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Abstract 

 

This study develops the knowledge and understanding of Circular Business Model (CBM) 

from the consumers´ perspective in Sweden. It is of great importance, for the Swedish 

companies that are planning to establish collaborative consumption or move towards other 

CBMs, to understand how and what are the consumers´ attitudes, behaviour, and the level of 

purchase intention towards circular business models. Consumer behaviour regarding CBM is 

an undiscovered terrain with a very little research that has been done from customer’s 

perspective. In this study the Access Based Car (ABC) service is used as CBM service which 

sets the context for the research. 

 

A quantitative approach was chosen. Based on the literature review and theoretical framework 

a proposed research model and 14 hypotheses were developed by using The Theory of 

Planned Behaviour and the New Ecological Paradigm. The questionnaires were sent to a 

sample of Swedish participants which resulted in receiving 317 complete responses with a 

response rate of 31%. The hypotheses were then tested by using multi-regression analysis, 

mediation analysis and MANOVA. 

 

The study showed that the Swedish consumers´ purchase intention of ABC car service is 

positively influenced by their concern about the environment, their information of the 

ecological products, their willingness to pay premium and their attitude towards the CBM. 

Furthermore, it was found that Swedish individuals have positive attitudes towards ABC 

service with high purchase intention. Additionally, they are willing to pay premium for the 

service yet there is price sensitivity. The findings suggest that the best segment for this service 

would be the postgraduates and individuals between 26-35 years old. It is due to their higher 

earning power, awareness of ethical products, awareness of the environment and their 

willingness to pay premium. Such segments are present in larger cities, this can also be an 

important fact in product launches in such cities. 

 

Keywords:  Circular Business Model (CBM), Collaborative Consumption, Environment, 

Ecological Products, Willingness to Pay Premium, Attitude.  
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1.1. Introduction 

We are living in an economy that is exhausting the natural resources at a dangerous pace 

(Angelis, 2018). The global population is estimated to grow to near 9 billion people by 2050 

(un.org, 2015). This growth is parallel with the rapid urbanisation in the world, increasing 

manufacture and consumption, which puts enormous pressure on the environment (Jaramillo 

and Destouni, 2015; Zhang, 2016). Such practices can lead to depletion of resources, energy, 

degradation of the ecology and production of significant amount of polluting waste (Bocken et 

al., 2014; Lu et al., 2016; Cohen, Defrania and Martinez, 2016; Stål and Corvellec, 2018; 

Oghazi and Mostaghel, 2018). Ultimately, this has created an outcry of awareness towards 

greener consumption, and sustainable development (Ghisellini, Cialani and Ulgiati, 2016). As 

an example, if the world population were to follow Sweden’s consumption model, there would 

be a need for 3.25 more worlds to sustain such practice (Edbring et al., 2016). In a reactive 

effort, these unsustainable practices have prompted numerous organisation, government and 

businesses to search for sustainable business practices, consumption and measure their impact 

on the environment (Vasilescu and Tudor, 2015; Singh and Ordoñez, 2016). 

 

This unstainable production and consumption practice is directly attributed the ‘Linear 

economy’ dominated by the linear logic of take-make-dispose, which is underlying our current 

industry business models (Angelis, 2018; Oghazi and Mostaghel, 2018). Business models are 

how companies organise themselves to create, deliver and capture value (Osterwalder and 

Pinger, 2010). The Linear business model (LBM) functions under the assumption that resources 

are unlimited (Rizos et al., 2016) lacking circularity (Geissdoerfer, Bocken and Hultink, 2016). 

A study by Marino and Pariso, (2016) shows that almost 90% of business is running a linear 

business model from the cradle to the grave. In which nearly 99% of disposal of the total 

material flow for the manufacture of consumer goods ends up in waste disposal within six 

months (Planning, 2015). Linear business model is not only affecting the environment but also 

impacting the economy by triggering scarcity and depleting resources (Tukker, 2015). 

 

On the other hand, there are sustainable business models deviating from linear economy which 

is derived from the circular economy, categorised as sustainable business models, prevailing to 

move companies into waste reduction, reusing, recycling and retention of materials, by being 

circular and closing the loop (Oghazi and Mostaghel, 2018; Stål and Corvellec, 2018). 

Consistently, it is acknowledged that ‘In nature, everything is an input for another process; 
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Thus, there is no concept of waste’ (Mostaghel et al., 2017, p2). Thus, the circular economy is 

induced by nature and attempts to achieving zero waste, enhancing recycling, avoiding loss of 

valuable resources, and decreasing the greenhouse effect (Schulte, 2013).  

 

The ´Circular Economy´ (CE) is a concept that is connected to different schools of thought and 

theories, which questions the predominant linear economic system, that functions in the 

assumption that resources are unlimited (Rizos et al., 2016). As per Pearce (2009) and Nasr 

(2011) companies using remanufacturing and other forms of circular business processs and 

recycling can achieve up to 80% of energy and material reduction. Furthermore, the cost of 

remanufacturing a product is much lower than producing a new one from virgin material, which 

results profit gain for companies (Pearce, 2009; Linder, and Williander 2017). 

 

Within the class of business models, sustainability business models originate from the value 

proposition with the goal not only to build an economic value but also social and environmental 

(Stål and Corvellec, 2018). Since, Circular business models embodies a subclass or category 

that deviates from the linear business models offering an ecological benefit by building value 

from closing the waste loop and delivers functions instead of products (Geissdoerfer, Bocken 

and Hultink, 2016). To explain further, Linder and Williander, (2017) define circular business 

models as ‘The conceptual logic for value creation is based on utilising economic value retained 

in products after use in the manufacture of new offerings´. Where the circular business model 

involves creating value by employing value reserved in used products to produce new 

contributions (Elia, Gnoni and Tornese, 2017; Stål and Corvellec, 2018). Hence, it demands 

procedures such as reuse, repair, refurbishment, remanufacture, sharing, taking back, and 

recycling (Linder and Williander, 2017; European Environment Agency EEA, 2016). 

 

Consumers have become more and more aware of sustainability and ethical consumption (Bray, 

Johns and Kilburn, 2011; Ghisellini, Cialani and Ulgiati, 2016). Therefore, sustainable 

businesses are taking the initiative and opportunity to build models designed to restore and 

regenerate by keeping material and products at the highest value and utility at all time (Ellen 

MacArthur foundation, 2013). Based on CBM model, companies would need to provide goods 

and services that can preserve its economic and environmental value. This undertaking could 

be done through re-manufacturing, extending longevity (Nußholz, 2017) “encourage 

sufficiency” and “extending resources value”, by reducing ownership (Oghazi and Mostaghel, 

2018). The European Union, in particular, has prioritised the sustainability and its 
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environmental, social and economic impacts in its policy-making landscape (Oghazi and 

Mostaghel, 2018). Sweden, as a country in the Scandinavian region, has been investing in 

research on the Circular economy, and have adopted supportive environmental policies that go 

hand in hand with CE (Westblom, 2015; Hult and Larsson, 2016; Oghazi and Mostaghel, 2018). 

A small number of companies are taking the initiative and leading the way in Sweden by trying 

to implement circular economy models. Where they keep the material, resources to their highest 

value, and increase efficiency (Westblom, 2015) likewise reducing ownership (Oghazi and 

Mostaghel, 2018) which in turn reduces manufacture toll on the environment and the need for 

more virgin material and components (Rashid et al., 2013). 

 

One unique company transitioning to CBM is ’Sunfleet’ Volvo, which is a car-sharing system, 

waste reduction action ‘Business to Consumer’ (B2C) collaborative service (Corvellec and 

Czarniawska, 2014). The company owned and run by Volvo cars, filling the gap in the market 

which lies between the permanent ownership and infrequent car rental. Car manufacturing is an 

example of industries having a negative impact on the environment (Jasiński, Meredith and 

Kirwan, 2016) due to the carbon footprint caused by transport and production of various 

component needed in the manufacturing process (Hertwich and Peters, 2009). On the other 

hand, Sunfleet service was built around the idea of convenience, flexibility, economic 

feasibility, and environmental friendliness. (Corvellec and Czarniawska, 2014). Therefore, 

Sunfleet is a collaborative consumption company and is congruent with concepts of circular 

business models. 

 

The interest and research on Circular business models are on the increase in number and depth, 

studying these business models from different perspective, barriers to implementation, 

suppliers, governments, and shareholders, and mostly focused on conceptualization of CBM 

(Lewandowski, 2016; Ghisellini et al. 2016; Lieder and Rashid, 2016; Nußholz, 2017). Or else 

studies from company’s perspective (Rizos et al. 2016; Genovese et al. 2017 and Oghazi and 

Mostaghel 2018). However, the consumer’s perspective is yet to be studied and developed 

(Oghazi and Mostaghel, 2018) despite the importance of the consumers as a key pillar in CBM 

(Singh and Ordoñez, 2016). The research on CBM, in general, is still recent (Stål and Corvellec, 

2018). Therefore, this study seeks to expand the understanding and knowledge of the attitudes 

of consumer towards Circular business model businesses, and to explore the purchase intention, 

their willingness to pay premium and attitudes towards the environment concerning CBM. 

Henceforth, this thesis can contribute to governments and NGO’s who are working with 
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sustainability missions and builds an understanding on the standpoint of the consumers towards 

sustainable businesses. It can also be of significance to companies planning to implement CBM 

and aims to establish collaborative consumption in Sweden. In which the knowledge of the 

customers perspective and their awareness of ethical products, their willingness to pay premium 

can help them decide and strategize CBMs establishments. Samwise, the ecological paradigm 

gives all the parties above an understanding of the level of ecological awareness of the 

consumers in Sweden. 

1.2. Problem discussion 

The transition to a circular business model can be a costly and a complicated procedure in the 

initial stages. This transition can have many barriers, not only limited to implementation, 

assessment, difficulties due to the lack of competencies, capital, and unwillingness from the 

business perspective (Planing, 2015, Lewandowski, 2016, Linder and Williander, 2017; Oghazi 

and Mostaghel, 2018; Angelis, 2018). But also, from the consumer standpoint (Stål and 

Corvellec, 2018) who are though aware of the environmental benefits of sustainable production, 

yet not always positive towards CBM products and services (Linder and Williander, 2017). 

Some consumers value ownership more than collaboration (Tukker, 2015), or are 

unaccustomed to the collaborative business process (Gonçalves, Lourenço and Silva, 2016). 

Furthermore, alteration of behaviours and attitudes is difficult without incentives, and often 

inefficient on long-term (Stål and Corvellec, 2018). Sweden as an example of the European 

countries has a lack of policies promoting such development (Westblom, 2015). Similarly, 

CBM is also new in the academic research (Angelis, 2018; Oghazi and Mostaghel, 2018). A 

literature review on CBM by Mostaghel et al., (2017) shows very limited academic publications 

about CBM in the year 2017. 

 

Thus, consumer behaviour regarding CBM is an undiscovered terrain. Therefrom, 

understanding the consumer attitudes, behaviour, and purchase intention towards ethical 

consumption in relation to companies employing the circular business model is imperative 

(Mentink, 2014). The importance of research from the consumer perspective can also be 

attributed to the fact that, one of the significant barriers in implementing circular business 

models is the lack of consumer acceptance (Tukker, 2015).  On the promising side, some studies 

on consumer behaviour towards sustainability by Borin, N., Lindsey‐Mullikin, J. and Krishnan, 

R. (2013) makes evident that consumer opts for ethical and greener consumption basing their 

decision on ethics and their desire to contribute to the planet. To which this purchase decision, 
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is connected to consumer ethics and their obligation towards pro-environmental behaviours 

(ibid). It is also highlighted that many studies suggest that the increased awareness and the 

importance of consuming ethical products have an effect on the purchase decision (Langen, 

2011). The author further clarifies that the purchase of ethical products is based on the 

individual sense of responsibility towards the environment and personal concerns for one or 

many ethical issues. Yadav and Pathak, (2016) also, state that sustainable products and services, 

which are environmentally friendly, belong under the umbrella term of ethical products. 

 

As noted in the introduction car production heavily suffers from unsustainable manufacturing 

(Jasiński, Meredith and Kirwan, 2016). Provided that, initiative towards alleviating the 

transport matter have been taken by companies such as ‘Volvo Sunfleet’, car collaboration 

service, offering access to an array of cars of the latest models to their customers. This service 

is customised to the customers’ needs and trips per month, where the company handles the 

service, insurance, cleaning and fuel refill for their members (Sunfleet.com, 2018). Sunfleet is 

a move forward towards reducing new car manufacturer, lowering emissions and promoting 

ethical consumption by allowing car sharing, and reducing the need for car ownership (Bardhi 

and Eckhardt, 2012; Mostaghel et al., 2017). This is defined as ´Access-Based Consumption' 

(ABC); where customer have collaborative access to the product instead of ownership 

(Eckhardt, 2012; Lawson et al., 2016). Access based consumption shifts the importance of 

selling product and ownership to selling the use of the product or its functions (Edbring et al., 

2016). Botsman and Rogers (2010) and Bardhi and Eckhadt, (2012) state that access-based 

consumption provides the consumers the benefit of having the right of use of products such as 

a pool of cars and service via rental/access-based payment without the need of ownership. This 

sharing right is also defined as collaborative consumption, or sustainable consumption 

(Botsman and Rogers, 2010). Heinrichs, (2013) characterises collaborative consumption as ‘a 

potential new pathway to sustainability’. This model of car sharing is parallel with the circular 

business model concepts and theories such as closing the loop, where the consumer in this value 

chain does not own the car, nor is responsible for their disposal, or the cause of new manufacture 

for new cars (He, Xiong and Lin, 2016). ‘Forgoing ownership to engage in access, can be a 

reflexive strategy of signalling access as a more environmentally sustainable or antimarket 

consumption alternative’ (Bardhi and Eckhardt, 2012.p,885). 

 

Nonetheless, that fact of what makes consumer use such services, their attitudes and willingness 

to accept and purchase these access-based services and products not well researched in relation 
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to circular business models. Very little knowledge is present on how the consumer perceives 

such circular models, and the influencing factors in the purchase decision are yet to be 

uncovered (Oghazi and Mostaghel, 2018).  Studies by Bardhi and Eckhardt, (2012) and Edbring 

et al., (2016), determines different motivation and obstacle behind consumers use of access-

based services. Motivation such as economic benefit, practical and seldom use of products, 

environmental reasons, and access-based reasons, as for obstacles, are the desire to own, lack 

of hygiene, fear of unavailability, impracticality, trust and complications (Bardhi and Eckhardt, 

2012; Edbring et al., 2016). In one study it showed that consumers who value sustainability 

tend to pay premium, where Laroche, (2001) and Kazeminia, Hultman and Mostaghel, (2016) 

found that many consumers are willing to Pay Premium (WPP) for ethical products. Pickett-

Baker (2008) also stated that consumers who are environmentally conscious are higher Ethical 

Product Awareness (EPA). Where consumers are aware and have the adequate knowledge 

about the presence of ethical products and their benefits(ibid).  

