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Abstract 
This study comprises what triggers ethical consumption, based on personality 
archetypes. It has been conducted through semi-structured interviews. The respondents 
were students at Linnaeus University in the ages of 20-27. The personality archetypes 
were mapped through a conceptual model, based on the foundations of a personality; 
ego or social, with tendencies of having freedom or order characteristics. The 
respondent’s ethical behaviour was mapped in a conceptual model, then analysed in 
accordance with existing personalities. The results show differences in what triggers 
consumers’ behaviour in ethical consumption and that the individual’s personality 
determines to what extent. 
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1 Introduction 
1.1 Background 
Mankind is more than ever aware of its situation and impact on the environment. 
Through an overconsumption of natural resources, mankind has created a demand for a 
behaviour that is not sustainable, in terms of being able to live on this planet. The rich 
are getting richer, and the poor faces a future where it will be hard to survive. The 
increased population, in accordance with overconsumption and depletion of the 
environment, will drain our natural resources and create a more difficult environment 
for the agriculture to survive. There exists an urgent need to decrease the consumption 
of earth’s natural resources (Jose and Lee, 2007, in Ferguson, 2014). 
 
The awareness about our environmental situation has created the insight that we have to 
make a difference, which has created an ethical consumption. Ethical consumption is a 
term that is not clearly defined, but it comprises tendencies within cultures and patterns, 
such as environmental friendliness, concerns and the overall view of sustainable 
products (Lewis and Potter, 2011). 
 
The social responsibility of the consumer has created a demand that pressures 
companies to engage in “greener” management. This new market and consumer 
behaviour is the result from years of accepting the current environmental situation. 
Various researches has shown that sustainability has become a frequently problematized 
matter for which we as consumers intend to do better. In our post-modern society, 
individuals actively reflect upon their existence. This generates behaviour through 
existing norms, to make a positive impact to the greater good (Dupuis, 2000). The 
change in demand from consumers has created a growing interest of information of how 
to develop business strategies, based on sustainability. Further investigations into the 
consumers ethical and environmentally behaviour is needed (Ferguson, 2014).  
 
Ethical consumption has already been adopted by companies as strategies of exceeding 
sales and creating social connection to their brand. By adding a value-dimension to their 
products and presenting pros through making a purchase of the product of the matter, 
such as preventing child labour or animal welfare and so on, the company can achieve 
greater sales (Auger et al., 2003).  
 
Individuals have to make a difference in the way they consume and since consumption 
is a result from companies’ actions on the market, companies have to create a more 
sustainable business operation. But first there need to exist an understanding of the new 
consumer behaviour, so that companies can know what consumers to target. Consumers 
are willing to pay for a contribution of the greater good and we are in great need of 
change. 
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1.2 Problem analysis 
The segment of ethical consumerism is hard to define, since it is based upon 
behavioural and psychosocial factors (Lewis & Potter, 2011). Getting to know how 
consumers think, feel, reason and of how they are influenced by their environment, 
could lead to companies finding patterns of behaviour, were they could make a profit 
(Wänke, 2008).  
 
To understand the human's behaviour, there needs to be an understanding in its needs, 
desires and goals. According to Rokeach (1973) it is the underlying construct of 
motivation that explains certain behaviour, such as being helpful or caring. Further, 
Rokeach (1973) describes that values guide the foundation of attitude and belief 
development, and influence the behaviour indirectly. Stern (1992) found an increasing 
trend of using personal values for a pro-environmental behaviour, where the consumer 
itself was influenced to gain satisfaction through acting consciously in environmental 
issues.  
 
Kim and Choi (2005) state that collectivistic orientations are influencing a variety of 
social behaviours such as the motivation to engage in environmentally conscious 
behaviours. For individuals to change their behaviour and engage in environmental 
issues, they need to gain knowledge or come to an understanding about it. Mostafa 
(2009) mean that environmental knowledge is fundamental and one of the main reasons 
why consumers choose to engage environmentally. It could also depend on their 
concern of environmental issues (Kim and Choi, 2005; Mainieri et al., 1997). Stern and 
Dietz (1994) mean that people’s environmental concerns differ depending on their value 
orientation or certain personality traits, that two people could express the same level of 
general concern for an environmental issue for completely different reasons. Even 
though consumers have concerns about environmental issues, it does not necessarily 
result in them doing pro-environmental decisions or make them change their behaviour 
(Vermeir and Verbeke, 2006). Ellen et al. (1991) mean that neither being 
knowledgeable, have an understanding or being concerned about the environment even 
matters, if the consumer doesn’t believe that their actions contribute to solving a 
problem or making progress to it.  
 
In other perspectives Ahmad and Juhdi (2008) noted that product information is one the 
most influential factors affecting consumers’ pro-environmental behaviour. Granville 
(2009) argues in the same matter, that the positive link to certification of Fair Trade and 
the storytelling about a green and sustainable production, as motivations to a purchase. 
Scrase (2010) presents the possibility that a well-known brand will create trust if 
announcing a ‘sustainable’ product, meaning the benevolence is perceived to be good, 
just because the company has a high recognition. Further, Lidman and Renström (2010) 
states that the consumer has developed an individualized consumption, which has led to 
a product marketing based on perception of the self after using a product. In accordance, 
Carolspearson.com (2016) argues for an influence of different stories on the projected 
self as a change in the human behaviour. 
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There is a gap in understanding the underlying consumer criteria, in consumption of 
sustainable products and the consumer’s decision-making (Vermeir and Verbeke, 2006). 
Understanding the criteria or the behavioural of the consumer could be helped by 
categorizing them (Tallontire et al., 2001). Jung (1968) found it easier to understand 
people and their behaviour by dividing them into different categories or archetypes, 
depending on their personality characteristics. Pearson (1991) further developed Jung’s 
archetypes and came to a conclusion that there are twelve major archetypes that would 
summarize all kinds of personality in the wide range.  
 
