After collecting all the necessary data the study moves to another important stage, where 

researchers need to process, interpret and analyze received information generating 

important insights on the issue (Alvesson and Sköldberg, 2009). Therefore, the process 

of interpretation and analysis of data is highly important. The literature review 

conducted in the previous chapter and developed theoretical framework serve as a basis 

needed for the analysis (ibid.). Empirical data, in its turn, should provide the researcher 

with arguments for the interpretation with a connection to developed theoretical 

framework Alvesson and Sköldberg, 2009). 
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There is a wide range of tools that can be used for working with metric statistical data. 

For the purposes of this study, SPSS Statistic was chosen as a program for processing 

empirical data. Statistical Package for the Social Sciences (SPSS) is a software package 

used for logical and statistical analysis (Wellman, 1998). This software allows 

performing operations related to survey authoring and deployment, data mining, text 

analytics, and creation of summary tables and diagrams, facilitating the process of 

hypothesis testing. (ibid.). Thus, by using this program it will be possible to process 

empirical data in a proper way and present it in the form suitable for further analysis and 

hypothesis test while applying it to existing secondary data and theoretical basis.  

As the first step made with the help of SPSS Statistics the correlation between 

independent and dependent variables was analyzed using Pearson product - moment 

correlation coefficient. This allowed determining the strength and the direction of the 

linear relationship between the variables (Pallant, 2013) applying it to formulated 

hypotheses. 

Hereafter in order to get a more sophisticated examination of interrelationship among 

the variables regression analysis was conducted. Within the framework of this approach, 

each independent variable was evaluated in terms of its predictive power and the share 

of its unique variance in the dependent variable (ibid.). Apart from examining each 

particular variable this approach also allows defining independent variables group 

variance in relation to dependent variable (Pallant, 2013). In other words, applying to 

the case, it allows explaining how much of the variance in purchase intention can be 

explained by health care and environmental care. 

Finally, the empirical data gained from 307 respondents from 3 different countries were 

integrated with the secondary data on cultural dimensions values of these countries in 

order to examine the moderating effect of culture on the association between consumer's 

preferences towards eco-labeled products and purchase intention. This was performed 

with the help of Hayes PROCESS, which allows getting statistical data within the model 

(Hayes, 2013). In general terms moderation implies an interaction effect, where the 

introduction of a moderating variable influences the relationship between two variables 

(ibid.). Processing data by using Hayes PROCESS defines the significance of this 

influence, along with its positive or negative character and quantitative value, allowing 

accepting or rejecting formulated hypotheses.  
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3.7 Research quality 

Two important aspects of any research process are trust and ethics, which prove that the 

paper has valid and reliable conclusions. In addition, such methods measuring research 

quality as validity and reliability are appropriate for quantitative studies. That is why, 

researchers should pay attention to these two characteristics while they evaluate the 

degree of measurement error (Hair et al., 2009). The quality of the research directly 

depends on these factors (Pallant, 2013). 

Validity 

Bryman and Bell (2005) explain validity as relevance of variables’ measurement and 

consider it as an extra important aspect for descriptive studies. The validation includes 

the collection of data for analysis and, in that case, can be divided into three types: 

content validity, criterion validity, and construct validity (Pallant, 2013). Content 

validity refers to relevance and adequacy of chosen measure or scale; criterion validity 

is about the link between scale scores and measurable criterion; construct validity 

includes the testing hypotheses and theoretical models (ibid.).  

In this study validity was ensured through statistics methods using SPSS by analyzing 

the information gained from the questionnaire. To reduce reactivity of the primary data 

consumers were surveyed individually (content validity). When measuring the 

correlations between the variables the tendencies in correlations between health care 

and purchase intention, environmental care and purchase intention were identified 

(criterion validity). In addition, to receive the valid data when researching the influence 

of culture differences the questionnaire was created in three languages according to the 

countries which were chosen for this study (The USA, Russia and Sweden) (construct 

validity).    

Reliability 

The second factor which shows whether chosen approach or the items of scale lead to 

the same results and are measuring the same property is reliability (Bryman and Bell, 

2005; Pallant, 2013). Another definition using in academic research is internal 

consistency (Pallant, 2013). This study, as it was mentioned above, has the 

questionnaire as the way of collecting data. It  was created by putting three different 

questions for measuring each variable considering in the theoretical model for 
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producing more reliable data for the research. In addition, the internal consistency was 

measured by using statistic approach called Cronbach’s coefficient alpha to prove the 

reliability of the results of the survey (Table 3 in operationalization). 
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4. Results 

In this chapter, the result of the study are presented integrating the empirical data 

gained from 307 respondents and proceeded through SPSS and Hayes PROCESS 

software and secondary data given by Hofstede's cultural dimensions. The results of the 

findings are presented in accordance with the theoretical model developed by testing 

and, consequently, accepting or rejecting each of the formulated hypothesis. The 

chapter begins by providing SPSS outputs regarding the correlation between 

independent and dependent variables, followed by the regression analysis and finalizes 

by presenting the moderation effect of cultural dimensions on the association between 

independent and dependent variables. 