 

However, in Sweden, the car access-based consumption is relatively new therefore studying the 

attitudes towards ethical consumption such as access-based sharing service from a consumer’s 

perspective would expand the understanding of circular business models and provide 

managerial implications to broaden the knowledge of what influences Swedish target customer 

towards such models. Moreover, it can uncover significant factors affecting the attitudes 

towards Circular business models. Coupled with, understanding the willingness to pay a 

premium towards circular business models would be an initial step in testing the acceptance 

towards CBM products and services. Furthermore, studying the awareness of ethical products 

will present how consumer seek such products and services, this would help managers and 

NGO’s gain vital information on the influential aspects to reduce barriers and increase attitudes 

and acceptance towards such products and services. To test attitudes the authors will employ 

two known theories for measuring attitudes such as the ‘Theory of Planned Behaviour’ (TPB), 

and The Ecological/Environmental Paradigm (NEP). The theory of planned behaviour is one 

of the most used theories in academic research, developed by Ajzen (1991) to predicts the 

behaviour of consumers. As for the New Ecological paradigm it measures the attitudes towards 

the environment, where the higher the (NEP), the more positive attitudes towards sustainability 

(Ogunbode, 2013). After a careful and comprehensive review of the literature, these theories 

have been selected due to their suitability and efficiency for measuring attitudes. These theories 

will be explained further in the theory section. 
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1.3. Purpose 

The purpose of this study is to expand the understanding of CBM from consumers´ perspective 

by studying the attitudes towards CBM, by exploring variables such as customers´ 

environmental awareness, ethical product awareness and the willingness to pay premium for 

ethical products in relation to the intention to purchase ethical products such as access based 

car service in Sweden. 
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2. Literature review 

This chapter will introduce the literature review of CBM, which will be done from a different 

perspective and summarise in the table at the end of the chapter. 

2.1. Company perspective: 

Adoption and implementation barriers. According to Bechtel, (2013) to have a better transition 

into a CBM model, managers and leader must be informed about the benefits and challenges of 

adopting a CBM. As for Lewandowski, (2016) and Elia, Gnoni and Tornese, (2017) the 

environmental benefit is a major driver in the CBM transition, in addition to the economic 

benefits. Additionally, Pearce (2009) and Nasr (2011) state that industries using 

remanufacturing and various sorts of circular business procedures recycling can achieve up to 

80% of energy and material reduction. Where adoption of circular business models can increase 

profitability, and open the way to new opportunities for expansion and innovation (Linder and 

Williander, 2017). Angelis, (2018) proposes that companies who implement CBM can reduce 

not only the pollutive impact on the environment but also maximise ecosystem functioning and 

human well-being. The economic benefit to adopting CBM is another reason why companies 

opt for it.  A report in the World Economic Forum by the Ellen McArthur Foundation and the 

McKinsey and company concluded that the transition to a Circular Economy would generate 

many opportunities more than 1 trillion USD benefiting the whole globe (Ellen MacArthur 

Foundation, 2013). The benefit as stated by Nasr, (2011) that companies that use CE 

remanufacturing and other forms of CBMs processes, ie: recycling, and reuse can increase the 

energy efficiency and decrease the need for new material. Also, the cost of production will be 

decreased considerably in comparison to the production of a new one from virgin material, 

which will result in higher margins. (Pearce, 2009; Linder and Williander 2017).  Linder and 

Williander, (2017) further note how companies position themselves as sustainable and increase 

their brand awareness and value with CBM application, such as Adidas using ocean plastic for 

their products (Wilson, 2016) and Unilever sustainable living plan implementing sustainability 

vertically and influencing their supplier (Unilever, 2010). 

  

Nonetheless, CBM is complex and has many barriers to transition and implementation (Oghazi 

and Mostaghel, 2018). A study by Betchel, (2013) shows there is a reluctance to change towards 

implementation of a CBM in an industry, and the unwillingness of the internal staff to accept 

the benefit, same wise refusing to acknowledge the unsustainable current Linear business and 

its long-term effect (Linder and Williander, 2017). The author also, stresses the barrier of 
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technology, in which firms do not have the innovation and technology to remodel, 

remanufacture products, and recycle. The added barrier to technology is lack of financial power 

to implement CBMs (Kok, Wurpel and Ten Wolde, 2013) and high transition cost (Tukker, 

2015). Another barrier is fashion vulnerability, since adopting CBM tries to close the life cycle 

of products, this can affect product life cycle time (Bocken et al., 2016; Linder and Williander, 

2017; and Stål and Corvellec, 2018). Linder and Williander (2017), also add that the risk of 

product cannibalism to fashion industries hinders the production of high-quality durable 

products.  

 

Moreover, the returning flow of items to reuse, refurbish, remanufacture is another challenge 

(Linder and Williander, 2017).  Betchel (2013), also mentions how firms have less control over 

the value chain, and their suppliers, since one weak link in the chain could malfunction the 

whole CBM system (Oghazi and Mostaghel, 2018). Not only the weak control over suppliers 

is a significant barrier, but also the price competition, can threaten some business who are 

implementing CBMs, since in the initial stage adopting CBM can be complex and costly 

(Planing, 2015). As per Betchel (2013), Supportive government facilitate the adoption of CBMs 

on the other hand unsupportive government, taxation and regulation can hinder the adoption of 

the circular business model. Where different government regulations and intercontinental 

supply chain considerably affect the CBM adoption (Planing, 2015). 

2.2. Consumer perspective: 

Consumers have become more and more aware of sustainability and ethical consumption 

(Ghisellini, Cialani and Ulgiati, 2016). Where the consumer behaviour is an important factor in 

predetermining a CBM adoption, due to increased awareness, the consumer now demands 

environmental friendlier products (Betchel, 2013). However, Linder and Williander, (2017) 

show that consumer behaviour is not always positive and can be a hinder. Where consumers 

though aware of the environmental benefit and change that demands alteration of behaviour is 

difficult without incentives, which often do not work on long-term (Stål and Corvellec, 2018). 

The private consumer also, value ownership of their products, which is less likely in Business 

to Business context the need of ownership can be replaced by leasing (Tukker, 2015). Likewise, 

the consumers are not familiar with using products without ownership. To which they tend to 

use them less frequently as owned products (Tukker, 2015) and are not accustomed to the 

collaborative consumption, where the company takes care of the service and repair (Beuren, 

Ferreira, & Miguel, 2013; Gonçalves, Lourenço and Silva, 2016). A study by Planing, (2015) 
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demonstrates that four crucial aspects affect consumers behaviour: 1) Formed routines and 

habits, 2) Non-functional motivations, 3) Subjective norms, or the effect of their surroundings 

and peers, and finally 4) The Perceived moral norms. 

2.3. Assessment of CBM 

According to Manninen et al. (2018), in their study found out that a circular economy business 

model can consist of a combination of product and service. The inner circle represents the CE 

business models proposed environmental value propositions which must be defined by business 

model developers. The author also presents steps of the evaluation method, to recognise the 

value in the five steps process: 1) Defining the environment of the value proposition, 2) Identify 

the stakeholders and their roles, 3) to define the reference system, and evaluate the 

environmental impact, 4) To verify the environmental value proposition and finally, 5) To 

improve proposals for key performance indicators (Manninen et al, 2018). Furthermore, the 

implementation of value propositions not only includes company but also in the value chain of 

service or product. Therefore, every life cycle stage of a service or product is taken into 

consideration and are uttered at the beginning of life, middle of life and end of life (Yang et al 

2014). Moreover, the assessment of CBMs can be done firstly, through direct financial value 

by the reuse and recycle of product and materials. Which can be reached by recycling waste 

and remanufactured components; Secondly, Top line progress to enhancing the value 

proposition. Example, selling a long-term contract instead of selling a one-time product to the 

customer (Mostaghel et al., 2017). Another study by Scheepens, Vogtländer and Brezet, (2016) 

proposes the study of cost, throughout the life cycle assessment (LCA), by three dimensions of 

cost, Eco-cost and Market value. ‘Eco-cost’ is defined as a single indicator in the life cycle 

assessment, where it measures the amount of environmental toll of a product on the account 

that prevention of that burden, one example is the pollution and depletion of resources in the 

world due to the manufacture of a certain product. Here, the eco-cost must be applied as hidden 

obligations towards the ecosystem, as for the ‘Market value’, it is the sum of the price in the 

simple Eco-cost divided by the Value Ratio, which is also called an EVR analysis, as a single 

indicator for sustainability, combining the ‘Value chain’ of the porter with the ecological results 

(Scheepens, Vogtländer and Brezet, 2016). Different authors prescribe a various method for 

assessment. However, many agree on the environmental impact assessment as the important 

factor (Scheepens, Vogtländer and Brezet, 2016; Manninen et al., 2018). 
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2.4. Car collaborative consumption 

 As an example of a circular economy endeavour, such as Sunfleet, which is a car-sharing 

system, waste reduction action Business to Consumer collaborative service. The company 

owned and run by Volvo, filling the gap in the market which lies between the permanent 

ownership and infrequent car rental. The service was built around the idea of convenience, 

flexibility, economic feasibility, and environmental friendliness (Corvellec and Czarniawska, 

2014). Although customers value ownership in developed countries (Tukker, 2015). Research 

shows that consumers now realise the downside of ownership in terms of environment and cost 

(Planing, 2018). It is also not the best choice to store a product for years not using it, only for 

one-time use per year (ibid) or pay the insurance, servicing and tax for a car that is parked 22 

hours per day (Rifkin, 2012). Henceforward, here where car-sharing companies, like Sun-Fleet 

comes into a convenience in the absence of fixed cost, and the need to monitor service, tax, and 

insurance. Where the customer can choose the car of their need, regarding size, time and 

location (Sunflee.com, 2018). This eventually, becomes an incentive to choose different means 

of transportation such as cycling and public transport (Corvellec and Czarniawska, 2014). 
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2.5. Literature review table: 

The table below illustrates a compendium list of a literature review about Business Models, 

CBM adoption and implementation barriers, benefits of CBM adoption, and CBM adoption in 

the car industry.  

  

Literature review 

Source Category Main Findings 

General category regarding CBM 

Osterwalder and Pinger, (2010) Business models 
Business models are understood as the foundation of how the firms 

are organised in order to create, deliver and capture value. 

Mostaghel et al., (2017) Sustainable models 
Sustainable business models are prevailing to move companies into 

waste reduction, reusing, recycling and retention of materials. 

Ellen MacArthur Foundation, 2013 CBM 
Designed to restore and regenerate by keeping material and 

products at the highest value and utility at all time. 

Yadav and Pathak, (2016) 
Sustainable 

products/sustainability 
Sustainable products, which are environmentally friendly, belong 

under the umbrella term of ethical products. 

 Angelis, (2018) 
Unsustainable production / 

consumption 
Today exhaustion the natural resources at a dangerous pace. 

Elia, Gnoni and Tornese, (2017) CBM transition The environmental benefit is a major driver in the CBM transition. 

Adoption and implementation barriers 

Betchel, (2013) 
Opportunities and threats 

(adoption and 
implementation) 

Supportive government facilitate the adoption of CBMs on the 
other hand unsupportive government, taxation and regulation can 

hinder the adoption of the circular business model. 

Tukker, (2015). 

Financial barrier 

Cost of transition. 

Kok, Wurpel and Ten Wolde, 
(2013). 

The barrier to technology is lack of financial power to implement 
CBMs. 

Bocken el al, (2016), Linder and 
Williander, (2017) and Stål and 

Corvellec, (2018) 

Fashion 
vulnerability/obstacle 

Fashion too, could be an obstacle in the application of CBM in such 
industries by slowing down the life cycle. 

Oghazi and Mostaghel, (2018) Value chain problem 
One weak link in the chain could malfunction the whole CBM 

system. 

Planing, (2015) Price competition 
Price competition, can threaten some business who are 

implementing CBMs. 

Benefits of adopting CBM 

Heinrichs, (2013) Collaborative consumption  ‘A potential new pathway to sustainability’ 

Angelis, (2018) 
Environment / pollutive 

benefits 

Proposes that companies who implement CBM can not only reduce 
the pollutive impact on the environment but also maximise 

ecosystem functioning and human well-being. 

Linder and Williander, (2017) Positioning/awareness 
Companies position themselves as sustainable and increase their 

brand awareness e.g. Adidas, Unilever. 

Bechtel, (2013) 

Company perspective 
To have a better transition into a CBM model, managers and leader 
must be informed about the benefits and challenges of adopting a 

CBM. 

Consumer behaviour 
An important factor in predetermining a CBM adoption, due to 

increased awareness, the consumers now demand environmental 
friendlier products. 

Nasr, (2011) Benefits  
Companies that use CE remanufacturing and other forms of CBMs 

processes, i.e.: recycling, and reuse can increase the energy 
efficiency and decrease the need for new material. 

Pearce, (2009); Linder and 
Williander (2017) 

Cost reduction (benefits) 
The cost of production will be decreased considerably in 

comparison to the production of a new one from virgin material, 
which will result in higher margins. 

Lewandowski, (2016) and Elia, 
Gnoni and Tornese, (2017) 

Environmental benefit The environmental benefit is a major driver in the CBM transition. 

 Nasr (2011)          Recycling benefits  
 Companies using remanufacturing and other types of circular 

business procedures recycling can achieve up to 80% of energy and 
material reduction. 

Table 1. Literature review 
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Literature review 

Source Category Main Findings 

Consumer perspective  

Ghisellini, Cialani and Ulgiati, 
(2016) 

Consumer awareness 
Consumer has become more and more aware of sustainability and 

ethical consumption. 

Betchel, (2013) CBM adoption awareness 
Due to increased awareness, the consumer now demands 

environmental friendlier products. 

Tukker ,(2015) Low awareness 
The consumers are not familiar with using products without 

ownership, where they tend to use them less frequently as owned 
products. 

Gonçalves, Lourenço and Silva, 
(2016) 

Low awareness 
Not accustomed to the collaborative consumption, where the 

company takes care of the service and repair  

Planing, (2015) 
Aspects that affect 

consumers behaviour 

1. Formed routines and habits. 

2. Non-functional motivations. 

3. Subjective norms, or the effect of their surroundings and peers, 
and finally. 

4. The Perceived moral norms. 

Assessing CBM 

Manninen et al., (2018) CBM Combination of product and service 

Manninen et al., (2018) Evaluation method for CBM 

1) Defining the environment of the value proposition. 

 2) Identify the stakeholders and their roles. 

 3) To define the reference system and evaluate the environmental 
impact. 

4) To verify the environmental value proposition and finally,  

   5) Improving proposals for key performance indicators. 

Yang et al (2014) Life cycle stage 
Every life cycle stage of a service or product is taken into 

consideration and are uttered at the beginning of life, middle of life 
and end of life. 

Scheepens, Vogtländer and Brezet, 
(2016) 

Life cycle assessment LCA Three dimensions of cost, Eco-cost and Market value. 