1.3 Research questions 

- What personality archetypes choose to purchase sustainable products?  
- Why does a certain personality archetype choose to purchase sustainable 

products?  
 
1.4 Purpose 
Identify what triggers ethical consumption, based on personality archetypes.  
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2 Theoretical investigation 
This chapter depend on various areas affecting consumer behaviour, starting with 
defining and characterizing different types of personalities and behavioural archetypes. 
Once the archetypes are described, the chapter further describes the behavioural 
foundation, whether a person is individualistic or collectivistic in its’ nature. From 
there, several areas affecting behaviour are presented.  
 
2.1 Collectivistic or Individualistic characteristics  
Hofstede (1980) originated this notion between individualism and collectivism, showing 
similarities from animals to the human species. He states that some animals are 
gregarious, such as wolves and others more solitary by its nature, such as tigers. 
Meaning that we as humans show tendency of gregariousness to different degrees. We 
differ between being individualistic to collectivistic value oriented. Collectivism is 
being emphasized as in-group harmony, group-oriented goals, social hierarchies, 
interdependence, cooperation and a significant low level of competition in comparison 
with individualism (Hofstede, 1980; Triandis, 1995), which on the contrary is 
characterized by higher level of competition, independency, freedom of choice and self-
reliance (Triandis, 1995).  
 
Hofstede (1980) illustrates differences in basic beliefs of the individual, such as 
interaction with others, perceived importance of unity with others and priority of group 
goals. These beliefs differ between the cultures of the specific individual, but is also 
defined by the family of the individual. For instance, a collectivistic culture tends to be 
interdependent and group oriented, whereas an individualistic culture is more self-
oriented and independent. This value orientation is being opposed by Triandis (1995), 
who instead describes that people necessarily are neither individualistic nor 
collectivistic, but can possess both tendencies. That it is more likely that individuals 
differ in their value orientation within a culture.  
 
It has been found that collectivistic or individualistic value orientations are influencing 
a variety of social behaviours, such as the motivation to engage in environmentally 
conscious behaviours (Kim and Choi, 2005). McCarty and Shrum (2001) found that 
Individualistic people viewed the recycling process as less important and that a 
collectivistic person in contrary, are more likely to engage in recycling behaviours. That 
same result was reached by Li’s (1997) study with ecological commitments by people 
of a collectivistic or individualistic value orientation.  
 
The human values are cognitive representations of the individuals abstract means of 
behaving, e.g. being helpful or caring, or its’ abstract goals e.g. wanting world peace. 
Human values can in similarity to needs, desires and goals, function as constructions of 
motivation that helps the individual to guide it´s behaviour (Rokeach, 1973). Stern 
(1992) found that the role of personal values in influencing pro-environmental 
behaviour is increasing and gaining attention, relative to other solutions, such as 



  
 

5 

punitive sanctions and monetary incentives. That the voluntary choice of the individual 
may be influenced by values that transcend self-interests. 
 
2.2 Personality archetypes 
In order to understand the consumer, it is necessary to evaluate different personality 
archetypes of the individual. What are behaviour and why does a consumer act in a 
certain manner? 
 
Carl Gustav Jung was a student of Freud in the early 20th century and he developed 
Freud´s claim that our actions were based on ambitions and unconscious aspirations. 
Jung (1968) stated that there was a collective of these aspirations and ambitions, 
unconsciously available for the individual. The so-called archetypes. By recognizing the 
self in other persons or situations, these constructs trigger an action since they arouse 
strong feelings (Jansen, 2006). 
 
In order to taper Jung´s (1968) psychological explanation of the infinite number of 
archetypes, into a more perceivable concept, Pearson (1968) narrowed the individual´s 
ambitions and aspirations into the number of twelve. Since an ambitions and aspirations 
change through experience and can be developed over time, these twelve archetypes are 
universal and can be accessed by every individual (Pearson, 1991).   
 
Pearson (1991) places the archetypes together in a diagram, where the horizontal axis 
indicates an individual´s tendency to orient its actions to social (collectivistic) or ego 
(individualistic). Further, the individual´s tendency to relate to order or freedom, is 
indicated on the vertical axis. These are the four main-drivers of a behaviour (Figure 1, 
p. 5). 
 
2.2.1 Behavioural orientation  
Narrowing the human behaviour into twelve archetypes (figure 1, p. 6), will ease the 
process of understanding the motivation of why the consumer behave like they do. 
Whether an individual know who he or she is, there will be expectations from the 
environment or self, in certain behaviour. This is the way we will orient our actions – to 
fulfil the projected story of a desired self. Since the archetype of an individual can be 
developed over time, it will be influenced by dominant stories in people of its 
environment, that furthermore can change the behaviour (Carolspearson.com, 2016).   
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Figure 1. Pearson’s (1991) twelve personality archetypes 
 
2.2.2 The twelve archetypes 
To ease the process of understanding the archetypes, brands and archetypes are put in 
relation to each other. 
 
The Ruler 
Individuals within this archetype has the strongest need for order and they can be 
characterized by leadership. Jansen (2006) states that they seem to know the answers, a 
solid vision of improvement in general and tend to have the desire to rule in complex 
contexts. Companies that target this customer segment, are brands like Audi, Mercedes 
and Rolex, because they stand for success. 
 