4.1 Correlation 

As it was mentioned before, in chapter 3.6, correlation describes the association 

between variables in terms of the strength and the direction of the relationship (Pallant, 

2013). Table 4 presented below provides data on the correlation between the study 

variables. 

Table 4 – Correlations (Pearson product – moment correlation) 

 
Total Purchase 

Intention 

Total 
Environmental 

Care 

Total 
Health 
Care 

Pearson 
Correlation 

Total Purchase 
Intention 

1,000 ,606 ,354 

Total 
Environmental 
Care 

,606 1,000 ,320 

Total Health Care ,354 ,320 1,000 

Sig. (1-tailed) Total Purchase 
Intention 

. ,000 ,000 

Total 
Environmental 
Care 

,000 . ,000 

Total Health Care ,000 ,000 . 

N Total Purchase 
Intention 

307 307 307 
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Total 
Environmental 
Care 

307 307 307 

Total Health Care 307 307 307 

Source: Statistical software SPSS 

Pearson correlation coefficient varies from -1 to +1, where 0 means no correlation at all, 

-1 means perfect negative correlation and +1 means perfect positive correlation 

respectively. 

The sign in front of the figure indicates whether there is a positive or negative 

correlation.  A positive correlation means as one variable increases, so does the other. A 

negative correlation means as one variable increases, the other decreases. 

The value itself, in its turn, determines the strength of the relationship. According to 

Cohen (1988, pp.79 – 81) small correlation varies from 0,10 to 0,29; medium – from 

0,30 to 0,49, and large – from 0,50 to 1,0. 

Thereby, applying these measurements to the values given in the table, the relationship 

between dependent variable, as measured by purchase intention, and independent 

variables, as measured by own health care and environmental care, were determined to 

have a positive correlation in both cases. That means the higher the level of own health 

care or environmental care the higher the purchase intention of eco-labeled products. 

What is more, the correlation between environmental care and purchase intention is 

stronger (as it has a level of a large correlation) than the correlation between own health 

care and purchase intention (as it was determined as a medium). 

Thus, the interpretation made allow accepting the introductory parts of both hypotheses, 

which were formulated in the following way: 

Hypothesis 1 - Own health care reflected through the consumer preferences towards 

eco-labeled products positively affect purchase intention. 

Hypothesis 2 - Environmental care reflected through the consumer preferences towards 

eco-labeled products positively affect purchase intention.  
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4.2 Regression 

Within the boundaries of regression analysis Table 5 and 6 present the share of the 

variance in purchase intention which is explained by independent variables both 

together and individually. This allows determining statistical significance of the results 

in terms of both the model itself and particular independent variables. 

Table 5 – Regression: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,629
a
 ,396 ,392 ,53700 

Source: Statistical software SPSS 

For interpreting how much of the variance in the purchase intention is explained by the 

model R Square coefficient, which can be further transferred into the percentage, is 

needed. Thus, the model employed in the study, which includes own health care and 

environmental care explains 39,6% of the variance in purchase intention. 

Table 6 – Regression: Coefficients 

Model 

Unstandardized 

Coefficients 

Beta 

Sig. 

Collinearity Statistics 

Tolerance VIF 

1  

(Constant) 

 

,781 ,000   

Total Environmental 

Care 

,438 

 
,000 ,898 1,114 

Total Health Care 
,165 

 
,000 ,898 1,114 

Source: Statistical software SPSS 

Examining the contribution of each independent variable to the prediction of the 

dependent one it is expedient to use Beta value. Looking at unstandardized coefficient 

Beta it can be concluded, that environmental care variable itself does contribute to the 

prediction of purchase intention and so does own health care variable. These 

contributions account 43.8% and 16.5% respectively.This interpretation demonstrates 



 

 

 

49 

again positive association between dependent variable and each of independent ones and 

proves that general hypothesis 1 and 2 can be accepted. 