Scheepens,  Vogtländer and 
Brezet,2016; Manninen et al., 

(2018) 
Assessment method Environmental impact assessment as the important factor. 

Car industry 

He, Xiong and Lin, (2016) Complicated supply chain 
Need for sustainable production and consumption. For generating 

both economic and environmental benefits. 

Eckhardt, (2012); Lawson et al., 
(2016) 

Access based consumption 

Collaborative access to the product for everyone. 

Bardhi and Eckhardt, (2012) 
Sustainable practices where users to drive a car from a car-pool 

instead of owning 

Kazeminia, Hultman and 
Mostaghel, (2016). 

Acceptance of CBM through 

Willingness to pay premium. 

Pickett-Baker (2008) 

Awareness of ethical products. 

Consumer trends towards ethical products. 

Attitudes towards CBM & purchase intention. 

Car collaborative consumption 

Corvellec and Czarniawska, (2014) Sunfleet 
Built around the idea of convenience, flexibility, economic 

feasibility, and environmental friendliness. 

Tukker, (2015) Car ownership Customers value ownership in developed countries. 

Planing, (2018) 
Car ownership change of 

mind 
Consumers are now realizing the downside of ownership in terms of 

environment and cost. 

Rifkin, (2012) Not much usage 
Not wise to pay insurance, servicing and tax for a car that is parked 

22 hours per day. 

Corvellec and Czarniawska, (2014) Alternative transport mode 
The incentive to choose different means of transportation such as 

cycling and public transport. 

Table 2. Literature review cont. 
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3. Theoretical framework 

In this chapter the authors will introduce the theories presented in this study, which are Theory 

of planned behaviour (TPB), New ecological/environmental paradigm (NEP), with connection 

to Ethical purchase intention, the attitudes towards CBM, Environmental awareness, 

Awareness of ethical products, Willingness to pay premium for ethical products and the effect 

of age, gender, income and education on ethical purchase intention. Based on the literature, 

the hypotheses are derived. 

 

3.1. Ethical purchase intention 

Purchase intention refers to individual’s intention to obtain a specific product or service which 

is done in a specific period (Hair et. al., 2011 and Tariq et al., 2013). Ethical purchase intention 

is characterized as consumer choice marked with concern and care towards the environment, 

care, solidarity, and collective sense of well-being (Barnett, 2005). The term ‘ ethical purchase 

intenion’ is an umbrella term casing a wide range of concerns, from labour standards, to animal 

welfare, human rights, their health and well-being, and the environment and suitability of planet 

earth (McGoldrick and Freestone, 2008; Langen, 2011; Bray, Johns and Kilburn, 2011; Burke, 

Eckert and Davis, 2014; Yadav and Pathak, 2016; Anders, Strahm and Zhou, 2017). 

A global survey on 30,000 consumers by Nielsen (2014), reveals that more than half of the 

consumers across 60 countries express intention to pay more for products and services by 

companies that have a positive social impact and environmentally conscious.  

According to Burke, Eckert and Davis, (2014) consumers choose ethical products for a wide 

range of reasons, including their perception about the positive impacts on one's ‘self-identity’ 

and health, and the well-being and lives of others. On the other hand, there are several studies 

that state barriers to why consumer does not choose ethical products (Bray, Johns and Kilburn, 

2011; Oberseder et al., 2011). Then determined that, there are four barriers to ethical purchase 

intention, which are: availability, expense, trust and education (The Grocer, 2008). However, 

these studies although, done on ethical consumption nonetheless, it is done by the Institute of 

Grocery Distribution (IGD) and not on all ethical consumption such as transport. The study 

done by the Co-operative Group (2012) shows that there was an increase in the green car market 

in the United Kingdom by 28.6% during 2011 only. As for the US electric vehicles sales there 

was an increase of 13.4 % during in 2012 (Burke, Eckert and Davis, 2014). This is also 

supported by Industry (2015) arguing that consumers' demand is increasing towards energy-
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efficient vehicles for both economic and environmental reasons and it's changing the way whole 

car industry works (industry, 2015). According to Yadav and Pathak, (2016) Attitudes have an 

influence on the ethical purchase intentions. The consumer that is more ethically grounded is 

more likely to commit to ethical consumption (Burke, Eckert and Davis, 2014). And therefore, 

these factors have an impact on the purchasing process of the buyer (Johe and Bhullar 2016). 

3.2. Attitudes towards CBM 

According to Ajzen (2005), attitude can be explained as the way individuals evaluate an attitude 

object. The way people evaluate the object can be positive or negative and the attitude object 

can be a person, an object, activity or service (Eagly and Chaiken, 2007). Attitude is very 

abstract construct which needs to be measured through reactions that can be quantifiable. 

Furthermore, they are very important aspects when it comes to the business environment since 

it is an essential part of the process of making a purchase (Ajzen, 2005, Lantos, 2011; Schiffman 

and Wisenblit, 2015; Hsu and Lin, 2016 and Vogel et al., 2016). 

According to Vermeir and Verbeke (2006), there are several studies that investigated the 

connection between attitudes and ethical purchase intention. The studies found that there is a 

positive connection between these aspects. Furthermore, it was found that people believe that 

sustainable product and services have a positive impact on the environment and human health 

(Vermeir and Verbeke, 2006).  

Ajzen (1991), Tarkianen and Sundqvist (2005) and Ramayah et al. (2010) argue that attitudes 

towards a specific behaviour are highly influenced by beliefs about the outcome that the 

behaviour would bring. Chen (2007) further develops, that individuals´ purchase intention of a 

product, to which is connected to a specific behaviour is highly influenced by consumers´ 

attitude toward the behaviour. 

According to Chen and Tung (2014), attitudes can be classified as a psychological emotion 

which means that individuals that have a positive attitude towards the attitude object are more 

likely to behave in positive manner towards it. Kaiser et al. (2005) state that individuals with 

positive values, norms and beliefs about the environment, has a positive effect on 

environmentally conscious behaviour. 

A widely used theory in research regarding consumer behaviour is the theory of planned 

behaviour (Chatzidakis, Kastanakis and Stathopoulou, 2016). It can be used to understand the 

ethical purchase intention connected to circular business model. Since, it is a theory of the 
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relationship between attitude and the behaviour, it tries to predict the behaviour of consumers 

(Ajzen, 1991). 

The theory of planned behaviour has been used by many scholars to predict future behaviour 

and purchase intention, such a study by Kalafatis et al., (1999) that examines the determinants 

that influence customer intention to buy ethical friendly products. It is also the most frequently 

cited models for predicting human social behaviour (Ajzen, 2011).  

This study will focus on behavioural beliefs since it is concerned with individuals´ behavioural 

attitude towards the access-based car service. Simbolon (2015) argues, that the most influential 

factor in consumer behaviour is the attitude itself. Since by concentrating on the consumer 

behaviour it studies to what extent will attitude influence the purchasing decision of a product 

for a consumer. According to Vermeir and Verbeke (2006) number of studies discovered that 

there had been an increase in positive attitudes towards sustainable products. Furthermore, 

many studies argue that attitudes are essential in making a purchase decision and it highly 

influences purchase intention (Lantos, 2011; Schiffman and Wisenblit, 2015; Hsu and Lin, 2016 

and Vogel et al., 2016). Thus, we suggest: 

H1: Individuals´ attitudes towards the accessed based car service has a positive 

relationship with ethical purchase intention of the access-based car service. 

H2: Individuals´ attitudes towards the accessed based car service have a positive 

mediating effect on the relationship between environmental awareness and purchase 

intention of access-based car service. 

3.3. Environmental awareness 

Environmental awareness concerns environmental issues and nature. It portrays individuals´ 

evaluation based on the emotional and cognitive perception of environmental issues (Kim and 

Weiler, 2013). One of the approaches that measure environmental attitude and environmental 

consciousness is the new environmental paradigm which was developed by Dunlap and Van 

Liere (1978). Dunlap et al., (2000), further developed the paradigm by adding ecological 

aspects. The new ecological paradigm developed by Dunlap et al (2000) consists of 15 item-

scale divided into five groups. The groups are the possibility of an eco-crisis, rejection for 

exceptionalism, the fragility of nature´s balance, the reality of limits to growth and anti-

anthropocentrism (Dunlap et al, 2000). 
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According to Dascher et al., (2014) the behavioural attitude that individuals have has a positive 

relationship with environmental attitude. Hawcroft and Milfont (2010), confirmed that 

individuals with higher environmental awareness have higher tendency to protect and preserve 

natural resources and environment. This tendency translates into more positive attitudes 

towards environmentally concerned products, services and behaviours (Hawcroft and Milfont, 

2010).  The relationship between environmental awareness and environmentally concerned 

products and activities was also confirmed by other authors (Hu et al., 2010, Kang et al., 2012). 

Therefore, we suggest that: 

H3: Environmental awareness that people possess have a positive relationship with the 

attitude towards the access-based car service. 

H4: Environmental awareness has a positive relationship with ethical purchase intention 

of access-based car service. 

3.4. Awareness of ethical products 

Ethical product awareness is the ability and willingness to recognise and differentiate ethical 

products, and their benefit to the wellbeing of the people, animals, the environment, and the 

sustainability of the planet (Osburg et al., 2017). Furthermore, this awareness is raised by 

campaigns and other forms of marketing by companies and organisations. Likewise, the 

inclination and curiosity of consumers to learn about ethical products, can also be a result of 

personality traits, and a driven concern about the environment (Osburg et al., 2017; Van Doorn 

and Verhoef, 2015). Customers show their interest towards the environment by selecting ethical 

products over normal products (Dahlin et al., 2016). This sort of partialities causes the specific 

demand and lead to the appearance of ethical products consumption pattern (ibid.).  

Past researchers concluded and suggested that there are two major factors that influence 

consumers to choose ethical products that are 1) environmental care 2) own health care 

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

There is number of factors that affect awareness related to ethical products usage, as described 

by Vermeir and Verbeke (2006), in their study that shows, that consistent and clear information 

is a major factor in purchasing decision process of ethical products and services. Studies have 

shown that a few customers have a high level of awareness and knowledge of the real 

sustainable characteristics of the ethical products (Vermeir and Verbeke, 2006). Also, the 

environmental approach can be gritted as a driver for competitiveness as stated by Porter and 
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Kramer (2006), which allows many companies to become sustainable and competitive 

regarding ethical approaches. 

Schlegelmilch et al. (1996) and Diamantopoulos et al. (2003) argue that individuals need to be 

environmentally concerned and have the environmental knowledge to be able to assess if ethical 

products have an actual positive effect on the environment. Kilbourne et al., (2002) argues that 

as the individuals´ concern about environment increases, the behavioural intentions move 

toward more sustainable practices. This is further supported by Pickett-Baker (2008) who states 

that individuals concerned about the environment are more aware of the ethical product and 

they are more likely to purchase ethical products. We suggest that individuals that are more 

environmentally aware have a higher understanding of products´ impact on the environment, 

thus, they are more aware of ethical products, have positive attitudes towards circular business 

model and have higher purchase intention of services using circular business model. Therefore, 

we suggest: 

H5: The environmental awareness has a positive relationship with ethical product 

awareness. 

H6: Ethical product awareness has a positive relationship with attitudes toward access-

based car service. 

H7: Ethical product awareness has a positive relationship with purchase intention of 

access-based car service. 

H8: Ethical product awareness has a positive mediating effect on the relationship between 

environmental awareness and attitudes toward access-based car service. 

H9: Ethical product awareness has a positive mediating effect on the relationship between 

environmental awareness and purchase intention of access-based car service. 

3.5. Willingness to pay premium 

In the last decade many studies have investigated consumer’s willingness to pay for multiple 

product categories, but the intention to pay premium for ethical products that have 

environmental benefits as well remained unturned to some context (Biswas, 2016). The 

environment companionable and environmentally sustainable or ethical products involves a list 

of possible benefits to the environment as they are made by using environment-friendly 

resources, have resource preservation ability, can be recycled and have minimum 
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environmental effect at every step of its lifecycle (Rex and Baumann, 2007; Biswas and Roy, 

2015). 

Racz et al., (2015) states that environmentally aware people are willing to pay premium costs 

for products such as eco-friendly cars. Willingness to pay premium that represents a maximum 

price a consumer is willing to pay for a specific or for a bundle of products plays pivotal 

leverage on consumer’s choice behaviour (Li and Meshkova, 2013). Thus, at the juncture of 

environmental worsening and adaptation of environment-friendly practices, which includes 

eco-friendly products as well as green products, consumption depends on their inclination to 

pay premium price (Biswas, 2016). 

Environmental issues are proving to be a serious concern for many organisations that are well 

aware and willing to get success in an inflexible competition (Gbadeyan and Omolekan, 2015). 

Based on the findings regarding willingness to pay premium for environment concerning 

products and purchase attitude have a positive relationship. In the current era the concern over 

the environmental slump, reduction in environmental impact and sustainable development has 

become famous research pattern among academics, practitioners and industrial entities (Rex 

and Baumann, 2007). 

Few examples from other industries can clarify the connection more appropriately, for example 

aviation industry in Sweden now deals with bio jet fuel and instead of traditional jet fuel. It was 

used for a number of experimental flights and it resulted in 80 percent reduction of carbon 

dioxide emissions (Louise, 2016). According to a study conducted by Louise (2016), 72 percent 

of the companies in Sweden showed positive willingness to pay premium for greener flights 

and people were willing to pay 11,5 percent more for a basic ticket where bio jet fuel was used 

to help to implement a green alternative for the environment. 

According to the report by Nielsen (2014), Swedish people are more likely to pay premium for 

eco-friendly and premium products. Swedish consumers buy ecological products although they 

are about 33 percent more costly than normal products. In other regions, Hu et al. (2010) 

conducted a study in the United States concerning “customers green attitudes on their 

behavioural intention”. The results suggested that overall customers are willing to pay premium 

for the hotels that have eco-friendly environment practices. In contrast, the study conducted on 

Indian lodging industry replicated that positive behaviour and attitude in the direction of green 

practices do not affect most of the customer's willingness to pay premium. There were around 
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11 % of the total participants in their study who were willing to pay more for the greener 

environment (Manaktola and Jauhari, 2007). 

Laroche (2001) also states that individuals willing to pay premium for ethical products are more 

concerned about the environment and believe that it is of high importance to behave in 

environmentally friendly manner. The number of consumers that are willing to pay premium 

price for ethical products is significant. This is also supported by Kilbourne et al., (2002), 

Nielsen (2014) and Racz et al. (2015), who argue that individuals concerned about the 

environment are willing to pay premium price if it results in environmental improvement. Liebe 

et al., (2011) and Lu et al., (2016) found that individuals are willing to pay for an ethical product 

when they have a positive attitude towards the environment. Additionally, people have higher 

willingness to pay if they believe that their actions have a real impact on improving the 

environment (Nixon et al., 2009, Liebe et al., 2011). Thus, it is suggested that: 

H10: The ecological/environmental awareness has a positive relationship with willingness 

to pay premium for ethical products. 