The Sage 
Mark and Pearson (2001) explain the typical Sage as the wise individual, with 
knowledge and a lot of insights. They can be characterized by intelligence and reflexive 
by nature, meaning that they like to share information. The Sage is in need for order, but 
accepts the world for what it is. Brands like Sony and The Economist are typical for 
targeting the Sage. 
 
The Magician 
RedBull and Disney are two typical companies wanting to create a feeling of 
uniqueness. According to Jansen (2006), this is exactly what the Magician as an 
archetype can relate to. Wanting to change, be special and can be characterized by 
powerfulness and imaginatively. They can complete what others see as impossible. 
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The Hero 
These are individuals where it is all about winning, achieving new goals and simply 
being the best (Jansen, 2006). The Hero influences others to perform, they have the 
target to change the world and can be characterized by ambitious and decisive. Nike is a 
good example of a brand that the Hero can relate to. 
 
The creator 
Apple and Lego are both companies wanting to mediate innovation and originality 
(Jansen, 2006). The Creators are more in need of freedom and they are characterized by 
inventiveness and creativity, but some sense of order is still necessary (Pearson, 1991). 
 
The Explorer 
The archetype is identified by freedom and curiosity, but its ego shall not be overseen. 
The drive is individually oriented and they are striving for independency (Jansen, 2006). 
Further, Mark and Pearson (2001) argues that the need of authenticity is fairly 
important, compared to the possibility to stand out. Associated brands are e.g. Land 
Rover and National Geographic. 
 
The Outlaw 
The archetype is in a great need of freedom and strives for changing existing structures 
in the present. Their characteristics are risk taking, powerfulness and they have strong 
personalities (Mark and Pearson, 2001). Jansen (2006) associates the brands Harley 
Davidson and Linux, as companies targeting the Outlaws. 
 
The Jester 
Individuals who just want to have a good time, live life to its fullest and maintain it 
without trouble, are being associated with this archetype. Their personalities are 
characterized with spontaneity, playfulness and humour (Jansen, 2006; Mark and 
Pearson, 2001). It is a more social, than freedom-oriented archetype and brands like Ben 
& Jerry´s and Pringles, are typical brands for the Jester. 
 
The Lover 
Towards the more social-oriented archetype is the Lover, who can be characterized by 
seduction and lust (Jansen, 2006). Typical for the Lover are also their faithful bond to 
relations and to improve their quality in life. Such brands are according to Jansen (2006) 
Magnum and Bacardi.  
 
The Caregiver 
This is the strongest social-oriented archetype, that is related to compassion and helping 
others (Jansen, 2006). Typical the Caregiver can be characterized by generosity, 
friendliness and protective. Nivea and Dove are two typical brands, giving people a 
perception of appreciation. 
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The Everyman 
As the name presents, individuals related to this archetype are ’regular people’, they 
possess a down to earth attitude, empathy and a common sense (Jansen, 2006). 
Carolspearson.com (2016) present the everyman as a team-problem solver and are 
individuals proud over their profession. The impression a good cause is driving the 
Everyman, and according to Mark and Pearson (2001), IKEA is a good example of such 
a brand. The company creates the feeling that the individual is as good as the brand. 
 
The Innocent 
Individuals with the hope for a brighter future and a tendency to indulge in reminiscence 
are both typical characteristics for this archetype. They represent deep values and 
beliefs. Their personalities are characterized by idealism and optimism (Mark and 
Pearson, 2001). Coca-Cola is therefore a perfect brand, since their campaigns are based 
on happiness. 
 
2.3 Factors affecting behaviour  
The reason of why environmental concern, knowledge and perceived consumer 
effectiveness has been chosen, is because it has been found as a main factor of why 
consumers choose to purchase sustainable products.  
 
2.3.1 Environmental knowledge 
Environmental knowledge illustrates the degree of concern regarding the physical 
environments (Hungerford and Volk, 1990). Further it is defined as the general 
knowledge of facts, concepts and relationships, concerning the natural environment and 
its major ecosystems. Therefore, the concepts are what individuals know about the 
environment, the key relationships that leads to environmental impacts or aspects, 
collective responsibilities necessary for sustainable development and an appreciation of 
‘whole systems’ (Frick et al., 2004).  
 
Kempton et al. (2004) described that most people do not have enough knowledge about 
environmental issues to act responsibly in a pro-environmental way. Traditionally, an 
information-based approach has been conducted to assess people to get more 
knowledgeable about the environment, in order to affect a behavioural change 
(Hungerford and Volk, 1990). This strategy is based on the premise that environmental 
behaviour refers to engage issues, that intent to prevent or benefit the deterioration of 
the environment, and that provided environmental knowledge is essential for 
engagement (Frick et al., 2004). It is found that a high level of environmental 
knowledge can generate a behavioural change (Duerden and Witt, 2010) or produce 
better pro-environmental behaviour (Hungerford and Volk, 1990) or lead consumers’ 
intention to buy green products (Mostafa, 2009). 
 
Hungerford and Volk (1990) described two different levels in which individuals have 
received and grasped environmental knowledge, which affect their willingness to 
engage in environmental issues. They distinguished it between environmental 
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knowledge and environmental understanding, and both Hungerford and Volk (1990) 
and Ellen (1994) argued that individuals who understand the environmental problems, 
are more inclined to take action, since an understanding perceives the issues as personal. 
Studies conducted by Frick et al. (2004), showed that even though environmental 
knowledge or understanding is a prerequisite to engage in environmental issues, the 
knowledge alone isn’t enough to generate environmental behaviour. 
 