4.3 Moderating effect 

Conducted study allowed getting empirical data from the respondents, representing 

three different countries. Further integration of gained information together with the 

secondary Hofstede's data resulted in unveiling the moderating effect of culture on the 

association between consumers' preferences towards eco-labeled products, represented 

in the form of own health care and environmental care, and purchase intention. 

Statistical data presented in tables below defines the significance of this influence, 

determining its positive or negative character, and quantitative value. In order to check 

the impact of each cultural dimension and test formulated hypotheses the results of the 

study were introduced individually for each dimension, namely (1) individualism, (2) 

masculinity, and (3) indulgence in terms of own health care and environmental care. 

Own health care 

Hypothesis 1.1 - Individualism positively influences the association between own health 

care and purchase intention and increases purchase intention. 

 

Table 7 - The moderating effect of individualism (health care) 

 P (sig.) Coeff (beta) R2-chng 

Individualism ,1422 -,0136 - 

THC ,9138 ,0174 - 

Int_1 ,0278 ,0052 ,0132 

Source: Statistical software SPSS 

Interpreting the data presented in the Table 7 above, first of all, it is necessary to look at 

P value, which reflects the influence of moderating variable (individualism) on the 

association between independent variable, which in this case is presented by own health 

care, and dependent variable, i.e. purchase intention. If P coefficient value is below 

0.05, a variable has statistically significant influence, сonsequently, if it is above 0.05, 

then it means that there is no significant influence (Hayes, 2013). In the given case P 
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value constitutes 0.028, which means that the impact of individualism on the association 

between own health care and purchase intention exists. 

The following coefficient (beta) represents the positive or negative character of the 

impact, which is determined by the sign of the value, namely -/+. Thereby, according to 

the data above the moderating variable, presented by Individualism, positively 

influences purchase intention, that means the higher the level of Individualism, the 

higher purchase intention. In its turn, the quantitative value of examining influence is 

determined by R2-chng. In this case 1.3 % of variance in purchase intention is 

explained by the influence of individualism. 

Thus, it can be concluded, that individualism positively influences the association 

between own health care and purchase intention and increases purchase intention, so the 

hypothesis is proved and accepted. 

Hypothesis 1.2 - Masculinity negatively influences the association between own health 

care and purchase intention and reduces purchase intention. 

 

Table 8 - The moderating effect of masculinity (health care) 

 P (sig.) Coeff (beta) R2-chng 

Masculinity ,1840 ,0106 - 

THC ,0000 ,4905 - 

Int_1 ,0262 -,0047 ,0133 

Source: Statistical software SPSS 

Considering the next moderating variable, i.e. masculinity, it is used the same 

interpretation as it is presented above. It is concluded that it has statistical significance, 

as well (Table 8). However, according to the statistics masculinity negatively influence 

the purchase intention and, consequently, reduce it by 1.3 %. Therefore, the hypothesis 

which states that masculinity negatively influences the association between own health 

care and purchase intention and reduces purchase intention is proved. 

Hypothesis 1.3 - Indulgence positively influences the association between own health 

care and purchase intention and increases purchase intention. 
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Table 9 - The moderating effect of indulgence (health care) 

 P (sig.) Coeff (beta) R2-chng 

Indulgence ,1400 -,0105 - 

THC ,3299 ,1066 - 

Int_1 ,0040 ,0052 ,0204 

Source: Statistical software SPSS 

According to Table 9 indulgence has impact on the association between own health care 

and purchase intention and positive influence on purchase intention increasing it by 2 

%. These statistics prove the hypothesis 1.3.  

Environmental Care 

Hypothesis 2.1 - Individualism positively influences the association between 

environmental care and purchase intention and increases purchase intention. 

 

Table 10 - The moderating effect of individualism (environmental care) 

Source: Statistical software SPSS 

Interpreting the data presented in the Table 10 above, which describes the influence of 

moderating variable (individualism) on the association between independent variable, 

which in this case is presented by environmental care, and dependent variable, i.e. 

purchase intention, the same interpretation approach as it is described in part “Own 

health care” was employed. Thus, according the data,  it is concluded that hypothesis, 

which states that individualism positively influences the association between 

environmental care and purchase intention and increases purchase intention is rejected, 

because P value is higher than 0.05. 

Hypothesis 2.2 - Masculinity negatively influences the association between 

environmental care and purchase intention and reduces purchase intention. 