H11: Willingness to pay premium for ethical product has a positive relationship with 

attitudes toward access-based car service. 

H12: Willingness to pay premium for ethical product have a positive relationship with 

purchase intention of access-based care service. 

H13: Willingness to pay premium for ethical product has a positive mediating effect on 

the relationship between environmental awareness and attitude. 

H14: Willingness to pay premium for ethical product has a positive mediating effect on 

the relationship between environmental awareness and purchase intention. 
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3.6. A theoretical model of the study 

 

 

Figure 1. Theoretical model. 

 

The model above shows the hypotheses relationships between environmental awareness and 

the ethical purchase intention. Where, the awareness of ethical products has a positive 

relationship with ethical purchase intention, it also has a positive relationship with the attitudes 

toward access-based car service which in turn has a positive relationship with purchase 

intention. Likewise, environmental awareness has a positive relationship with willingness to 

pay premium, where it can also positively influence the attitudes towards circular business 

models´ products, and in turn affect the purchase intention of ethical products. Similarly, the 

environmental awareness can also directly have a positive relationship with purchase intention 

without the mediators of awareness of ethical products or attitudes to circular business model 

and willingness to pay premium. 
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4. Methodology 

This chapter will explain the choices of the research approach, method, and how the study was 

conducted. It will also give a description of how the data was collected, sample selection and 

respondents. The operationalisation of the study will be presented with tables, and the 

references for the theoretical model. Furthermore, it will present the method of data analysis. 

This chapter will be ended with research quality criteria and ethical consideration. 

4.1. Research approach 

The deductive approach was chosen for this study, since deductive approach begins with a 

theoretical position, developed prior to collection of the data. This study was backed with the 

conceptual framework concerning a number of constructs which the authors have subsequently 

tested using the data (Saunders, Lewis and Thornhill, 2016). And hence, the inductive approach 

which seeks to induce new theories by analysing empirical data was not chosen (Bryman and 

Bell, 2015). Furthermore, this study has developed hypotheses from prior theories deductively, 

to be able to conclude from the premises and propositions (Creswell, 2013). The deductive 

method for this study was deemed advantageous since inductive approach starts with subjective 

reality in order to theorise it further without depending on grounded conclusions (Mantere and 

Ketokivi, 2013). Additionally, the deductive research approach enabled to test the theories 

using planned behaviour and environmental awareness in relation to variables such as purchase 

intention, willingness to pay premium, and attitudes towards CBM. Moreover, it aided to 

quantify the concepts and relationships, which cannot be performed within the inductive 

method (Sukamolson, 2007).   

4.2. Research method 

In this study the quantitative method was selected since it enables researchers to measure 

concepts in the statistical and numerical way. The empirical data can be collected through 

surveys and analyse through statistical programs and methods. (Creswell, 2013). 

The quantitative method provided several benefits to this research, by allowing a broader study, 

involving a larger number of participants, and improving the generalisation of the results 

(Babbie, 2010, Creswell, 2013). Additionally, it provided accuracy and objectivity of the results 

(Saunders, Lewis and Thornhill, 2016). qualitative study was not chosen since it is focused on 

narration and in-depth interview to collect data from smaller samples. And this would not suit 
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this study framework, where hypotheses of consumer behaviour and attitudes toward ethical 

purchase intention of CBM products and services will be tested (Creswell, 2013). 

4.3. Research design 

In this research the authors have used explanatory research design which sometimes is 

referred as analytical research design. The main purpose of the explanatory research is to 

identify the causal links between variables/factors that pertain the research problem (van 

Wyk, B. 2012). The authors used explanatory research because it helps to study undiscovered 

fields in detail, also explanatory research itself does not give conclusive evidence rather it 

helps the researchers to understand problem efficiently. This type of research design 

emphases on explaining the characteristics of conducted study in detail. The advantage of 

using explanatory research is that it gives research design and survey a better focus, 

unintentional bias information and significant limits. 

4.4. Data collection 

The study carried the collection of data through web-based surveys, using online tools, such as 

Google Survey, and was submitted by email and using social media to respondents around 

Sweden. The respondents were requested to forward the survey to their connections to use the 

snowball technique, since the time limit for this study was ten weeks. The response rate is 

known to be lower with online surveys, (Bryman and Bell, 2015), and therefore, we have used 

incentives as five cinema tickets to be given out randomly, in addition to the snowball method.     

4.5. Operationalization 

After carefully reading and reviewing the theories, the author selected the new ecological 

paradigm which is a commonly used measurement for assessing environmental attitudes and 

general beliefs toward the relation between human and the environment (Liu et al., 2018). The 

current new ecological paradigm was revisited in the year 2000 by Dunlap et al., (2000) who 

expanded it to 15 items. The study by Liu et al, (2018) has also measured the environmental 

attitudes using the 5 aspects and has a Cronbach’s alpha of 0,88, therefore, the 5 questions about 

the new ecological paradigm was deemed suitable for the study in measuring environmental 

attitudes in this thesis (Liu et al, 2018). 

 

Furthermore, the lack of theories and research in ethical product awareness field resulted in 

difficulties with finding a suitable questionnaire. The questions used were taken from brand 
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awareness as both ethical product awareness and brand awareness are interconnected in terms 

of knowledge and awareness that one possesses. According to De Pelsmacker et al., (2003), 

consumers who are aware of ethical products will show their state of mind by purchasing ethical 

brands. This claim clearly suggests the connection between ethical product awareness and 

ethical brand awareness which justifies the use of brand awareness questionnaire.  

 

 

 

 

Concept Theoretical definition Operational definition Items 

Ethical 

Purchase 

Intention 

Purchase intention refers to 

individuals’ intention to obtain a 

specific product or service which is 

done in specific time period. (Hair 

et. al., 2011 and Tariq et al., 2013) 

Ethical consumption is 

characterized with consumer choice 

marked with concern and care 

towards the environment, care, 

solidarity, and collective sense of 

well-being. (Barnett, 2005). 

This a dependent variable that will help to 

measure to what extent are individuals 

willing to pay for the access-based car 

service which is CBM service. 

PI1 I am confident that I would use access-

based car service. 

PI2 I believe that there is a high chance of 

me becoming a customer of access-based 

consumption. 

PI3 I am willing to participate in an Access 

based car service. 

PI4 I believe that it is a great idea to pay for 

access-based car service.  

 

(Wu et al., 2015; Hong and Rhee, 2016) 

Awareness 

of ethical 

products 

Ethical product awareness is the 

ability and willingness to and 

differentiate ethical products, and 

their benefit to the wellbeing of the 

people, animals and the 

environment, and the sustainability, 

of the planet (Osburg et al., 2017). 

Furthermore, this awareness is 

raised by campaigns and another 

form of marketing by companies 

and organisations, Likewise, the 

inclination and curiosity of 

consumers to learn about ethical 

products, can also be a result of 

personality traits, and a driven 

concern about the environment. 

(Osburg et al., 2017;Van Doorn and 

Verhoef, 2015) 

This variable will portray the influence on 

awareness of ethical product on ethical 

purchase intention. It will also help to 

investigate the relationship between the 

awareness of the ethical product, 

environmental awareness and Attitudes 

towards CBM. 

AEP1. I am aware of ethical products 

AEP2. I can differentiate ethical products 

from other products. 

AEP3. I know how ethical products look like. 

AEP4. I can quickly recall some ethical 

products. 

AEP5. I can think of an ethical product from 

the top of my mind. 

AEP6. I can quickly think of some 

characteristics of ethical products. 

 

(Yoo et al., 2000; Villarejo-Ramos and 

Sánchez-Franco, 2005) 
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Environme

ntal 

awareness 

(NEP) 

It refers to an environmental attitude 

that individual possesses towards 

environmental issues. It includes the 

emotional and cognitive perception 

of the attitude object. (Kim and 

Weiler, 2013). 

This variable will help to understand the 

individual environmental awareness and 

its effect on Attitude towards CBM, 

Willingness to pay a premium and Ethical 

product awareness. 

NEP1. Humans are severely abusing the 

environment 

NEP2. Plants and animals have as much right 

as humans to exist 

NEP3. The earth is like a spaceship with very 

limited room and resources 

NEP4. The balance of nature is very delicate 

and easily upset 

NEP5. If things continue on their present 

course, we will soon experience a major 

ecological catastrophe. 

 

(Lundmark, 2007; Liu et al, 2018) 

Willingness 

to pay 

premium 

for ethical 

product 

 It estimates to what extent is 

individual willing to pay extra price 

for an ethical product (Biswas, 

2016;Kazeminia, Hultman and 

Mostaghel, 2016) 

This is a variable that is both dependent 

and independent variable. It will 

investigate the effect of the Environmental 

awareness on willingness to pay premium 

for an ethical product. Furthermore, it will 

aid to examine the effect of willingness to 

pay on Attitudes towards CBM and 

ethical purchase intention. 

WPP1. I am willing to pay more for Access 

based car service than owning a private car. 

WPP 2. I would be willing to pay more for 

my car rides if I knew the added cost paid is 

better for the environment? 

WPP3. I am willing to pay more for eco-

friendly access based car service than for 

‘regular’ private car. 

 

(Kazeminia et al., 2016) 

Attitudes 

(Behaviour

al beliefs) 

It is a concept that portrays how 

individuals evaluate and attitude 

object (Ajzen, 2005, Eagly and 

Chaiken 2007). Behavioural beliefs 

show the attitude towards behaviour 

that individual possesses (Ajzen, 

1991)  

This variable will investigate the of 

individuals attitude towards CBM on 

ethical purchase intention. It will also help 

to understand the relationship between 

Attitudes towards CBM, WPP and ethical 

product awareness. Furthermore, it will 

behave as the dependent variable in 

connection to environmental awareness. 

ATT1  I find participating in Access based 

car service to be a wise move. 

ATT2  I think Access based car service is a 

positive thing. 

ATT3   I think participating in Access based 

car service is a good thing. 

ATT4    Overall, sharing goods and services 

within an Access based consumption makes 

sense.            

ATT5  Access based car service is a better 

mode of consumption than selling and buying 

individually. 

(Ajzen 1991; Hamari et al, 2016) 

. 

Table 3.  Operationalization 

4.6. Data analysis method  

According to Aaker et al., (2010) data need to be organised in clear way that enables researchers 

to get deep knowledge about the phenomenon and come to conclusions. In order to do so, all 

the data gathered were processed and analysed through statistics software IBM SPSS and 

AMOS. The statistics software were used since this study deals with quantitative research. The 

data were analysed through descriptive statistics, multi-linear regressions and MANOVA. 

4.6.1. Descriptive statistics 

Descriptive statistics was used in order to summarizes the collected data and present it in clear 

way which helped with the overall interpretation of the data (McDaniel and Gates, 2010). The 

data were presented through pie charts, central tendencies and data distribution. Descriptive 
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statistics was further used to identify outliers and remove it from the data sets (Saunders, Lewis 

and Thornhill, 2016). 

4.6.2. Multiple linear regression analysis 

The Regression analysis is a process for analysing associative relationships between the 

independent and the dependent variable ( Saunders, Lewis and Thornhill, 2016). The Multiple 

linear regression tries to model the association between two or more clarifying variables and 

their responses variables by fitting a linear equation to the presented data (Bryman and Bell, 

2015). This method is employed as a statistical technique that uses an equation to explain if the 

independent variables can be a predictor presenting the causal effect of the dependent variable 

(Kline, 2013). 

 

The five variables were analysed to see if there is a casual relationship between them. SPSS 

multiple regression analysis was employed to measure relationships between the multiple 

variables where the T-value and F-value were the premises for statistical significance 

(Saunders, Lewis and Thornhill, 2016). F-value explains the significance level of the 

relationship between the independents and dependent variable in total. The T-value explains if 

there is a significant relationship between each variable the (X) and (Y) to each other. In this 

study, the authors employed a multiple linear regression to analyse the relationship between the 

variables in relation to each other and see what independent variables can explain the variance 

in the dependent variables. This will allow the researchers to understand the measure and the 

cause and effect of the variables. 

4.6.3. Mediating effect 

Mediators are the behavioural, psychological, biological and social concepts that transfers the 

outcome of one single variable to another (Saunders and Blume, 2017). Mediation analysis 

itself sightsees the degree to which an exposure’s effect on a result is abstracted by mediating 

variable (Woodworth, 1926; Alwin and Hauser, 1975; Baron and Kenny, 1986). In mediation, 

we study an intermediate variable, which is called the mediator. The mediator helps to clarify 

how and why an independent variable inspires an outcome (Gunzler, D et al, 2013; Hayes, 

2013). Mediations can be divided into two types which are partial mediations and full 

mediations. Partial mediation occurs when the relationship between variables (X and Y) is 

still significant after adding the mediator (M). If the relationship is not significant the 

mediation that occurs is called full mediation (Hair et al., 2011; Hayes 2013). According to 
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Hayes (2013), confidence intervals results can show if there is a significant mediating effect 

between variables (X and Y) by the mediator (M), generally a Bootstrap confidence interval is 

set to 95% , where 95% of the test result usually falls between Lower and Upper interval 

confidence level LLCI and ULCI, if the result is not zero, then (p) is greater than (0,5) which 

demonstrates a significant mediating effect between X and Y (Hayes, 2013). 

 

 

Figure 2. Mediating effect 

4.6.4. MANOVA 

Multivariate analysis of variance, MANOVA is concerned with comparing one or more 

variables across two or more groups (French et al., 2002). The MANOVA produces a new 

summary of variables from the group of variables to eventually perform an analysis of variance 

within the new summary variables. It then delivers an analysis of variance for each variable 

distinctly (Pallant, 2013). MANOVA was chosen to test and compare more than two dependent 

variables, unlike Analysis of Variance ANOVA, which includes only one dependent variable 

on the other hand MANOVA method includes multiple, dependent variables. 

 

In this research, the respondents were divided into different groups based on age, income, 

education level, gender, if they have driving licence and car. MANOVA analysis method was 

used to investigate the differences between these groups and pinpoint the influencing factors 

(Saunders, Lewis and Thornhill, 2016). There were used three tests in MANOVA in order to 

see if the difference between the groups is significant. The tests were a Multivariate test, 

Levene´s test and Test of Between-subject Effects. The Multivariate test and Test of Between-

subject Effects is positive when the significance level was lower than 0,05. The Levene´s test 

is positive when the significance level exceeds 0,05. 

4.7.  Sampling 

Sampling can be defined as a process of obtaining information about large population by only 

investigating a part of it (Kothari, 2004, Ghauri and Grønhaug, 2005). The main reason to take 

M
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samples is that it is highly unlikely to measure all the parameters and collect all the required 

data from the whole population (Bryman and Bell, 2011). According to Kothari and Garg 

(2014), when a sample is taken from a population, it should represent the whole population 

otherwise it could yield irrelevant information (Ghauri and Grønhaug, 2005). It is of high 

importance to do justification of the chosen sample, measures and technique used for collecting 

the data (Becker, 1998, Malhotra, 2010, Bryman and Bell, 2015).  