2.3.2 Environmental Concern 
Simmons and Widmar (1990) state that an individual’s environmental concern is found 
upon the attitude to the environment. It has been related to the consumer´s conscious 
behaviour, such as willingness to purchase sustainable products (Mainieri et al., 1997). 
 
In a survey conveyed by the authors Mainieri et al. (1997), 200 households in Los 
Angeles was presented to likely consume environmentally, in accordance with their 
beliefs that the products were friendly for the environment. Beyond their willingness to 
purchase sustainable products, Kim and Choi (2005) and Mustafa (2009) found that 
environmental concern was one of the main drivers for purchasing sustainable products. 
 
Schultz (2000) argues for different types of environmental concerns, since individuals 
associate themselves differently with nature and state that the degree we consume is 
related to the individual interconnection. 
 
Stern and Dietz (1994) propose that the environmental concern is rooted in the 
individual´s value system. In accordance with previous, Batson (1994) propose that the 
environmental concern is found upon the pro-social behaviour and motivates by egoism, 
collectivism, altruism and principlism. Further, Stern and Dietz (1994) propose for a 
cluster of Batson´s (1994) four categories of pro-social behaviour, down to three 
categories – egoistic, altruistic and biospheric. They argue the individual´s attitude 
towards environmental concern as a value they relate to themselves (egoistic), to others 
(altruistic) or animals/plants (biospheric). 
 
1. Egoistic - Concern for the self  
Egoism is a self-interest motive. Batson (1994) describes it as if the ultimate goal is to 
increase the actor’s own welfare, to support only the individual’s self. The definition 
can be extended to an individual that sees themselves as independent from other people 
and the natural environment. With basis of not feeling interconnected with the natural 
environment and other people, their concern for environmental issues are only 
motivated by how the individual’s actions could contribute to the self. Egoistic concern 
is a derived value orientation of individualism, which Hofstede (1980, p. 225) stated; 
“stands of a society in which the ties between individuals are loose: Everyone are 
expected to look after him/herself and her/his immediate family only.”  
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2. Altruistic - Concern for other people 
Altruistic concern, in contrast with egoistic, is an individual mind-set that are more 
aware of its harmful consequences towards others (Schultz, 2000). Schwartz (1977) 
theory of altruism and altruistic people, suggests individuals who view themselves as 
interconnected with others and are distinguished by their concern for the welfare of 
others. An altruistic person is characterized by responsibility for changing the offending 
environmental condition (Schwartz, 1977), and can often be identified with the golden 
rule (Scott and Seglow, 2007). The selflessness of altruistic behaviour is questioned by 
Scott and Seglow (2007), meaning that it can in many cases benefit the self of the 
individual. Batson (1994) argues that real altruistic concern is defined when a person 
ultimately benefits the other person without any self-gain. If it were to a group, that 
would make it collectivism, or to uphold a moral principle would categorize it as 
principlism.  
 
There can be morally twists on altruistic behaviour. Scott and Seglow (2007) means that 
it can be a motivation to assist others only to get something back in return. Altruistic 
behaviour can thus be a strategy for putting oneself in a position where one could later 
ask for a favour in return.  
 
3. Biospheric – Concern for the biosphere 
Biospheric altruism is the concern for non-human elements of the environment and is 
based upon the individuals’ desire to gain rewards for all living things, or to avoid 
harmful consequences for the biosphere. People with strong biospheric value orientation 
bases their pro-environmental action upon the costs contra the benefits for the 
ecosystem and the biosphere as a whole. In contrast to egoistic concerns, biospheric 
concerns are related to positive attitudes towards global and more abstract 
environmental issues, but also to specific environmental issues. Both types of concerns 
may be predictive of attitudes toward a specific issue, but each has a different 
foundation (Schultz, 2000). Stern and Dietz (1994) found that biospheric concern was 
positively influencing individuals’ behaviour to purchase green products. They also 
concluded that women have stronger beliefs than men, about consequences for not only 
the self and others, but also the biosphere.  
 
2.3.3 Perceived consumer effectiveness (PCE) 
Perceived consumer effectiveness, later referred to as PCE, was used to predict 
ecological concern, ecological consumption and responsible patterns upon measuring 
PCE as an element of personality variable (Kinnear et al., 1974). PCE is described as 
the extent to which individuals believe that their actions make a difference in solving a 
problem (Ellen et al., 1991). The actions and/or intentions of subjects, are affected by 
the degree to which they believe the occurrence or evasiveness of an event, can be 
affected by their action(s) (Thompson, 1981). Thus, if individuals believe their 
behaviour will or will not lead to a desired outcome, then this should determine the 
individuals’ behaviour and intention (Ellen et al., 1991). PCE is referred to the self-
evaluation, in the context of the environment issue (Kinnear et al., 1974). Even though 
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consumers have concerns about environmental issues, it would not necessarily result in 
them doing pro-environmental decisions or make them change their behaviour (Vermeir 
and Verbeke, 2006). Kim and Choi (2005) argues that individuals with a strong belief 
that their environmentally conscious behaviour will result in a positive outcome, are 
more susceptible to commit in such behaviours in support of their concerns for the 
environment. Therefore, belief in the perceived self-efficacy in environmental issues 
can influence the likelihood of environmental purchases.  
 
The behaviour or intention of taking action is determined by knowledge, as well as 
direct experience and the experiences of others. This varies since individuals differ in 
their knowledge and experiences (Thompson, 1981). It is more likely that individuals 
with a collectivistic tendency, or from a culture that is characterized by collectivism, 
will take action on a cause they believe they will contribute to solving (Ellen et al., 
1991). Mills and Clark (1982) base this primarily on the fact that collectivistic people 
are interdependent with members of the same culture or group and therefore shape their 
behaviour depending on the groups’ norms and goals.  
 