 

 P (sig.) Coeff (beta) R2-chng 

Individualism ,5427 -,0034 - 

TEC ,0034 ,3525 - 

Int_1 ,2739 ,0018 ,0025 
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Table 11 - The moderating effect of masculinity (environmental care) 

 P (sig.) Coeff (beta) R2-chng 

Masculinity ,2309 ,0072 - 

TEC ,0000 ,5719 - 

Int_1 ,1046 -,0027 ,0054 

Source: Statistical software SPSS 

According to Table 11, masculinity does not influence the interaction and hypothesis 

2.2 can not be accepted.  

Hypothesis 2.3 - Indulgence positively influences the association between 

environmental care and purchase intention and increases purchase intention. 

Table 12 - The moderating effect of indulgence (environmental care) 

 P (sig.) Coeff (beta) R2-chng 

Indulgence ,1873 -,0065 - 

TEC ,0010 ,2912 - 

Int_1 ,0351 ,0031 ,0090 

Source: Statistical software SPSS 

Considering the third moderating variable, i.e. indulgence, it is concluded that it has 

statistical significance (Table 12). That means, that Indulgence positively influence the 

purchase intention increasing it by 0.9 %. Thus, hypothesis states that indulgence 

positively influences the association between environmental care and purchase intention 

and increases purchase intention is accepted.  
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5. Discussion 

This chapter presents the discussion of the results introduced in the previous part, 

interpreting the essence of each of the accepted or rejected hypotheses. The chapter 

structure is based on the theoretical model and consist of parts devoted to studied 

cultural dimensions, presented by individualism, masculinity, and indulgence, in the 

context of consumers preferences, as presented by own health care and environmental 

care. 

5.1 Individualism 

Considering individualism as one of the moderators on the association between 

consumers' preferences towards eco-labeled products and purchase intention it was 

unveiled that this dimension has a positive effect only in the context of own health care. 

The more individualistic the mentality of countries' representatives is, the more they 

care about their own well-being. Thus, it can be concluded that the higher the level of 

individualism is, the higher its positive impact is on the association between consumers' 

preferences towards eco-labeled products in context of own health care and purchase 

intention. 

In terms of environmental care, there is no significant impact of individualism level on 

the association between consumers' preferences towards eco-labeled products and 

purchase intention. Important to highlight, that it does not mean that individualistic 

societies do not care about the environment, but it rather unveils that this dimension 

simply does not cause the significant impact on consumers' environmentally conscious 

behavior in this context. 

Thereby, introducing an eco-labeling strategy to societies with a high level of 

individualism it is necessary to take above-mentioned findings into consideration, as the 

level of individualism allows predicting consumers' behavior to some extent. For 

instance, introducing environmentally oriented eco-labeled product to a country, it is 

quite difficult to predict the possible purchase intention by having a level of 

individualism in the given country. On the contrary, the awareness of how 

individualistic a society is might predetermine the purchase intention of own health care 

oriented eco-labeled product. As it was found out the higher the rate of individualism is, 

the higher its positive effect is on the association between consumers' preferences 

towards own health care, oriented eco-labeled products and purchase intention.    
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5.2 Masculinity 

Examining masculinity as another moderator on the association between consumers' 

preferences towards eco-labeled products and purchase intention it was unveiled that 

this dimension has a negative effect in the context of own health. Thus, it can be 

concluded that the higher the level of masculinity is, the more negative its impact is on 

the association between consumers' preferences towards eco-labeled products in context 

of own health care and purchase intention. 

This proves the theory of Hofstede, where the author states that a masculine society is 

characterized by more practical values, such as strength, dominance, assertiveness, and 

achievements (Hofstede, 2003). While feminine society, in its turn, has more 

conventional traits, such as being supportive, caring, relationship oriented, developing a 

high quality of life (ibid.). 

Thereby, introducing an health care oriented eco-labeling strategy to societies with a 

high level of masculinity it is necessary to consider above-mentioned findings, as the 

level of masculinity allows predicting consumers' behavior to some extent. Thus, in 

order to ensure higher purchase intention, it would be expedient to launch health care 

oriented eco-labeled products in feminine societies. 

In terms of environmental care, there is no significant impact of masculinity level on the 

association between consumers' preferences towards eco-labeled products and purchase 

intention. Thus, purchase intention of environmentally oriented eco-labeled products 

cannot be explained from the perspective of masculinity. 

5.3 Indulgence 

Indulgence has also been reviewed as another moderating variable in relation to the 

association between consumers' preferences towards eco-labeled products and purchase 

intention. Conducted research has shown that this dimension has a positive effect both 

in the context of own health care and in the context of environmental care. Thus, it can 

be concluded that the higher the level of indulgence is, the higher its positive impact is 

on the association between consumers' preferences towards eco-labeled products and 

purchase intention. 