4.7.1.  Sampling technique 

Sample techniques can be divided into two major categories, probability sampling and non-

probability sampling (Dhawan, 2010; Bryman and Bell, 2011). In probability sampling the 

subject of the population gets the opportunity to be selected equally as a representative sample 

(Dhawan, 2010; Bryman and Bell, 2011; Saunders, Lewis and Thornhill, 2016).  

Dhawan (2010) and Bryman and Bell (2011) argue that in non-probability sampling, samples 

are selected by researchers which best represents the population at hand. They also added that 

there are three different non-probability sampling methods namely convenience sampling, 

snowball sampling and quota sampling. Özdemir et al., (2011) defines convenience sampling 

as “persons either known by the investigators and/or readily available to the investigators” (p. 

263). 

In the context of this research the ability to reach people is of high value as there is a shortage 

of resources and time. For this study the option of non-probability convenience sampling turns 

out to be fitting because of the approach is less time consuming and cost wise effective. The 

target population in this research are all individuals living in Sweden of the age 18 + and there 

is no other specific limitation. The number of questionnaires collected was 319 and the final 

size of the sample used for the analysis was 317. Two questionnaires were omitted due to the 

repetition of the answers. It was done to decrease the change of having artificial results between 

dependent and independent variables (Hair, el al, 2011).  The questionnaire was posted as a link 

in different social media web pages, emails to individuals and companies. All the respondents 

were informed that the information was confidential and will only be used in this ongoing 

research, a total of around 1000 questionnaire were sent to the targeted people. 
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4.7.2. Sample size and characteristics 

Bryman and Bell, (2015) state that sample size is the number of elements to be taken into 

consideration for data collecting process. The reasons to correctly calculate the mandatory 

sample size includes having a clinically and statistically significant result and making sure that 

the research resources are utilised ethically and efficiently (Burmeister and Aitken, 2012). 

Different techniques can calculate sample size, but the general thumb rule is that a minimum of 

50 respondents is required, with the numbers go up with the increase in independent variables 

(Wilson Van Voorhis and Morgan, 2007).  According to Hair et al., (2011) sample sizes should 

be 100 or above. Tabachnick and Fidell, (2007) Proposed that a minimum of 300 samples are 

necessary for analysis purposes. 

The sample characteristics, which are also the control variables in this study, was based on 

potential customers. Consumer characteristics denote to socio-demographic psychographic 

factors including age, gender, education, and income.  Even though, these demographic factors 

have an influence on ethical consumption pattern and consumer’s willingness to pay premium, 

they are not enough to define and classify it (De Pelsmacker et al., 2005). This study will 

consider and analyse the demographic factors in order to see their influence on each of the 

variables within the study concerning CBM of accessed-based car service in Sweden. 

4.8. Quality of Research 

Quality of research is defined as to what level the research is valid, reliable and replicable 

(Bryman and Bell, 2015).  

Validity denotes to the measurements used in the study, and if the research is measuring what 

it is supposed to measure (Saunders, Lewis and Thornhill, 2009; Heale and Twycross 2015). 

There were used two different types of validity which are content validity and construct validity. 

(Pallant, 2013; Bryman and Bell, 2015). Content (Face) validity was ensured by asking two 

academics and 15 random individuals about the questionnaire. It helped to improve the 

questions so all items reflected the measured concepts and they were easy to understand. 

Construct validity measures if the theory is correctly connected. It examined if the items 

measure what they are supposed to (Bryman and Bell, 2015). It was tested through Pearson's R 

as a part of correlation analysis. Furthermore, it was tested by examining the relationships 

between different variables and assessing their mutual effects and prediction effects. 
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Reliability is concerned by the uniformity of measures, and it can be defined by three main 

factors which are stability, homogeneity (internal consistency) and equivalence (Heale and 

Twycross, 2015). The problem of reliability worries the replicability of the study conducted 

later (Yin, 2014), but the issue appears whether the study will show the same findings and 

conclusions when repetitive with the same settings (Merriam, 2009). The reliability was ensured 

through Cronbach's alpha. The questions were tested in the pre-test and when the final number 

of responses were collected. In both situation the Cronbach's alpha was higher than 0,7 but 

lower than 0,95 which suggest statistical reliability (Hair et al., 2011). In order to ensure high 

possible replicability of this study, researchers described the study process step by step in this 

chapter. 

Around 1000 questionnaires were sent out to people and we got 319 answers back. The response 

rate is very crucial in any research and according to Morton et al., (2012). The response rate is 

defined as a total number of completed responses divided by a total number of questionnaires 

that were sent. In this research authors calculated the response rate around 31 % because authors 

use snowball technique along with reminders to recipients for the encouragement to fill out the 

questionnaires. Furthermore, (Visser et al., 1996) have shown that some studies with low rates 

as low as 20% are sometimes able to produce accurate results as compare to studies with higher 

response rates 50% to 60%. Saunders, Lewis and Thornhill, (2016) considers response rates 

above 30% acceptable. 

4.8.1. Validation of the measurements 

An Exploratory Factor Analysis (EFA) can be defined as the multivariate statistical technique 

Which purpose is to outline the underlying structure among the variables in the analysis (Hair 

et al., 2011). The authors used this method to group and abridge the multiple variables that fit 

together, which overlap, likewise to be able to see which variables load on the other variables. 

Additionally, it measures the efficacy of each variable in relation to the hypothesis 

questionnaires to each other, if one variable affects the result of the other. Four factor were 

identified, by identifying an underlying theme common to all variable in these factors, to 

explore variable that move together (Thompson et al., 2004). 

 

The EFA was chosen in order to evaluate score validity, and to validate whether the number 

measure what is sought to be measured (Jolliffe, 2002). According to Thompson et al, (2004) 

EFA is appropriate in an initial stage when the theory is scarce concerning the indicators to the 
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underlying construct. Therefore, the EFA is suitable in the case of this study, measuring 

consumer attitudes with different variable towards ethical consumption in CBM since circular 

business models are still a new term in implementation and academic research. 

 

The method used while performing EFA was a principle component method with Varimax 

rotation. Hair et al. (2011) argue that Varimax rotation provides the clearest separation amongst 

the method. In order to ensure the strength of the analysis there were used Bartlett’s test of 

sphericity and the Kaise-Meyer-Oljin (KMO) method.   

4.8.2. Model fit 

Model fit investigates how the data fit into the model proposed. The model fit needs to meet 

specific requirements which prove that the results of the study are meaningful. The 

requirements are checked through fit indices which are quantitatively calculated and analysed 

(Rose et al., 2017). Hair et al., (2011) describes three types of fit indices which are absolute, 

incremental, and parsimonious. The model fit should be evaluated through number of fit indices 

and there should be checked at least one model fit measure from each type. 

 

In this study were used chi-square test, Goodness of Fit Index (GFI) and Root Mean Square 

Error of Approximation (RMSEA) as an absolute type of indices. In terms of incremental 

factors there were used Comparative Fit Index (CFI) and Normed Fit Index (NFI). Finally, 

Normed Chi-square was used to check parsimonious fit (Hair et. al., 2011, Kline, 2011). The 

table below portrays the fit measure used and the recommended minimum that should be met 

for a good fit. 

 

Model Fit 

Type of the measure Fit measure Recommended minimum 

Absolute 

Chi-Square >0,05 

Goodness of Fit Index (GFI)  >0,90 

Root Mean Square Error of Approximation (RMSEA)  <0,09 

Incremental 
Comparative Fit Index (CFI) >0,90 

Normed Fit Index (NFI) >0,90 

Parsimonious Normed Chi-Square <3 

Table 4. Model fit 
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4.9. Ethical consideration 

The two important aspects of any research process are ethics and trust which proves that the 

paper has valid and reliable conclusions (Checheleva and Kucheryavenko, 2017). Merriam 

(2009) further adds that goal of every research is to yield data that can be considered reliable 

and valid and were obtained ethically. When someone thinks about ethics (or standards) they 

usually think of rules for distinguishing between the right or the wrong (David, B, Resnik J.D., 

2015). During a research process, the ethical characteristics substance concerning the impact 

on the humans and environment involved (Miles, Huberman and Saldaña, 2014). Creswell, 

(2009) states that the ethical issues of any type can occur before the start of research, in the 

middle or after conducting the research. Therefore, the researchers better decide before starting 

the research that how to cope up if any issues occur. There are numerous ways in research 

process where the participants can be harmed in any possible way mentally, physically or future 

prospect wise. It is thoroughly researchers’ responsibility to make sure no harm comes in 

participants way (Bryman and Bell, 2015). 

Greenbaum (2000) and Bryman and Bell (2015) argue that participants have to receive as much 

information as possible about the research. Another thing that comes to ethics is transparency 

that the conducted research is clean of any wrongdoing and participants do not feel misguided 

at any point (Saunders, Lewis and Thornhill, 2009). Privacy is also an important aspect, as 

Saunders, Lewis and Thornhill, (2009) and Bryman and Bell (2015) state that in survey 

research, it is normal for the researcher to ask for precise consent from the respondents or at 

least recognise that by completing the survey, the respondent has conferred the consent. Bryman 

and Bell (2011) state that if a problem of deception in any research occurs, all participants 

should be approached, informed and explained about the inconsistency and compensate in any 

possible way. 

To make sure that this research is conducted in ethical manner all the above criteria were met. 

All the participants were informed about the aim of the study and ensured that all the answers 

were going to be anonymous. The secondary data was collected from scientific sources through 

LNU portal, published books, scientific articles, google scholar and all other authentic sources. 

Therefore, the objective information was used to verify that no individual or any organisation 

will be put in harm with particular information. Also, all the information was accurately 

referenced so that it makes sense for readers and avoid any plagiarism and maintain the high 

standards and honest point of view. 
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5. Results 

5.1. Descriptive statistics 

The respondents were categorized into six groups. In the sample were 49% female and 51% 

male respondents. Most respondents were in age group from18-25 (41%), respondents in 

seconds largest age group were from 26-35 (33%), and remaining were as follows 36-45 

(14%), 46-55 (8%) and 55+ (4%) respectively. In education section, most respondents had an 

undergraduate level of education 43%, 32% of the respondents fall in school/ college 

category, 24% in postgraduate level and 1% in PhD category. As for income level most 42% 

of respondents were in income category 0-15000 SEK per month, and 25% comes in 15001-

25000 income level, 20% comes in 25001-35000 income level, 10% comes in 35001-45000 

income level, 2% falls in 45001-55000 income level and only 1% respondents were in 

55000+ income level category. Likewise, 62% of the respondents were car owners while 38% 

do not have a car. As for the driving license, 87% of the respondents had a driving license 

while 13% did not have a driving license. 

5.1.1. Central tendency  

Gravetter and Wallnau (2000) define central tendency as the statistical tool that recognises a 

solo value as a representative of a whole distribution. Its goal is to deliver a precise report of 

the entire data, the three main measures for central tendency include mean, median and mode 

(Manikandan, 2011). The survey consists of a scale that had 1 being strongly disagreed and 7 

as strongly agree.  

 

From the table 6., it can be seen that central tendency for every variable is higher than 1 and 

lower than 7, so the average central tendency is above 4.8, which suggests that for each 

variable the central tendency is positive and on the higher side. The skewness and kurtosis are 

connected to the central tendency. The faultless value for skewness and kurtosis is 0, that 

occur in a normal distribution. George and Mallery (2010) also suggest that if the skewness 

and kurtosis values are between +2 / -2 the normal distribution can be accepted. All the values 

meet the requirements needed except one kurtosis value that is an environmental attitude 

which has a higher value of 4.617. This suggests most of the respondents answered in a 

similar pattern or the same matter.  
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Male
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87%
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Driving Licence

Yes

No

62%

38%

Car ownership
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32%
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Undergraduate

Postgraduate
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41%
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18-25

26-35
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Figure 6. Pie chart age Figure 5. Pie chart gender 

Figure 4. Pie chart car ownership Figure 3. Pie chart education 

Figure 7. Pie chart driving licence Figure 8. Pie chart income / month (SEK) 
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Income/Month (SEK) N Age N Education N Gender N Driving licence N Car N 

0-15000 133 18-25 130 School/College 101 Male 163 Yes 275 Yes 196 

15001-25000 80 26-35 106 Undergraduate 135 Female 154 No 42 No 121 

25001-35000 64 36-45 44 Postgraduate 76        

35001-45000 30 46-55 24 PhD 5        

45001-55000 6 55+ 13          

55000+ 4                     

N=317 

Table 5. Frequencies 

 

 

Descriptive statistics 

Variables Minimum Maximum Mean SD Skewness Kurtosis 

Attitude 2,4 7 5,233 0,885 -0,651 0,697 

Purchase intention 1 7 5,007 1,073 -1,02 1,46 

Willingness to pay premium 1 7 4,854 1,27 -0,917 0,625 

Ethical product awareness 1,5 7 4,995 0,917 -0,59 0,821 

Environmental attitude 1,4 7 5,891 0,732 -1,327 4,617 

Age - - - - - - 
Gender - - - - - - 

Education - - - - - - 

Income - - - - - - 

Driving licence - - - - - - 

Car ownership - - - - - - 

Table 6. Descriptive statistics 

5.2. Reliability 

 

The Cronbach Alpha was calculated in order to check the reliability of items used in the 

questionnaire to be reliable. According to Bryman and Bell (2011), if the value of the 

Cronbach Alpha is higher than 0,7 then questions are reliable. In table 7. below, it is shown 

the Cronbach Alpha for each of the variables and we can see clearly that all of the variables 

are met with the requirements. So, all the variables are reliable. 

 

Reliability 

Variable Cronbach´s alpha N of Items 

Attitude 0,862 5 

Purchase intention 0,905 4 

Willingness to pay premium 0,871 3 

Ethical product awareness 0,889 6 

Environmental attitude 0,776 5 

Table 7. Reliability 
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5.3. Correlation 

 

Saunders, Lewis and Thornhill, (2012, p. 521) describes that a valid correlation should be 

between -1 and +1. Correlation helps to explore whether construct validity is acceptable (Hair 

et al., 2011). Bryman and Bell (2011) state that the values should not surpass 0,8 otherwise 

there will be a risk of the variables to be the same. In table 8. below, we can conclude that all 

the values are well in reach, above 0,366 and below 0,752 which indicates that all the 

variables are below 0,8 so it indicates that all correlations are significant with significance 

level higher than p<0,01.  