Ellen et al. (1991) showed criticism towards PCE and stated that it wasn’t generalizable 
to all pro-environmental behaviour. Even if the individual believes that his/her action in 
a specific activity could help solve an environmental problem, then this belief would 
lead to influencing the individual to engage in the specific environmental issue, but it 
does not necessarily reflect on the individuals’ willingness to engage in other pro-
environmental actions. Further, it was acknowledged in Ellen et al (1991) study that 
PCE was found as contributor to recycling, contribution to environmental groups and 
purchases of ecologically safe products, but it wasn’t leading to the individuals 
becoming members in environmental groups and or communicated with public officials 
on environmental issues. Kim and Choi (2005) found that PCE was a main predictor on 
behaviour controlling the individuals purchasing of green products and Webb et al. 
(2008) found that individual’s decisions to recycle, was controlled by their beliefs that 
their actions made a difference. In this study PCE was found as the main contributor to 
individuals’ socially responsible behaviour. Ellen et al. (1991) concluded that specific 
attitude measurement should be used to predict specific pro-environmental behaviour 
and not applicable to the general pro-environmental behaviour.  
 
2.4 Summary of Theories 
You have now read about twelve different personality archetypes. Pearson (1991) 
presented in her model the behavioural foundations as collectivistic characteristics 
(social) and individualistic characteristics (ego). She also presented a tendency to strive 
for freedom or order. Through this model it is possible to map the different personality 
archetypes, among the chosen respondents in this study. After that, you read about 
factors affecting the consumer behaviour towards ethical consumption, such as; 
environmental concern, environmental knowledge and perceived consumer effectiveness 
(PCE). These areas of theory are used in order to understand the behaviour among the 
respondents.  
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3 Conceptual Model 
This chapter visualizes a model that has been inspired by Pearson´s (1991) concept of 
the twelve personality archetypes. The conceptual model will work as a method when 
analysing different personality archetypes and characteristics among the respondents.  
 
3.1 Mapping the personality archetype 
Through an inspiration of Pearson’s (1991) diagram of the twelve archetypes, this new 
conceptual model has been created. In accordance with this model, the collected data 
from the interviews were analysed. Through chosen theory, the researchers found that 
the main foundation of an individual’s behaviour was based on a collectivistic (Social) 
or individualistic (Ego) behaviour. Freedom and Order are just working as indicators in 
this model, when the consumers’ personalities were mapped, whether they were more 
ego or social. 
 
The intention was to match the respondents´ answers to an ego or social personality, left 
or right in the model below. Instead of having freedom and order as two foundations of 
an individual´s behaviour, the researchers developed two major categories of ego and 
social, with a tendency to strive for freedom or order: 
 
1. If an Ego personality strives for freedom, it is mapped in the yellow area. 
2. If an Ego personality strives for order, it is mapped in the orange area.  
3. If a Social archetype strives for freedom, it is mapped in the light green area.  
4. If a Social archetype strives for order, it is mapped in the dark green area. 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.  Ego or Social Characteristics (constructed model by researchers). 
 
These models are presenting the four different types of clustered combination of social, 
ego, order and freedom archetypes. From these four different clusters being Social-
freedom, Social-order, Ego-order and Ego-freedom, the conceptual model examined 
the different groupings upon their behaviour, towards ethical consumption and then 
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presented the patterns in how they motivate a purchase of a sustainable product in 
visualized model showing below in chapter 3.2. 
 
Ego - freedom (a clustered archetype of The Hero, The creator and The Explorer): 
These are individuals that are characterized winning, achieving new goals and simply 
being the best. Personal development is important and they are ambitious to seek it in 
every chance they get. They never gets fully satisfied. They are individually oriented, 
independent and curious in their nature. They are innovative and filled with ideas and 
solutions to problems in life. Trying new things is fun and it comes easy to them. 
Authenticity and the possibility of standing out are important (Jansen, 2006; Mark & 
Pearson, 2001).  
 
Ego – order (a clustered archetype of The Ruler, The Sage and The Magician):  
These are individuals that are characterized as leader personalities, with a great need of 
order and structure. They have a desire to lead and be in the centre of attention. 
Themselves see them, at least, as knowledgeable and cunning. Individuals with this 
characteristic has a lot of insights, and are likely to share its’ information with others in 
order to enlighten or to gain satisfaction by doing it. They see themselves as different 
compared to others and want to create the feeling of uniqueness. The feeling of wanting 
to be special and to change things can derive from their powerfulness and imaginatively 
(Jansen, 2006; Mark & Pearson, 2001). 
 
Social – freedom (a clustered archetype of The Outlaw, The Jester and The Lover):  
These are individuals that are characterized by a great need of freedom and a strive for 
changing structures in the everyday life. They are risk takers, that wants to live life to 
its’ fullest and maintain it without trouble. They are entertainers, who just want to have 
a good time. They are spontaneous, playful and have a good humour. They are still 
valuing bonds and relations. They want to help out and have will to improve their own 
quality of life but also others (Jansen, 2006; Mark & Pearson, 2001).  
 
Social – Order (a clustered archetype of The Caregiver, The Everyman and The 
Innocent):  
These are individuals that are characterized with compassion and the want of helping 
others. They are generous, friendly, protective and optimistic. They can also be seen as 
every day, regular people, with a down to earth attitude, empathy and common sense. 
They are team players and the good cause is a strong drive. Meanwhile they all have a 
hope for a brighter future, have deep values and beliefs. They are somewhat structured, 
and in need of routines and ideals in life (Jansen, 2006; Mark & Pearson, 2001).  
 