Indeed, in recent years, following their wishes and enjoying life consumers are showing 

increasing interest in leading a healthy lifestyle and taking care of the environment. 
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Thus, purchase intention of eco-labeled products can be explained from the perspective 

of indulgence, as the level of this cultural dimension allows predicting consumers' 

behavior to some extent. Thereby, implementation of the eco-labeled strategy will be 

more recognized by societies with a higher level of indulgence. 
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6. Conclusions 

In this chapter, all the components of conducted study are integrated together, which 

allowed providing some constructive and relevant conclusions regarding the 

moderating effect of culture on the association between consumers' preferences towards 

eco-labeled products and the level of purchase intention. Thus, this part of the thesis 

provides the answer to the research question of the study along with formulating 

managerial and theoretical implications. The limitations of the study are also described 

in relation to their impact on the results followed by some suggestions for further 

research. 

6.1 Answer to the research question 

This study was aimed to answer the following research question: 

What is the influence of culture on the association between consumers' preferences 

towards eco-labeled products and the level of purchase intention? 

The study was carried out in the context of different countries, not for the purpose of 

examining these particular countries, but for the purpose of obtaining various 

quantitative value of both empirical data and secondary data, which were provided by 

numeric indicators of Hofstede's cultural dimensions, so that it was possible to process 

these data in the statistical software and to reveal the influence of each individual 

dimension in the overall context. 

Hence, conducted study by reviewing the literature on the issue, collecting empirical 

information and integrating it with secondary data allowed concluding that culture has a 

moderating effect on the association between consumers' preferences towards eco-

labeled products and the level of purchase intention. Indeed, without being aware of 

cultural context it is quite difficult to understand customers' preferences, their possible 

behavior and the way they perceive environmental and ecological issues (Nisbett et al., 

2001). 

Nevertheless, the moderating effect of culture varies depending on the context of 

consumers' preferences and different cultural dimensions. Due to the study it was found 

out that in the context of own health care individualism and masculinity positively 

influence purchase intention, while masculinity has a negative impact. The context of 

environmental care has a tighter association with purchase intention unlike the context 
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of own health care. Nevertheless, this association is not significantly influenced by such 

cultural dimensions as individualism and masculinity, but still positively affected by 

indulgence. 

Thereby, the awareness of moderating effect of culture allows explaining and to some 

extent predicting the possible consumers' behavior reflected through the purchase 

intention. 

6.2 Managerial implications 

When formulating the managerial problematization in the introduction chapter of the 

thesis (p. 1.2.2) it was unveiled that there is a certain lack of knowledge on how to 

develop eco-labeling strategies for doing business in foreign markets and how culture 

might affect the purchase intention of eco-labeled products (Khanna et al., 2005). 

Thereby, this study was aimed to improve the level of managerial knowledge on the 

cultural diversity among different nations, which might aid in building competencies 

and deeper understanding of consumer's preferences. 

The results of the study might provide managers with the insight on how eco-labeling 

strategy might be planned based on indicators of cultural dimensions. In general terms, 

it provides justified information, which states, that there is a moderating effect of 

culture on the association between consumers' preferences towards eco-labeled products 

and the level of purchase intention. Consequently, it proves that further research is 

needed and provides more specific results on the influence of each of the studied 

cultural dimensions. 

Due to this study managers can determine the more favorable countries for the 

implementation of company's eco-labeling strategy and focus on particular context of 

consumer's preferences. For instance, in order to ensure higher purchase intention, it 

would be expedient to launch health care oriented eco-labeled products in societies with 

high level of individualism, feminism (low level of masculinity), and indulgence. In its 

turn, introducing environmentally oriented eco-labeled products it is important to take 

into account that high level of indulgence might positively affect the purchase intention, 

while individualism and masculinity do not have any significant impact at all. 

Thereby, the results obtained in this study to some extent facilitate understanding of 

cultural differences prior to the implementation of an eco-label strategy in any foreign 
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market. It also allows company’s managers predicting consumers' preferences, planning 

company’s eco-labeling strategy more specifically, and eventually benefiting from these 

operations. 

6.3 Theoretical implications 

In addition to its contributions to managerial perspective, it is believed that the results of 

the conducted study contribute to the existing body of knowledge on how cultural 

diversity might influence consumer preferences towards eco-labeled product and the 

purchase intention. Unveiled findings also endeavor a better understanding of 

components of the issue, filling the knowledge gap and explaining in more details why 

cultural differences are found to be one of the main reasons for why the cross-border 

implementation of eco-labeling strategies can be challenging (Pilhofer, 2011) 

The results of this study provide theoretically and statistically justified information, 

which proves the association between consumers' preferences towards eco-labeled 

products and the level of purchase intention and the moderating effect of culture on it. 