 

Correlation 

Variables 1 2 3 4 5 6 7 8 9 10 11 

Attitude 1           

Purchase intention 0,752** 1          

Willingness to pay premium 0,478** 0,649** 1         

Ethical product awareness 0,462** 0,472** 0,421** 1        

Environmental attitude 0,481** 0,496** 0,434** 0,366** 1       

Age -0,088 -0,027 0,01 -0,056 -0,097 1      

Gender -0,109 -0,008 0,012 -0,131* 0,024 -0,026 1     

Education 0,198** 0,103 0,099 0,237** 0,029 0,145** -0,022 1    

Income -0,14* -0,097 -0,063 -0,084 -0,151** 0,579** 0,129* 0,268** 1   

Driving licence -0,076 -0,089 -0,153** -0,174** -0,023 -0,161** 0,011 -0,178** -0,186** 1  

Car ownership 0,024 -0,001 -0,087 -0,081 0,119* -0,355** 0,159** -0,225** -0,359** 0,459** 1 

p<0,05*; p<0,01** (two tailed); N317 

Table 8. Correlation 

5.4. Exploratory Factor Analysis (EFA) 

 

Exploratory factor analysis was used to validate the constructs that were used in the study. 

The EFA technique was used to explore the multidimensional connections amongst the 

variables (Churchill and Iacobucci 2005; Hair et al. 2011). The results of the analysis can be 

seen below in table 9., table 10. and it suggests that the correlations between the variables are 

significant which can be assumed based on Bartlett´s test which was significant. Based on the 

analysis all the items used were loading properly according to the expectations. The construct 

was further validated by KMOs which gain values of 0,899 and 0,848. The eigenvalue 

concerning each factor exceeds 1 and overall variance explained is 65,37% for the 

independent variables and 77,94% for the dependent, which is acceptable (Hair et al. 2011). 
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Exploratory Factor Analysis 

  Factor Loadings Commonality Item-to-Total correlation 

Items 1 2 3 4     

Attitude1 0,721       0,598 0,635 

Attitude2 0,784       0,721 0,745 

Attitude3 0,781       0,703 0,720 

Attitude4 0,795       0,693 0,700 

Attitude5 0,669       0,566 0,621 

Ethical Product Awareness1   0,681     0,526 0,607 

Ethical Product Awareness2   0,775     0,654 0,711 

Ethical Product Awareness3   0,789     0,66 0,693 

Ethical Product Awareness4   0,825     0,747 0,787 

Ethical Product Awareness5   0,81     0,717 0,761 

Ethical Product Awareness6   0,705     0,634 0,675 

Willingness to pay premium 1     0,838   0,789 0,737 

Willingness to pay premium 2     0,821   0,797 0,781 

Willingness to pay premium 3     0,801   0,771 0,767 

Environmental awareness 1       0,694 0,548 0,513 

Environmental awareness 2       0,713 0,536 0,460 

Environmental awareness 3       0,666 0,527 0,546 

Environmental awareness 4       0,709 0,656 0,659 

Environmental awareness 5       0,586 0,584 0,577 

Eigenvalue 7,184 2,198 1,539 1,504 

  

Variance explained (%) 37,80% 11,56% 8,10% 7,91% 

Total Variance Explained 65,37% 

Loadings less than 0,4 were omitted. KMO= 0,899; Bartlett´s test: Chi-square= 3047,219; DF=171; p=0,000. 

Table 9. Exploratory factor analysis (independent variables) 

 

 

Exploratory Factor Analysis 

 Factor Loadings Commonality Item-to-Total correlation 

Items 1   
Purchase intention 1 0,881 0,777 0,787 

Purchase intention 2 0,900 0,810 0,815 

Purchase intention 3 0,898 0,806 0,811 

Purchase intention 4 0,852 0,725 0,741 

Eigenvalue 3,118   
Variance explained (%) 77,94%   

Loadings less than 0,4 were omitted. KMO= 0,848; Bartlett´s test: Chi-square= 809,595; DF=6; p=0,000. 

Table 10. Exploratory factor analysis (dependent variables) 
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5.5. Model Fit 

 

 

Figure 9. Model fit 

 

 

  Model fit 

  Test Value p 

Absolute 

Chi-square 341,86 0,000 

GFI 0,915   

RMSEA 0,045   

Incremental 
CFI 0,969   

NFI 0,923   

Parsimonious CMIN/DF 1,628   

Table 11. Model fit 

As it can be seen in the table 11. above the model has met most of the requirements that 

suggest a good model fit. Chi-square should not be statistically significant but when there is 

large sample size it is not probable to meet this requirement and it is no longer reliable basis 

for accepting or rejecting the model (Schlermelleh-Engel et al. 2003, Vandenberg 2006, 

Barrett 2007). Additionally, GFI, CFI and NFI is above 0,09 which suggest a good fit. 

RMSEA should be below 0,09 which was accomplished. Regarding parsimonious criteria 

CMIN/DF is 1,628 which is lower than 3 suggesting a good fit. 
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5.6. Multi-linear regression 

The multilinear regression that was used to analyse the relationships of variables with purchase 

intention revealed the following: 

 

Purchase intention regression analysis 

Attitude has a positive effect on purchase intention (0,664) which was statistically significant 

(p=0,000). Willingness to pay premium influences purchase intention with statistically 

significant (p=0,000) positive effect (0,281). Ethical product awareness influences purchase 

intention with relationship strength of 0,098 and significance level of p<0,05. The last 

regression considered in this model was only partly statistically significant. The relationship 

was highly significant when investigated separately (0,712; p=0,000). On the other hand, when 

analysed with other variables the relationship became insignificant (0,093; p>0,5). All the 

independent variables in this model explain 68,8% of the purchase intention variance and the 

model was confirmed as statistically significant (p=0,000) with F-value of 67,602. 

 

Multi-linear regression analysis 

Purchase Intention 

  Model 1 Model 2 Model 3 Model 4 Model5 Model 6(All) 

Intercept 5,130*** 0,125 2,223*** 2,102*** 0,973 -1,011** 
  (0,381) (0,357) (0,355) (0,482) (0,542) (0,382) 

Control variables             

Age 0,045 0,054 0,009 0,061 0,40 0,036 
  (0,068) (0,045) (0,052) (0,61) (0,059) (0,039) 

Gender 0,031 0,181* -0,035 0,137 0,002 0,118 
  (0,124) (0,083) (0,096) (0,112) (0,109) (0,072) 

Education 0,178* -0,079 0,088 0,017 0,124 -0,087 
  (0,080) (0,055) (0,062) (0,074) 0,070 (0,048) 

Income -0,155* -0,029 -0,054 -0,092 -0,086 0,008 
  (0,067) (0,045) (0,052) (0,060) (0,059) (0,039) 

Driving licence -0,329 -0,089 -0,056 -0,088 -0,187 0,044 
  (0,199) (0,133) (0,155) (0,180) (0,175) (0,116) 

Car ownership 0,066 -0,052 0,139 0,065 -0,067 0,002 
  (0,152) (0,101) (0,177) (0,136) (0,134) (0,088) 

Independent variables             

Attitude   0,935***       0,664*** 
    (0,047)    (0,050) 

Willingness to pay premium    0,542***   0,281*** 
     (0,037)   (0,033) 

Ethical product awareness     0,550***  0,098* 
      (0,062)  (0,045) 

Environmental awareness      0,712*** 0,093 
          (0,073) (0,057) 

R square 0,038 0,577 0,430 0,234 0,264 0,688 
Adjusted R square 0,019 0,567 0,417 0,216 0,247 0,678 
Std. Error or the Estimates 1,062 0,705 0,818 0,949 0,931 0,608 

F-value 2,039 60,202*** 33,354*** 13,457*** 15,822*** 67,602*** 
Degree of freedom (df) 6 7 7 7 7 10 

*p<0,05; **p<0,01; ***p<0,001; N=317 

Table 12. Multi-linear regression purchase intention 
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Attitudes regression analysis 

WPP and attitudes have a regression value of 0,181 and an R-square of 0,292, and an F-value 

of 18,165. Ethical products awareness and attitudes have a regression value of 0,196 with an R-

square of 0,224 and an F-value of 14,270. Environmental awareness and attitudes have a 

regression value of 0,332 with an R-square of 0,293 and F-value of 18,328. All the relationships 

are highly statically significant with a p-value of 0,000. This model explains 40% of the attitude 

variance and it was confirmed with F-value of 22,772 and p=0,000. 

 

Regression analysis of the willingness to pay premium and the ethical product awareness. 

Environmental awareness and willingness to pay premium have a regression result of 0,748, 

with R-square of 0,225 and F-value of 12,839. 

Environmental awareness and ethical product awareness has a regression value of 0,434 and R-

square of 0,231 and an F-value of 13,224. 

 

Multi-linear regression analysis 

  Attitude Willingness to pay premium Ethical product awareness 

  Model 1 Model 2 Model 3 Model 4 Model 5(All) Model 1 Model 2(All) Model 1 Model 2(All) 

Intercept 5,355*** 3,652*** 3,164*** 2,131*** 1,370** 5,364*** 0,996 5,504*** 2,969*** 

  (0,305) (0,327) (0,395) (0,438) (0,430) (0,449) (0,658) (0,312) (0,474) 

Control variables                 

Age -0,011 -0,031 0,001 -0,014 -0,019 0,065 0,060 -0,030 -0,033 

  (0,054) (0,048) (0,05) (0,048) (0,044) (0,080) (0,072) (0,056) (0,052) 

Gender -0,16 -0,199* -0,83 -0,183* -0,158 0,122 0,092 -0,193 -0,211* 

  (0,099) (0,088) (0,092) (0,088) (0,082) (0,146) (0,132) (0,102) (0,095) 

Education 0,274*** 0,222*** 0,158** 0,233*** 0,162** 0,166 0,110 0,292*** 0,259*** 

  (0,064) (0,057) (0,06) (0,057) (0,054) (0,094) (0,085) (0,066) (0,061) 

Income -0,136* -0,076 -0,09 -0,082 -0,047 -0,188* -0,115 -0,115* -0,073 

  (0,053) (0,048) (0,049) (0,048) (0,044) (0,079) (0,072) (0,055) (0,052) 

Driving licence -0,257 -0,097 -0,082 -0,146 -0,014 -0,504* -0,354 -0,438** -0,351* 

  (0,16) (0,142) (0,148) (0,142) (0,137) (0,235) (0,213) (0,163) (0,153) 

Car ownership 0,126 0,169 0,125 0,023 0,088 -0,135 -0,274 0,002 -0,079 

  (0,122) (0,108) (0,111) (0,108) (0,101) (0,179) (0,163) (0,125) (0,117) 

Independent variables                   

Attitude                   
                
Willingness to pay premium  0,317***   0,181***         

   (0,034)   (0,037)         
Ethical product awareness   0,398***  0,196***         
    (0,051)  (0,051)         
Environmental awareness    0,552*** 0,332***   0,748***   0,434*** 

        (0,059) (0,062)   (0,089)   (0,064) 

R square 0,094 0,292 0,244 0,293 0,40 0,047 0,225 0,116 0,231 
Adjusted R square 0,076 0,275 0,227 0,277 0,383 0,029 0,208 0,098 0,213 
Std. Error or the Estimates 0,850 0,753 0,778 0,752 0,695 1,252 1,131 0,871 0,813 
F-value 5,344*** 18,165*** 14,270*** 18,328*** 22,772*** 2,575* 12,839*** 6,751*** 13,224*** 

Degree of freedom (df) 6 7 7 7 9 6 7 6 7 

*p<0,05; **p<0,01; ***p<0,001; N=317 

Table 13. Multi-linear regression attitude, Willingness to pay premium and Ethical product 

awareness 
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5.6.1. Mediation analysis 

The mediation analysis was performed using SPSS macro indirect (Preacher and Hayes, 2008). 

Table 14. displays the results of mediation showing that ethical product awareness mediates the 

relationship between environmental awareness and attitude with a result of 0,1128. It is also 

mediated by the willingness to pay premium with a result effect of 0,1306. Both of the results 

are statistically significant, since the confidence interval is not including a zero, and the overall 

mediated effect of the (X) variable on the (Y) variable is significant statistically at the selected 

level since the selected level is 95% (Hayes, 2013). 

 

Likewise, the mediating effects of these variables were also statistically significant, which 

demonstrates that, the relationship between environmental awareness and purchase intention is 

mediated by the willingness to pay premium with an effect of 0,2172. Similarly, it is also 

mediated by attitudes with an Effect result of 0,3709. The remaining variables in table 14, had 

an insignificant mediating effect since the result in the confidence interval included a zero. 

 

Mediation Analysis 

Variable Environmental awareness -> Attitude Environmental awareness -> Purchase intention 

  Effect LLCI ULCI Effect LLCI ULCI 

Ethical product awareness 0,1128 0,0457 0,2053 0,0315 -0,0172 0,0868 

Willingness to pay premium 0,1306 0,0590 0,2245 0,2172 0,1180 0,3231 

Attitudes - - - 0,3709 0,2740 0,4963 

Table 14. Mediation analysis 

5.6.2. Hypotheses testing results 

 

Hypothesis Beta value p-value Hypothesis test 

H1- Attitude -> Purchase intention 0,664 *** Supported 
H2-Attitude mediating 

environmental awareness and 

purchase intention 

0,3709 Significant Supported 

H3- Environmental awareness -> 

Attitude 
0,332 *** Supported 

H4- Environmental awareness -> 

Purchase intention 
0,712/0,093 ***/- Partly Supported 

H5- Environmental awareness-> 

Ethical product awareness 
0,434 *** Supported 

H6- Ethical product awareness -> 

Attitude 
0,196 *** Supported 

H7- Ethical product awareness -> 

Purchase intention 
0,098 * Supported 

H8- Ethical product awareness 

mediating environmental awareness 

and attitude 

0,1128 Significant Supported 
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H9- Ethical product awareness 

mediating environmental awareness 

and purchase intention 

0,0315 Not Significant Rejected 

H10- Environmental awareness-> 

willingness to pay premium 
0,748 *** Supported 

H11- Willingness to pay premium -> 

Attitudes 
0,181 *** Supported 

H12- Willingness to pay premium -> 

purchase intention 
0,281 *** Supported 

H13- Willingness to pay premium 

mediating environmental awareness 

and attitude 

0,1306 Significant Supported 

H14- Willingness to pay premium 

mediating environmental awareness 

and purchase intention 

0,3709 Significant Supported 

Note: *p<0,05; **p<0,01; ***p<0,001; N=317 

Table 15. Hypotheses testing 

 

 

5.7. MANOVA 

In order to analyse variance between respondents, MANOVA technique was used. The 

respondents were divided into groups based on different characteristics which age, gender, 

education, income, car ownership and driving licence ownership. The groups were then 

compared with the results enabling more in-depth analysis. All the significant results that 

passed all three tests (Multivariate test, Levene´s test and Test of Between-subject Effects) are 

highlighted in the tables. 

 

As it can be seen in table 16., there are statistically significant results concerning people with 

different education level and their attitude towards CBM and ethical product awareness. 