Example A. 
To understand the conceptual model, Consumer X´s answers are used. She described 
herself as a team player and she prioritizes the well fare of others before her own. She 
need routines in her life and she lives after ideals. She is very humble in her approach 
and claims to be optimistic. Therefore, she can be mapped in the Social-order 
personality archetype (Figure 3, p. 15). Her personality within the archetype, was put in 
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correlation to all characteristics within the other personality archetypes. This made it 
possible to move the X towards any axis and determine where in the model she should 
be mapped, depending on the level of correspondence with items.  
 
 
 
 
 
 
 
 
 
 
 

Figure 3. Consumer X´s personality archetype 
 
3.2 Mapping the environmental behaviour 
To be able to map an environmental behaviour, an additional conceptual model was 
created based upon the different theoretical concepts of behaviour that was presented in 
chapter two. By mapping the individuals´ arguments towards environmental issues in 
bars, it was easy to get an overview of existing arguments (figure 5, p. 16). 
 
Level of correspondence 
Example B is put in the most extreme context, were Consumer X has the highest or 
lowest level of behaviour in each of the subjects. By presenting an example in an 
extreme condition, it is possible to orient the mapping of those respondents who does 
not have the same level of behaviour. To further map an environmental behaviour, there 
exists five points were the respondents has been mapped on the environmental 
behaviour bar, regarding each item of a subject. Depending on what they have answered 
and how they said it, has decided where on the bar their behaviour was mapped. If there 
existed an uncertainty regarding an answer, the answer was put in correspondence with 
all of the levels in the bar, to map it as correctly as possible. 
 
 
 
 

 
 

Figure 4. Low and high level of correspondence with item 
 
 
Example B: 
Consumer X´s arguments towards environmental issues and her own environmental 
behaviour are presented in figure 4. The arrows on top of the model are an indication of 
a low or high content of information regarding the subject. Consumer X stated that 
knowledge about environmental issues is very important to make a purchase of a 
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sustainable product. Therefore, this argument will be mapped in the right end of the bar 
knowledge. She also stated that an increased understanding of environmental issues 
would increase a pro-environmental behaviour from her. Further, this answer will be 
mapped on the right side of the bar understanding. 
 
When it comes to the subject of environmental concern, consumer X do not purchase 
sustainable products because it reliefs guilt or with the intention that it is good for her 
health. Therefore, her concern will be mapped on the left side of the bar egoistic. 
However, in her answers she argues for her pro-environmental behaviour and that she 
also purchases sustainable products because it will generate a better life for someone 
else. She is even prioritizing sustainable products before ordinary products and the 
premium price does not affect these purchases. Because of her high level of concern and 
behaviour towards the environment and contributions for other people, her biospheric 
and altruistic concern will be mapped on the right side of these bars. 
 
Even though she is doing everything she can to create a better life for someone else 
through purchasing sustainable products and acting in a pro-environmental way in 
general, she does not believe that her actions matter. Therefore, she will be mapped on 
the left side of the bar PCE. Now the mapping of consumer X is ready to be compared 
to her personality archetype. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5. Consumer X´s environmental behaviour 
 
Even though she is doing everything she can to create a better life for someone else 
through purchasing sustainable products and acting in a pro-environmental way in 
general, she does not believe that her actions matter. Therefore, she will be mapped on 
the left side of the bar PCE. Now the mapping of consumer X is ready to be compared 
to her personality archetype. 
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3.3 Comparing the personality archetype with the environmental 
behaviour. 
Figure 4 is showing consumer X´s personality archetype and her environmental 
behaviour. It is possible to see that her personality is corresponding to her behaviour. 
She is an individual that cares for others and she also have a great concern for the 
environment, because of her great knowledge and understanding about environmental 
issues. She does not purchase sustainable products for her own well-being or quality, 
she values the need of help for others.  
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6. Example of personality archetype in relation to environmental behaviour 
 
As in figure 6, the general environmental behaviour for each of the four personality 
archetypes will be mapped (figure 7). By later analysing the correlation between the 
personality archetypes, with the general environmental behaviour in the clustered 
respondents, it is possible to target the personality archetype that purchases sustainable 
products. By later adding the general argument for the purchase, it is also possible to 
identify what triggers their purchase of a sustainable product. 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 7. Example of a general environmental behaviour in Social-order 
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4 Method 
To create a structured evaluation process of the theoretical and empirical investigation, 
an implementation of known method within every chosen area of knowledge is required. 
This chapter visualizes the design, the strategy, quality criteria of research and the 
overall methods of this study.    
 
4.1 Research Design 
A research design is described as the framework or technique, for collecting and 
analysing the data of the study. The research design is the structure that controls and 
guides the use of research methods, the analysis of data and the information obtained in 
the study. The choice of research design, reflects the statements and decisions that are 
prioritized by the researchers, such as; the causal connection between variables; the 
question of generalization of larger groups of individuals apart from those part of the 
investigation; understanding behaviours and the meaning they have in the specific social 
context they are part of; and assessments over time of various social phenomena and the 
relationship between them (Bryman and Bell, 2011). Our study examines why different 
personality archetypes purchase sustainable products, and thus focusing on 
understanding behaviours among them. The area has not had prior research; therefore an 
exploratory research design is conducted. Ghuari and Grønhaug (2005) describes 
exploratory research as a design for problems that are badly understood and are in need 
to be investigated further.  
 