Besides, this study explains how to identify the positive or negative character of this 

impact and its quantitative value in context of different cultural dimensions. 

Thus, this study can serve as a framework for further researches on eco-labeling 

strategies in culturally diversified context, contributing to the literature both on eco-

labeling and cultural diversity, which by present time were covering either the 

perspective of the implementation of eco-labeling strategy on the domestic scale, taking 

into consideration some specific behavioral features of the nation (Thidell, 2009; 

Popescu, 2011; Heiskanen et al., 2008), or in the exploratory way in the form of case 

studies of particular companies (Dinu et al., 2012; Perez-Ramírez et al., 2015). 

6.4 Limitations 

Answering the research question of the study and filling the research gap on the issue it 

is difficult to cover all the possible situations that might take place on the world market. 

Thus, the study conducted has a number of limitations. 

The research applies the theoretical model to the context of only three particular 

countries, namely Sweden, Russia and The USA by focusing on eco-labeled products 

within the boundaries of everyday commodities products. Thereby, the results of the 

study might not be fully suitable for other countries or industries. 



 

 

 

59 

Besides, the way of empirical data collection also causes a number of limitations. The 

convenience sampling employed for the purposes of the study resulted in getting 

responses from quite homogeneous audience, as the majority of respondents turned out 

to be females aged 25 or less. A more diverse population sample could have added more 

validity to the results. 

Another limitation relates to the size of the sample. Although it was considered adequate 

to address the research problem with a qualitative approach, still a larger sample size 

could have provided more varied findings and lead to a different conclusion. Moreover, 

the data collection via questionnaires provides limited outcomes, as it does not allow 

understanding respondents’ emotions, behavior, feelings, etc. 

Also, the questionnaire was sent out, but not self-administered, thereby it was not 

possible for researchers to control the process of its completing. Thus, it is impossible to 

say how truthful respondents are being and how they interpreted questions. Despite the 

fact, that pilot study was conducted before launching the questionnaire, there is still 

some probability that respondents might have understood the same question in different 

ways. Thus, it can be concluded that conducted research provides reasonable results 

within its boundaries, but has a number of limitations, which may be overcome in future 

research.  

6.5 Suggestions for future research 

The influence of culture on the association between consumer's preferences towards 

eco-labeled products and purchase intention is an unexplored research field and has 

enough possibilities for further research.  

Within the framework of the study the general universal model based on the literature 

review was developed. This model can be used in a number of cases taking into 

consideration some attributes. This study unveiled the testing of the model in the 

context of three countries (Russia, Sweden, and The USA), specified industry 

(commodity goods) and sample of respondents. Nevertheless, this data can not be 

applied to all the possible cases, however, it will be exemplified as a valid basement and 

prototype for further research.  

Firstly, as a suggestion this model can be tested in other countries, i.e. developing, and 

different industries. In addition, it would be practicable to improve the sample, namely 
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to identify more proportional sample or create more structured one taking into 

consideration all the aspects of research. Secondly, the primary data can be collected in 

different ways. For example, combination of a questionnaire and an interview can help 

to obtain more valid and reliable data.      
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Appendices 

Appendix A – Consumer survey in English 

Eco-labeled products and their place in shopping experience 

Dear respondents! 

We are the students of Linnaeus University (Sweden), currently working on the master's 

thesis. Within the framework of our study we carry out the research aimed at examining 

consumers' preferences towards eco-labeled products in association with the purchase 

intention. Under eco-labeled products, this questionnaire implies everyday commodities 

(i.e. food, beverages, cosmetics, household goods and clothes).  

Below we introduce a number of questions on the issue. Filling them out will take you 

about 5 minutes and all the data received throughout the survey will remain 

confidential. 

We would appreciate your participation in this survey and your contribution to our 

study. 

 

1. Out of the following, rank the five features important to you when buying everyday 

commodities, where 1 is the most important and 5 is the least important. 

 Price 

 Health benefits 

 Origin 

 Sustainability 

 Brand fame 

2. How important for you, if at all, is the presence of an eco-label when purchasing 

everyday commodities? 

 Very important 

 Somewhat important 

 Not important 

 I do not look at labels 

3. To what extent do you agree with the following statement: 'I identify whether the 

products are environmentally-friendly when purchasing them'. 