Individuals with post-graduate education level scored differently, in terms of attitude and 

ethical purchase intention, than other people. The difference in attitude was confirmed with 

0,001 significance level and partial eta value of 0,053. Ethical product awareness was 

confirmed with 0,000 significance level and partial eta value of 0,098. 
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MANOVA (Education) 

  F Sig. 
Partial Eta 
Squared 

Type III 
Sum of 
Squares 

Mean 
Square 

Multivariate 
tests 

Pillai´s Trace 3,546 0,000 0,054    

Wilks´ Lambda 3,642 0,000 0,055    

Levene's Test 
of Equality of 

Error 
Variances 

Attitude 1,925 0,125     

Purchase Intention 5,015 0,002     

Willingness to pay premium 1,073 0,361     

Ethical product awareness 0,218 0,884     

Environment awareness 0,413 0,744     

Tests of 
Between-
Subjects 
Effects 

Attitude 5,891 0,001 0,053 13,227 4,409 

Purchase Intention 1,332 0,264 0,013 4,583 1,528 

Willingness to pay premium 1,122 0,34 0,011 5,424 1,808 

Ethical product awareness 11,38 0,000 0,098 26,145 8,715 

Environment awareness 2,062 0,105 0,019 3,281 1,094 

df1;df2=3;313 

 A B 
Mean Difference 

(A-B) Std. Error Sig.  
Attitude School/College Under Graduate -0,0358 0,11382 0,753  

  Post Graduate -0,4911 0,13137 0,000  
  PhD -0,4269 0,39636 0,282  

 Under Graduate School/College 0,0358 0,11382 0,753  
  Post Graduate -0,4553 0,12407 0,000  
  PhD -0,3911 0,394 0,322  

 Post Graduate School/College 0,4911 0,13137 0,000  
  Under Graduate 0,4553 0,12407 0,000  
  PhD 0,0642 0,39943 0,872  

 PhD School/College 0,4269 0,39636 0,282  
  Under Graduate 0,3911 0,394 0,322  
  Post Graduate -0,0642 0,39943 0,872  

Ethical 
product 

awareness 

School/College Under Graduate -0,1269 0,11513 0,271  
 Post Graduate -0,7135 0,13289 0,000  
 PhD 0,3422 0,40094 0,394  

 Under Graduate School/College 0,1269 0,11513 0,271  
  Post Graduate -0,5866 0,1255 0,000  
  PhD 0,4691 0,39855 0,240  

 Post Graduate School/College 0,7135 0,13289 0,000  
  Under Graduate 0,5866 0,1255 0,000  
  PhD 1,0557 0,40404 0,009  

 PhD School/College -0,3422 0,40094 0,394  
  Under Graduate -0,4691 0,39855 0,240  
  Post Graduate -1,0557 0,40404 0,009  

Table 16. MANOVA education 

The next factor under the investigation is age and its effect on variance within the results. 

Table 17. shows that there is statistical significance in terms of attitude (p=0,011; Eta=0,041), 

purchase intention (p=0,012; Eta=0,040) and ethical product awareness (p=0,001; Eta=0,060). 

The results suggest that people in the age group of 26-35 scored differently than other groups 

in terms of attitudes and ethical product awareness. The group 26-35 was also different in 

terms of purchase intention than others except with comparison to 46-55 age group. 
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MANOVA (Age) 

  F Sig. 
Partial Eta 
Squared 

Type III Sum of 
Squares 

Mean 
Square 

Multivariate tests 

Pillai´s Trace 1,823 0,015 0,028   
Wilks´ Lambda 1,839 0,014 0,029   

Levene's Test of Equality of 
Error Variances 

Attitude 0,397 0,811    
Purchase Intention 2,389 0,051    

Willingness to pay premium 0,574 0,682    
Ethical product awareness 0,743 0,563    
Environment awareness 4,906 0,001    

Tests of Between-Subjects 
Effects 

Attitude 3,335 0,011 0,041 10,149 2,537 

Purchase Intention 3,289 0,012 0,040 14,711 3,678 

Willingness to pay premium 0,922 0,451 0,012 5,959 1,490 

Ethical product awareness 4,974 0,001 0,060 15,936 3,984 

Environment awareness 2,287 0,06 0,028 4,822 1,205 

df1;df2=4;312 

       

 A B 
Mean 

Difference (A-B) Std. Error Sig.  
Attitude 18-25 26-35 -0,2711 0,11414 0,018  

  36-45 0,1438 0,15212 0,345  
  46-55 0,2059 0,19378 0,289  
  Over 55 0,2815 0,25371 0,268  

 26-35 18-25 0,2711 0,11414 0,018  
  36-45 0,4149 0,15642 0,008  
  46-55 0,477 0,19717 0,016  
  Over 55 0,5527 0,25631 0,032  

 36-45 18-25 -0,1438 0,15212 0,345  
  26-35 -0,4149 0,15642 0,008  
  46-55 0,0621 0,22133 0,779  
  Over 55 0,1378 0,27533 0,617  

 46-55 18-25 -0,2059 0,19378 0,289  
  26-35 -0,477 0,19717 0,016  
  36-45 -0,0621 0,22133 0,779  
  Over 55 0,0756 0,30036 0,801  

 Over 55 18-25 -0,2815 0,25371 0,268  
  26-35 -0,5527 0,25631 0,032  
  36-45 -0,1378 0,27533 0,617  
  46-55 -0,0756 0,30036 0,801  

Purchase intention 18-25 26-35 -0,4151 0,13838 0,003  
  36-45 -0,0227 0,18442 0,902  
  46-55 -0,0729 0,23492 0,756  
  Over 55 0,375 0,30758 0,224  

 26-35 18-25 0,4151 0,13838 0,003  
  36-45 0,3924 0,18963 0,039  
  46-55 0,3422 0,23903 0,153  
  Over 55 0,7901 0,31073 0,011  

 36-45 18-25 0,0227 0,18442 0,902  
  26-35 -0,3924 0,18963 0,039  
  46-55 -0,0502 0,26832 0,852  
  Over 55 0,3977 0,33379 0,234  

 46-55 18-25 0,0729 0,23492 0,756  
  26-35 -0,3422 0,23903 0,153  
  36-45 0,0502 0,26832 0,852  
  Over 55 0,4479 0,36413 0,22  

 Over 55 18-25 -0,375 0,30758 0,224  
  26-35 -0,7901 0,31073 0,011  
  36-45 -0,3977 0,33379 0,234  
  46-55 -0,4479 0,36413 0,22  
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Ethical product awareness 

18-25 26-35 -0,4105 0,11713 0,001 

 36-45 -0,0827 0,1561 0,597 

  46-55 0,2576 0,19884 0,196 

  Over 55 0,2346 0,26034 0,368 

 26-35 18-25 0,4105 0,11713 0,001 

  36-45 0,3278 0,1605 0,042 

  46-55 0,6681 0,20232 0,001 

  Over 55 0,6451 0,26301 0,015 

 36-45 18-25 0,0827 0,1561 0,597 

  26-35 -0,3278 0,1605 0,042 

  46-55 0,3403 0,22711 0,135 

  Over 55 0,3173 0,28253 0,262 

 46-55 18-25 -0,2576 0,19884 0,196 

  26-35 -0,6681 0,20232 0,001 

  36-45 -0,3403 0,22711 0,135 

  Over 55 -0,023 0,30821 0,941 

 Over 55 18-25 -0,2346 0,26034 0,368 

  26-35 -0,6451 0,26301 0,015 

  36-45 -0,3173 0,28253 0,262 

  46-55 0,023 0,30821 0,941 

 

Table 17. MANOVA age 

MANOVA analysis concerning gender portrays one significant result regarding ethical 

product awareness (p=0,017; Eta=0,017). The results suggest that there is a difference 

between male and female and their awareness of ethical product where male respondents 

scored higher than female. See table 18. for the results. 

 

MANOVA (Gender) 

  F Sig. 
Partial Eta 
Squared 

Type III 
Sum of 
Squares 

Mean 
Square 

Multivariate 
tests 

Pillai´s Trace 2,965 0,012 0,046   
Wilks´ Lambda 2,965 0,012 0,046   

Levene's Test 
of Equality of 

Error 
Variances 

Attitude 1,985 0,160    
Purchase Intention 2,233 0,136    

Willingness to pay premium 9,114 0,003    
Ethical product awareness 0,028 0,867    
Environment awareness 0,010 0,919    

Tests of 
Between-
Subjects 
Effects 

Attitude 3,784 0,053 0,012 2,938 2,938 

Purchase Intention 0,02 0,888 0 0,023 0,023 

Willingness to pay premium 0,049 0,825 0 0,079 0,079 

Ethical product awareness 5,459 0,02 0,017 4,529 4,529 

Environment awareness 0,185 0,667 0,001 0,1 0,1 

df1;df2=1;315 

       

  Mean Std. Deviation Std. Error   

Ethical product 
awareness 

Male 5,111 0,93771 0,071   
Female 4,872 0,88146 0,073   

 

Table 18. MANOVA gender 
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The following table focuses on differences between groups based on driving license 

ownership. The results show two significant outputs concerning willingness to pay premium 

(p=0,006; Eta=0,023) and environmental product awareness (p=0,002; Eta=0,03). The results 

suggest that individuals with driving licence scored higher in these aspects. 

 

MANOVA (Driving_L) 

   F Sig. 
Partial Eta 
Squared 

Type III 
Sum of 
Squares 

Mean 
Square 

Multivariate 
tests 

Pillai´s Trace 2,925 0,013 0,045   
Wilks´ Lambda 2,925 0,013 0,045   

Levene's Test of 
Equality of Error 

Variances 

Attitude 0,157 0,692    
Purchase Intention 4,354 0,038    

Willingness to pay premium 0,107 0,743    
Ethical product awareness 0,177 0,674    
Environment awareness 0,118 0,731    

Tests of 
Between-

Subjects Effects 

Attitude 1,81 0,179 0,006 1,414 1,414 

Purchase Intention 2,542 0,112 0,008 2,911 2,911 

Willingness to pay premium 7,554 0,006 0,023 11,944 11,944 

Ethical product awareness 9,846 0,002 0,03 8,058 8,058 

Environment awareness 0,168 0,682 0,001 0,09 0,09 

df1;df2=1;315 

       

  Mean Std. Deviation Std. Error   

Willingness to 
pay premium 

Yes 4,9297 1,25787 0,076   
No 4,3571 1,25457 0,194   

Ethical product 
awareness 

Yes 5,0576 0,91144 0,055   
No 4,5873 0,85796 0,14   

  

Table 19. MANOVA driving licence 

 

 

 

 

 

 

 

 

 

 



 

47 

 

 

 

The last table shows the difference between individuals who do and do not own car.  There 

was a significant score difference regarding environmental awareness (p=0,034; Eta=0,014). 

The results indicate that individuals in the group who does not own a car scored higher and 

are therefore they are more environmentally aware. See table 20. for the results.  

 

MANOVA (Car) 

  F Sig. 
Partial Eta 
Squared 

Type III Sum 
of Squares 

Mean 
Square 

Multivariate tests 

Pillai´s Trace 3,153 0,009 0,048   
Wilks´ Lambda 3,153 0,009 0,048   

Levene's Test of 
Equality of Error 

Variances 

Attitude 3,771 0,053    
Purchase Intention 1,955 0,163    

Willingness to pay premium 0,034 0,854    
Ethical product awareness 0,398 0,529    

Environment awareness 0,193 0,661    

Tests of Between-
Subjects Effects 

Attitude 0,178 0,674 0,001 0,139 0,139 

Purchase Intention 0,000 0,991 0,000 0,000 0,000 

Willingness to pay premium 2,399 0,122 0,008 3,854 3,854 

Ethical product awareness 2,082 0,150 0,007 1,745 1,745 

Environment awareness 4,534 0,034 0,014 2,403 2,403 

df1;df2=1;315 

       

  Mean Std. Deviation Std. Error   

Environment 
awareness 

Yes 5,822 0,74332 0,052   
No 6,002 0,70214 0,066   

 

 Table 20. MANOVA car
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6. Discussion  

  

A brief theoretical framework from the main theories in this study proposed that attitudes are 

essential in making a purchase decision and it highly influences the purchase intention (Lantos, 

2011; Schiffman and Wisenblit, 2015; Hsu and Lin, 2016; Vogel et al., 2016). Similarly, 

consumers that are ethically conscious are more likely to commit to ethical consumption 

(Burke, Eckert and Davis, 2014). It is also known that being concerned about the environment 

can also translate into being more aware of environmentally friendly products (Pickett-Baker 

2008). Therefore, the ethical product awareness was also tested to see if it has an effect on the 

attitudes and purchase intention. Furthermore, the willingness to pay premium is also studied, 

since previous studies show that environmentally concerned people tend to pay more for 

environmentally friendly products and organically grown foods (Racz et al., 2015). As for the 

findings, it can be seen, based on the descriptive statistics that the overall attitude towards 

Circular business models is positive, in general, people have positive attitudes towards the 

service with a score of 5,233 (out of 7 in a Likert scale). Purchase intention has a high average 

of  5, and individuals seem to be willing to pay premium with a result of 4,8 which is lower 

than the other variable, as Ethical products awareness (EPA) is 4,99 and the higher is the 

environmental awareness with a result of 5,9. Looking at the findings, it shows that Swedish 

consumer has higher than average attitudes and purchase intention, with a very high 

environmental awareness, which the researchers chose to leave it as a last part in the 

questionnaires so it would not affect the results of other variables. They also scored on higher 

average in terms of awareness of eco-friendly and ethical products, yet the score for the 

willingness to pay premium was lower which shows that there are ready to pay premium but 

there is price sensitivity. Yadav and Pathak (2016) state that attitudes have an influence on the 

ethical purchase intentions. The consumer that is more ethically grounded is more likely to 

commit to ethical consumption (Burke, Eckert and Davis, 2014). And therefore, these factors 

have an influence on the purchasing process of the buyer (Johe and Bhullar, 2016). 

 

In the study control variables were used to see how age, sex, education, car ownership and 

income can affect the attitudes towards Circular business models. In addition to understanding 

how it can influence the purchase intention. MANOVA analysis revealed that all individuals 

have high attitudes toward CBM, remarkably, postgraduates who stood for 24% of the 
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responses (76 in number out of 317 respondents) have higher attitudes towards CBM than all 

the other education levels. As mentioned in a study by The Grocer in (2008), that the lack of 

education can be a barrier towards ethical consumption which was one of the four key barriers 

from the availability, expense, trust and education. This could explain why 9,8% of the ethical 

product awareness is explained by the education in the study.  

 

Montoro Rios et al., (2006) states that consumers with higher environmental knowledge are 

more likely to buy environment-friendly products. This reveals that ethical product launches 

can use this fact to have strong marketing on early adopters from that segment. This is also 

supported by the finding in this study which indicates that postgraduates are more ethical 

product aware than others. Where it can similarly be due to their earning power, since higher 

education can also translate to higher income as it was found and supported in this study by the 

positive correlation between education and income (Nolan, 2006). 