4.1.1 Exploratory Research 
An exploratory research design is implemented when a problem is in a preliminary 
stage and it has not been clearly defined (Shields and Rangarajan 2013).  When a topic 
is new and data have not been collected, or when there is need to gain further familiarity 
with a phenomenon or acquire new insight into it, then researchers find reason to further 
explore it (Creswell, 2014). If one cannot make conceptual distinctions or posit an 
explanatory relationship concerning the topic of the study, then an exploratory research 
design should be conducted (Shields and Rangarajan, 2013). The result of an 
exploratory research is not usually useful for decision-making, but can instead provide 
insights into a certain unexplored topic (Creswell, 2014). This studies result is referring 
to the latter, since it is showing the different personality archetypes that are more 
willing to purchase sustainably, and what motivates them to do so. The result can thus 
be of interest for further investigation. An exploratory research within qualitative 
research can result in supplying us with the answers to when, how and why something 
occurs, rather than measuring “how many” times or “how often” it occurs (Creswell, 
2014; Shields and Rangarajan, 2013). Therefore, it is often not seen as generalizable to 
a larger population.   
 
A research that has an exploratory purpose explains the courses of events and 
relationships between phenomenon’s. It aims to reach as much knowledge as possible in 
a given area and could be experimental (i.e. full control over the research) or quasi-
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experimental (i.e. not totally in control over the research) (Bryman and Bell, 2011). An 
exploratory framework within qualitative approaches often relies on methods’ such as 
interviews and focused groups.      
 
4.2 Research approach 
4.2.1 Deductive approach 
The researchers have decided to work in accordance with a deductive approach. A 
deductive approach is concerned with drawing conclusions from propositions and 
premises. This means that the researchers begin with exploring a known theory and test 
it against observations on a given circumstance. (Ghuari and Grønhaug, 2005). When 
conveying a deductive study, the first steps are to examine the theoretic framework and 
let the theory that is found guide the direction of the research. It is most crucial that the 
researchers conduct a thorough review of theories to be able to test it (Bryman and Bell, 
2011).  
 
Theory → Observations/Result. 
 
The researchers began the study by creating a theoretical framework, based on existing 
theory that gave us knowledge on the subject to be studied. In this case, ethical 
consumerism and green purchase behaviour. The formulation of the study’s problem is 
based upon the presented theory and the theories that are used become the basis, which 
the researchers can test the empirical data upon, in order to respond to the stated 
problem. By conducting an operationalization, the researchers make sure that the 
theories get measureable (Saunders et al., 2009). 
 
4.2.2 Qualitative approach 
The topic of this study is unstructured due to modest insights, and are thus in need of 
further exploration, and he qualitative approach has been confirmed as the best suited 
way of emphasizing exploratory researches (Ghuari and Grønhaug, 2005). The 
qualitative approach has also been chosen on the grounds of obtaining well-developed 
responses from the respondents. The qualitative approach allows for more in-depth 
answers than a quantitative approach would generate (Bryman and Bell, 2011). The 
qualitative approach focuses on the underlying and in-depth explanations about a 
research problem. The qualitative method of semi-structured interviews, which are 
conducted in this study, provides a greater understanding of the whole concept instead 
of only focusing on one specific area, but also a greater flexibility to explore the topic 
more in depth (Saunders et al., 2009).  

4.3 Empirical investigation 
In this chapter the researchers present the explanation of how the empirical data was 
collected. For further information of the theoretical data gathered for this research, you 
may find it in appendix 1.   
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4.3.1 Semi-structured interviews 
Semi-structured interviews are a method of empirical data collection; where the 
researcher beforehand has made a plan over topic and issues to be covered, sample 
sizes, people that are to be interviewed and questions to be asked. The setup of the 
semi-structured interview is designed to avoid bias, by asking the same questions to all 
of the respondents (Bryman and Bell, 2011). In semi-structured interviews the 
researcher is required to interact with the respondent, thus he/she need to know the 
respondent, his background, values and expectations, to be able to run the interviews 
efficiently and without errors (Ghuari and Grønhaug, 2005). Therefore, the researcher’s 
knowledge is of great importance, to ensure the quality of the study (Bryman and Bell, 
2011).  
 
A semi-structured interview makes it easier for the researcher to create a structure, as 
some of the questions are predetermined in an interview guide, while there is room 
provided for more specific follow-up questions during the interview (Ghuari and 
Grønhaug, 2005). This type of interview is flexible, since the order of the question 
asked by the researcher, does not necessarily follow the schedule, but also through the 
appearance of new questions that are not included in the interview guide. The 
researchers pick up things that they perceive as valuable for the research, based on what 
the respondent perceive as important and relevant for the asked questions (Bryman and 
Bell, 2011). 
 
The researchers have chosen this interview technique since they wanted to collect data 
from different people and were comparing the result with the different types of 
personality archetypes to find out what motivates the different archetype, in purchasing 
sustainable products. The researchers conducted this through following the interview 
guide and making sure that all of the respondents were asked the same questions. This 
type of interview technique is letting the researchers further examine the respondents, 
what they mean with their answers and why they answered the way they did.  
 
4.3.2 Sampling  
The question of which participants to choose, were being determined by using a 
purposive sampling method, which is a type of non-probability sample method. In non-
probability sample methods, the sampling is not random and it’s possible that the 
human factor will affect the selection process, so that there is more likely for some of 
the members of the population to be sampled (Bryman and Bell, 2011).  
 