Strongly disagree Disagree Neutral Agree Strongly agree 
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4. How important is an organic origin of goods, which benefit your health or at least not 

harm it, when purchasing everyday commodities? 

Not 

important 

at all 

   

 

 

Neutral 

    

 

Very 

important 

          
 

5. What is the usual proportion of eco-labeled products in your supermarket cart? 

 0-25 % 

 26-50 % 

 51-75 % 

 76-100% 

6. How important is the criterion of environmental consequences for you when 

purchasing everyday commodities?  

Not 

important 

at all 

   

 

 

Neutral 

    

 

Very 

important 

          

7. To what extent do you agree with the following statement: 'I always pay attention to 

the product content when purchasing everyday commodities'. 

Strongly disagree Disagree Neutral Agree Strongly agree 

     

8. What is the probability that you will purchase an eco-labeled product? 

Definitely will  

not buy 

Most likely  

will not buy 

Difficult  

to answer 

Most likely  

will buy 

Definitely  

will buy 

     

At the end of the survey, we would like to ask you to leave your demographic data for 

further statistical analysis. 

9. What is your gender? 

 Male 

 Female 
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10. Which age group do you belong to? 

 25 or younger 

 26 - 35 

 36 - 45 

 46 - 55 

 55 or older 

11. What is the level of your education? 

 Not a high school graduate 

 High school/college graduate 

 Bachelor’s degree 

 Post-graduate degree or above 

12. Choose the range of your annual net income 

 less than $8 500 

 $8 500 - $16 500 

 $16 500 - $24 500 

 $24 500 - $32 500 

 $32 500 - $40 000 

 $40 000 or more 

 

Thank you for your participation! 
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Appendix B – Consumer survey in Swedish 

Miljömärkta produkter och deras plats i affärsupplevelse 

Kära svarande! 

Vi är studenter vid Linneuniversitetet (Kalmar), vi arbetar för närvarande med 

magisteruppsatsen. I vår forskning studerar vi sambandet mellan konsumenternas 

preferernser med avseende på miljömärkta produkter och avsikten att göra ett köp. 

Produkter med miljömärke innebar dagligavaror i denna undersökningen (t.ex. 

livsmedel, drycker, kosmetika, hushållsartiklar och kläder). 

Nedan ställer vi frågor i ämnet. Det tar ungefär fem minuter och all data som erhållits i 

undersökningen kommer att behandlas konfidentiellt. 

Vi skulle uppskatta ditt deltagande i denna undersökning och ditt bidrag till vår studie. 

 

1. Utav följande, ranka de fem funktionerna som är viktiga för dig när du köper 

dagligvaror, när 1 är den viktigaste och 5 är mindre viktig. 

 Pris 

 Hälsofördelar 

 Ursprung 

 Hållbarhet 

 Varumärket 

2. Hur viktigt är förekomst av ekologiskt märke när man köper dagligvaror? 

 Väldigt viktigt 

 Ganska viktigt 

 Inte viktigt 

 Jag tittar inte på märket 

3. I vilken grad håller du med följande påstående: Jag kollar på om produkterna är 

miljövänliga när jag ska köpa dem? 

Starkt oense Oense Neutral Ense Starkt ense 
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4. Hur viktigt är ursprung av produkter, som gynnar din hälsa eller inte skada den, när 

du köper dagligavaror? 

Inte 

viktigt 
   Likgiltigt     

Väldigt 

viktigt 

          
 

5. Vad är den vanliga andela miljömärkta produkten i din kundvagn? 

 0-25 % 

 26-50 % 

 51-75 % 

 75-100% 

6. Hur viktigt är kriteriet för miljöpåverkan för dig när du köper dagligvaror? 

Inte 

viktigt 
   Likgiltigt     

Väldigt 

viktigt 

          

7. I vilken grad håller du med följande påstående: Jag uppmärksammar alltid produktens 

innehåll när jag köper dagligvaror? 

Starkt oense Oense Neutral Ense Starkt ense 

     

8. Vad är sannolikheten för att du ska köpa en miljömärk produkt? 

Definitivt inte köpa 
Ska kanske 

inte köpa 

Det är 

svårt att 

svara 

Ska kanske 

köpa 
Definitivt köpa 

     

I slutet av undersökningen vill vi be dig att lämna dina demografiska data för ytterligare 

statistisk analys. 

9. Vad är ditt kön? 

 Man 

 Kvinna 
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10. Hur gammal är du? 