 

Not only education, but age likewise showed interesting findings. People in the age group from 

26-35 had better attitudes towards Access-based service than other age groups, which also 

correlates with the age of most postgraduate segment. The Access-based service purchase 

intention was highest for individuals in the age group of 26-35 as well. Looking at the 

postgraduate level the average age is 33 years old which was found in a study by the council 

of graduate education in 2007 (gradschoolhub.com, 2018). As in Sweden, the average age of 

higher education is between 25-34 of age (scb.se, 2018), and Statista.com, (2018) shows a 

statistic done in Sweden in 2013-14 revealing that the age group between 25-29 is the highest 

at 35% amongst student who graduates from higher education. These groups are also more 

concentrated in bigger cities in Sweden (Scb.se, 2018). With an average income of 29000sek a 

month (Allastudier.se, 2018). In this study the findings display that the income level from 

25000 to 35000sek are 20% of the respondents, and 10% are in the level of 35000 to 45000sek. 

Moreover, there are some studies that have found that there is a positive relationship between 

income and willingness to pay premium (Tsakiridou et al., 2008; Roitner-Schobesberger et al., 

2008; Gracia and de Magistris, 2008). This income can explain why postgraduates in the study 

are ready to purchase the collaborating car service, pay premium and have higher interest than 

other individuals of different age, income and education groups. In this study were 105 

respondents from the age group of 26-35 constituting of 33% of the total respondents. Where 

the more educated the consumers, the more they prioritise choosing products that are both 

environmentally friendly and sustainable (Nolan, 2006). Darby et al. (2008) and Liu et al. 
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(2009) also discovered that education is correlated positively with the willingness to pay 

premium.  

 

In gender control variable, the men showed more ethical product awareness than women, while 

in previous studies it revealed that women had more environmental concern and are more likely 

to buy ethical products than men (Williams and Hammitt, 2000; Van Slyke, Comunale and 

Belanger, 2002; Ureña et.al 2007) This could be depending on the product and service, since 

in this study the product is a car collaborating service. It is remarkable that people with a driving 

license who are 87% of respondents showed more willingness to pay premium for the Access 

based car service than the 13% without driving license. The ratio of these two groups is wide; 

therefore, the generalizability of the result could be questionable. Similarly, 62% of the 

respondent who owns car scored lower in New ecological paradigm than their counterpart 38% 

who did not own cars. It could be due to the possible feeling of dissonance towards their 

ownership of vehicles that uses fossil fuels. Since the New ecological paradigm measures the 

environmental consciousness, it was not surprising that the counterparts more confidently 

scored higher on the same scale by not owning a polluting car. 

 

Based on multi-regression and mediation analysis, it was confirmed that the relationship 

between New ecological paradigm and attitudes towards Circular business models is mediated 

by Ethical product awareness and the Willingness to pay premium. Where the higher 

respondents´ Ethical product awareness the more positive attitudes towards the Circular 

business models, and the higher willingness to pay premium the more positive attitude towards 

the circular business models. Where 0,1128 of the effect of New ecological paragigm on 

attitudes is affected by Ethical product awareness, same wise for the Willingness to pay 

premium with a result of 0,1306. This demonstrates that willingness to pay premium from 

respondents can have a positive influence on increasing the attitudes towards Circular business 

models, which is also supported by Racz et al., (2015) study that people who are aware of the 

environment are willing to pay premium costs for such eco-friendly cars. Likely, the more 

Ethical product awareness, the more concern for environmental issues (Gbadeyan and 

Omolekan, 2015). Hence, the crisis of environment can explain the adaptation of eco-friendly 

practices which includes the purchase of ethical and eco-friendly products, as well as green 

products consumption which depends on their inclination to pay premium price (Biswas, 2016). 

It further explains the effect of New ecological paradigm on purchase intention and why it is 

mediated by the willingness to pay premium, with an effect of 0,2172.  
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As stated by The Grocer (2008) expense is a crucial factor in ethical product purchase intention. 

Moreover, this is also supported by Killbourne et al., (2002), Nielsen (2014) and Racz et al. 

(2015), arguing that individuals concerned about the environment are willing to pay premium 

price if it results in environmental improvement. Likewise, the New ecological paradigm 

relationship with purchase intention is mediated by attitudes, with a significant mediating effect 

of 0,37. It suggests that individuals´ purchase intention of ethical products, such as Access 

based car service is influenced by their attitudes towards Circular business models. The 

attitudes which we sought to measure and understand from the perspective of Swedish 

consumers towards circular business models, is influenced by all, the Ethical product 

awareness, New ecological paradigm and the willingness to pay premium, with a variance of 

40%. It indicates that Swedish consumers´ attitudes can be influenced by their knowledge of 

ethical products (EPA), their information and concern about the environment (NEP), and their 

willingness to pay premium (WPP). As explained by Ajzen (1991), attitude can predict action, 

in this study the action is the purchase intention, which therefore explains why Attitude has a 

positive influence on purchase intention with a result of 0,664. Hawcroft and Milfont (2010), 

support it by arguing that individuals that have higher attitudes towards environmentally 

friendly products, and service, have higher purchase intention. This study shows in the Linear 

regression that 68.8% of the variance of purchase intention is explained by Ethical product 

awareness, New ecological paradigm, the willingness to pay premium and notably their 

attitudes.  The Swedish consumers´ purchase intention towards circular business model is 

influenced by the total of their concern about the environment, their information and knowledge 

of the ecological/ethical products, their willingness to pay a premium and their attitude towards 

the CBM. One important fact in this study is that Ethical product awareness itself does not 

translate to higher purchase intention, since the knowledge itself is not a guarantee of purchase, 

where only 9% of the variance in purchase intention is explained by EPA. 
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7. Conclusion 

The purpose of this study was to expand the knowledge and understanding on the Circular 

business model from the consumers perspective in Sweden. It was achieved by using the theory 

of planned behaviour since it has been widely employed in academic researchers and social 

sciences, for predicting purchase intention by studying attitudes. Moreover, the New 

Ecological paradigm was also used to explore the influence of the environmental concern on 

the attitudes towards Circular business model and its effect on the purchase intention.  

 

Since the aim of this research was to understand the attitudes from customers perspective, 

towards circular business models. A car collaborative service was chosen, and the study 

succeeded in identifying primarily findings, in attitudes towards Circular business model which 

are the following: Swedes generally hold positive attitudes towards Circular business model 

Car sharing and have a high purchase intention towards such services. Moreover, it can be 

concluded that in Sweden the awareness of ethical products and the environment is also high. 

This, in turn, makes the Swedish consumers ready to pay premium for Circular business model 

services, knowing their benefit to the environment and the sustainability of their society. 

However, since the average result of the willingness to pay premium is lower than the other 

variables, it must be taken to account that there is the presence of price sensitivity, plus not all 

respondents are willing to pay premium. Nevertheless, the respondents that are willing to pay 

premium hold positive attitudes towards the Circular business model services and products. It 

shows that Swedish people are highly concern about the environment. Additionally, awareness 

of the environment and the ethical products, influence their attitudes towards the Circular 

business model service which makes them willing to purchase the Circular business model 

product and service. The Purchase intention of the respondents in Sweden is directly influenced 

by their knowledge of the ethical products, the environment, willingness to pay premium, and 

their attitudes towards Circular business model. However, the knowledge towards the 

environment is not sufficient to create a purchase intention. Since, knowledge about product, 

incentive, and attitudes must be formed to lead to purchase intention. 

 

The 317 respondents from all over Sweden showed a positive attitude and purchase intention 

towards Circular business model. Furthermore, when concluding it is crucial to gain a deeper 

understanding of the respondents to see variance amongst them. Hence, it is shown that the 

highest attitudes belonged to the postgraduate who are one-fourth of the total respondents. In 
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which is associated with the other outliers amongst age groups who belong to the age of 26 to 

35 who also hold highest attitudes amongst other age groups who form one-third of the 

respondents. Therefore, it demonstrates that the more educated the consumer in Sweden the 

higher the attitudes. As for the gender, men in Sweden hold more positive attitudes towards 

Circular business model car service than female. This study has been completed in Sweden, 

yet the finding of this study can also be applied to other Scandinavian regions with the same 

culture. Moreover, it could also be utilised in the food and grocery sector to understand 

consumer behaviour towards organic and Fair-Trade food, Samwise clothing industry. 

7.1. Theoretical implications 

Since Circular business model is relatively new in academic research, and mostly studied from 

the company´s perspective and barriers. There are gaps in the knowledge that needs to be filled. 

One of these gaps, is a crucial component in the implementation of Circular business model to 

be able to succeed, is undoubtedly the consumers and their attitudes. This study has extended 

the knowledge from the consumers´ perspective. Presenting new standpoint on attitudes from 

consumers´ side towards Circular business model. What influence the attitudes of consumers 

in Sweden towards Circular business model, which is the most interesting segment, which 

factors influence purchase intention and attitudes. This study contributed to further 

understanding consumers in relation to circular business model services where it will be a 

platform to study further the variables impacting purchase intention in depth. 

7.2. Managerial implications 

It can be seen that Sweden is a fertile ground for Circular business model, from the overall 

positive attitudes and purchase intention, in addition to the willingness to pay premium. 

Companies that are planning to establish CBM in Sweden, can benefit not only from the 

knowledge of positive attitudes and purchase intention but also from the understanding of 

segments, such as understand income, and education levels and age of the respondent with 

highest attitudes.  

 

This study showed that Postgraduate have higher earning power, awareness of ethical products, 

awareness of the environment and they are more willing to pay premium. Postgraduate also 

correlates with the age of 29 years to 35 in Sweden and are 35% of the overall graduate. This 

shows that ethical product launches can use this fact to have strong marketing on early adopters 
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from that segment. Such segments are present in larger cities, this can also be an important fact 

in product launches in such cities. 

 

Moreover, managers can have a new perspective on what influences attitudes, and purchase 

intention when it comes to Circular business models This information can be employed to 

improve marketing and understand pricing strategies for such services as the willingness to pay 

premium on average in this study was high. Also, this thesis can be generalisable to 

Scandinavian cultures which are similar to Sweden, such as Denmark, Norway and Finland. 

Another contribution this study has achieved is for NGO’s who can understand the Ecological 

paradigm of Swedish consumers, and how willing there are to choose greener solutions for the 

environment. 

7.3. Limitation and future research 

One of the limitations of this study is that the missing cases could not be analysed since the 

survey was sent to many people around Sweden. Moreover, it was narrowed down to one 

scenario of car-sharing service. Since this study has surveyed respondents quantitatively. A 

limitation can also be due to the scope of the study which is limited to a quantitative approach 

which cannot dig deeper to gain narrower knowledge on attitudes. The authors suggest for 

further research a qualitative approach interviewing different segment from Sweden to get an 

in-depth understanding of attitudes and dig deeper into reasons behind purchase intention on a 

micro-level. The authors also suggest further study on the personal reasons behind purchase 

intention on an individual level on representatives from each age, education, income group to 

understand the motives and attitudes towards Circular business models thoroughly, using 

different Products and company example. 
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9. Appendix 

9.1. Questionnaire 

9.1.1. Scenario 

Hello, 

We are three master students studying marketing at Linnaeus University Sweden, and we are 

doing a study on Sustainable business models. As a context we chose access-based car scenario 

in this study. Access-based car service customer has collaborative access to a car instead of 

owning one, and it is a sustainable practice by allowing more users to drive a car from a car-

pool instead of owning them. It addresses problems with carbon emissions and reduces new 

car manufacturer which has a high carbon footprint toll on the environment. This survey will 

be anonymous. And will take maximum 5 minutes. We highly appreciate your help. 

 

If there are any enquiries please feel free to contact us at: 

  

Jan Kristl 

Jk222wd@student.lnu.se 

+420733624229 
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Sam El-Tahan 

Se222ph@student.lnu.se 

0700009444 

  

Ahsan Javed 

Ma224gz@student.lnu.se 

0728773203 

  

The company offers access-based car service to private customers, government, and corporate 

sector. Members get access to several cars, where he/she has a membership card for logging 

into the platform, in addition to an application on their smartphone for booking. Members can 

easily log in and book cars within minutes, choose city, place of the car pick-up and return. 

Customer will drive the car himself/herself. You get to the location of the car, access the car 

run your errands, and then return the car, the time and place you have specified. 

 

  

Price range: 

  

1)      What is your gender? 

Male/ Female/Other 

 

2)      What is your age? 

0-17; 18-29; 30-39; 40-49; 50-59; 60+ 

 

3)      Education 

         College or Diploma, Undergraduate degree, Postgraduate degree, PhD, Others 

 

4)      Income in thousand SEK / Month 

         0; 0-15; 16-25; 26-35; 36-45; 46-55; 56 and above 

 

5)      Do you have a driving licence? 

         Yes/No 

 

6)      Do you have a car? 

Yes/No 

  

  

Attitudes toward CBM: 
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ATT1. I find participating in access based car service to be a wise move. 

ATT2. I think access based car service is a positive thing. 

ATT3. I think participating in access based car service is a good thing. 

ATT4. Sharing goods and services within an access based car service makes sense. 

ATT5. Access based is a better mode of consumption than selling and buying individually. 

  

(Ajzen 1991; Hamari, et al, 2016) 

  

  

Purchase intention: 

  

PI1 I am confident that I would use access based car service. 

PI2 I believe that there is a high chance of me becoming a customer of access based 

consumption. 

PI3 I am willing to participate in an access based car service. 

PI4 I believe that it is a great idea to pay for access based car service. 

  

 (Wu et al., 2015; Hong and Rhee, 2016) 

  

Willingness to pay premium: 

  

WPP1. I am willing to pay more for Access based car service than owning a private car. 

WPP 2. I would be willing to pay more for my car rides if I knew the added cost paid is better 

for the environment? 

WPP3. I am willing to pay more for eco-friendly access based car service than for ‘regular’ 

private car. 

  

(Kazeminia et al., 2016) 

  

Ethical product awareness 

  

AEP1. I am aware of ethical products 

AEP2. I can differentiate ethical products from other products. 

AEP3. I know how ethical products look like. 

AEP4. I can quickly recall some ethical products. 

AEP5. I can think of an ethical product from the top of my mind. 

AEP6. I can quickly think of some characteristics of ethical products. 

  

(Yoo et al., 2000; Villarejo-Ramos and Sánchez-Franco, 2005) 

  

Modified NEP questions: 

  

NEP1. Humans are severely abusing the environment 

NEP2. Plants and animals have as much right as humans to exist 
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NEP3. The earth is like a spaceship with very limited room and resources 

NEP4. The balance of nature is very delicate and easily upset 

NEP5. If things continue on their present course, we will soon experience a major ecological 

catastrophe. 

  

(Lundmark, 2007; Liu et al, 2018) 

  

 

 

 

 

 

 

 

 

 

 

9.2. CBM- Schematic summary 
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Figure 10. Schematic summary of circular economy activities. The material must cycle as 

much as possible via these activities. Mining, energy recovery & landfill must be minimized 

to zero. 

 

 

 

 