 Yngre än 25 

 26 - 35 

 36 - 45 

 46 - 55 

 Äldre än 55 

11. Vad är nivån på din utbildning? 

 Inte gymnasium 

 Gymnasium 

 Högskola (Bachelor’s degree) 

 Post-examen eller andra 

12. Välj din årsinkomst 

 mindre än 75 000 kr 

 75 000 - 150 000 kr 

 150 000 - 225 000 kr 

 225 000 - 300 000 kr 

 300 000 - 375 000 kr 

 mer än 375 000 kr 

 

Tack så mycket! 
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Appendix C – Consumer survey in Russian 

Экомаркировка и ее влияние на выбор потребителя 

Здравствуйте! 

Мы, студенты магистерской программы двойной диплома (МГИМО – 

Университет им. Карла Линнея (Швеция)), в настоящее время работаем над 

магистерской диссертацией. В рамках нашего исследования мы изучаем связь 

между предпочтениями потребителей по отношению к экомаркированными 

продуктам и намерением совершить покупку такого рода товаров. В данном 

опросе под продуктами с экологической маркировкой подразумеваются товары 

ежедневного спроса (т.е. продукты питания, косметика, напитки, предметы 

домашнего обихода и одежда). 

Ниже представлен ряд вопросов по данной теме. Участие в опросе не займет у вас 

более 5 минут. Все данные, полученные в этом опросе, носят конфиденциальный 

характер. 

Мы будем признательны за Ваше участие и Ваш вклад в наше исследование. 

 

1. На что Вы больше всего обращаете внимания при покупке товаров ежедневного 

пользования? (Проранжируйте нижеприведенные показатели, где 1 - наиболее 

важный, 5 - наименее важный). 

 Цена 

 Польза для здоровья 

 Происхождение товара (производитель) 

 Экологичность (влияние на окружающую среду) 

 Известность бренда 

2. Насколько важно для Вас наличие экомаркировки, когда Вы покупаете товары 

ежедневного пользования? 

 Очень важно 

 Важно в некоторой степени 

 Не важно 

 Я не обращаю внимание на маркировку 
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3. Насколько Вы согласны с нижеприведенным высказыванием: Я всегда 

обращаю внимание на то, что товар был произведен безвредным для окружающей 

среды путем? 

Абсолютно не 

согласен 

 

Не согласен 

в некоторой 

степени 

Затрудняюсь 

ответить 

 

Согласен 

в 

некоторой 

степени 

Абсолютно 

согласен 

 

     

4. Насколько важно для Вас при покупке товаров повседневного спроса, чтобы 

состав продукта приносил пользу вашему здоровью или, по крайней мере, не 

наносил ему вреда? 

Совсем 

не 

важно 

        
Очень 

важно 

          

5. Насколько содержимое Вашей корзины во время совершения покупок в 

супермаркете состоит из экомаркированной продукции? 

 0-25 % 

 26-50 % 

 51-75 % 

 75-100% 

6. Насколько важен критерий экологических последствий для Вас при покупке 

товаров ежедневного пользования? 

Совсем 

не 

важно 

        
Очень 

важно 

          

7. Насколько Вы согласны с нижеприведенным высказыванием: Я всегда 

обращаю внимание на состав продукта, когда покупаю продукты ежедневного 

пользования? 

Абсолютно не 

согласен 

 

Не согласен 

в некоторой 

степени 

Затрудняюсь 

ответить 

 

Согласен 

в 

некоторой 

степени 

Абсолютно 

согласен 

 

     



 

 

 

77 

8. Какова вероятность того, что Вы приобретете товар с экологический 

маркировкой? 

Точно не куплю  
Вероятно  

не куплю 

Затрудняюсь 

ответить 

Вероятно 

куплю 
Точно куплю  

     

По завершении опроса мы хотели бы попросить Вас оставить свои 

демографические данные для статистического анализа. 

9. Ваш пол? 

 Мужской 

 Женский 

10. Укажите Вашу возрастную категорию? 

 Младше 25 

 26 - 35 

 36 - 45 

 46 - 55 

 Старше 55 

11. Укажите Ваше последнее образование. 

 Школа 

 Колледж 

 Университет 

 Аспирантура 

12. Выберете в каком диапазоне находится Ваш годовой доход. 

 Менее 500 000 рублей 

 500 000 - 1 млн. рублей 

 1 млн. - 1,5 млн. рублей 

 1,5 млн. - 2 млн. рублей 

 2 млн. - 2,5 млн. рублей 

 Более 2,5 млн. рублей 

 

Благодарим Вас за участие в нашем исследовании! 