In purposive sampling, the researchers sample with a purpose in mind. If the researcher 
has one or more specific already determined groups, that he/she are seeking, a purposive 
sample method should be conducted. Ghuari and Grønhaug (2005) mean that a 
purposive sampling method could be very useful when the researcher need to reach a 
targeted sample quickly and the primary concern aren’t to sample for proportion. 
Through a purposive sample the researcher is likely to generate opinions of the targeted 
population. Bryman and Bell (2011) describes quota sample as a purposive sampling 
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method. In Quota sampling, the researcher selects people non-randomly according to 
fixed quotas, such as gender, age, education race, religion, etc. In this research the quota 
is fixed upon the different clustered archetypes; Social-freedom, Social-order, Ego-
freedom and Ego-order.  
 
In this study the researchers sampled different types of archetypes in order to receive 
diversity in personality characteristics. The researchers were ensuring different 
respondents to be sampled to correspond with the different types of archetypes that are 
presented in this study. However, in order to saturate all twelve archetypes, the 
researchers would have had to make numerous and extensively interviews. Thus, a 
reconstruction of the theoretical model of the twelve archetypes into the four clustered 
concepts mentioned above, have been made. The sampling method is ensuring that 
respondents within at least the four main categories are found, so that the concepts are 
saturated.  
 
In this purposive sampling method, the researchers have tried to alter the sample, so that 
natural groupings are not used, such as friends or relatives. The sample was also chosen 
to get diversity through different people from different programmes. This is one of the 
essentials of the study, since people that know each other can have created pre-existing 
styles of interaction that could alter the extraction of information. However, since the 
targeted people were from Linnaeus University, it might be likely that they are known 
to each other. Bryman and Bell (2011) describes that participants, that are members of 
the same group, are more likely to communicate the collective understandings that is 
held within that specific group.  
 
The researchers chose to make this study’s sample among students on Linnaeus 
University. By making use of a purposive sampling method, the researchers could 
choose among the students in order to fill the sample with different types of 
personalities. In total 14 respondents were chosen, and the sample comprises mostly 
respondents with male gender, in total 11 males and 3 females. The sample differs from 
the age of 21 to 28, with most respondents being between 24 to 26 years old. The 
interviews were extensive with many question and the time of each interview were 
around 35-40 minutes, leaving the total time of the interviews to be around 9 hours. 
 
These are the chosen respondents:  
Name Gender (M/F) Age Occupation 
A F 23 Student 
B M 28 Student 
C M 24 Student 
D M 25 Student 
E M 25 Student 
F M 25 Student 
G F 24 Student 
H M 26 Student 
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I M 26 Student 
J M 23 Student 
K M 21 Student 
L F 24 Student 
M M 24 Student 
N M 26 Student 
 
4.4 Operationalization 
The researchers have, based on the theoretical underpinnings, formulated questions that 
were used in the interviews. The questions are taken from various theoretical 
components, areas and items within chosen theories. In the chart presented in tables, at 
the end of the report. The answers to the interviews and how they were concluded are to 
be found in appendix 1 and 2. 
 
4.4.1 Formulating Questions 
Bryman and Bell (2011) explains that questions can be asked and formulated in two 
main categories; opened and closed. A opened question is characterized through its’ 
answer being required to be more than one word. In an open question the respondent 
develops their answers to further describe and explain more than stating e.g. Yes, or No, 
which is the response characterized in a closed question. Open questions are excellent to 
use in combination with follow-up questions to find out why the respondent replied the 
way he/she did. The opened questions are giving the respondent a great deal of leeway 
when formulating their response. The researcher is then picking up things that he 
perceives as valuable for the research, based on what the respondent perceive as 
important and relevant for the asked questions. 
 
Answers from open questions are often being very long and not so specific, and thus 
will have to be examined in order to get categorized and further examined upon other 
respondents answers on the certain question, to get correctly analysed. Closed questions 
are on the contrary used when the interviewer wants to reach a result of short, limited 
and specific answers, but can also be used when the interviewer wants existing facts 
confirmed, with answers being e.g. Yes, or No (Bryman and Bell, 2011).  
 
The questions of the interviews are both open and closed. The closed questions are 
testing the theory of the twelve archetypes, in order to ensure the specific archetype that 
is matching with the specific respondent. Further the open questions are formulated 
upon the theories concerning behaviour. These questions are formulated more like 
subjects for the respondent to further develop and explain his/her opinion. 
 
4.4.2 Preparing an interview guide 
Ghuari and Grønhaug (2005) present three steps (3) to prepare for an interview.  
1. Analyse your research problem. 
2. Understand what information you really need to have from an respondent. 
3. See who would be able to provide you with that information. 
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It is easier to ask proper, accurate questions if the problem statement is clear and 
understandable. Knowing what to ask also depends on the purpose of the study. To 
ensure that valid information is obtained through the interviews, the researchers needed 
to know what they wanted to ask, as well as who to ask. To ensure sampling the right 
amount of respondents to saturate the different archetypes.  
 
4.4.3 Ethical principals 
To create a valid and fair gathering of information through an interaction with 
participants, Diener and Crandal (1978) present four different criteria that the researcher 
needs to meet.  
 
(1) Whether there is harm to participants 
(2) Whether there is a lack of informed consent 
(3) Whether there is an invasion of privacy 
(4) Whether deception is involved 

Bryman and Bell, 2015, s. 128. 
 
To create semi-structured interviews with the best environment possible, the researchers 
implemented these ethical principles when the interviews were conducted. (1) To 
prevent physical or indirect harm to the participants, it is up to the researchers to take 
relevant precautions when conducting the study. Therefore, the interviews were 
conducted in classrooms at Linnaeus University in Växjö, so that the respondents were 
comfortable in a known environment. To prevent indirect harm, a presentation of the 
participants as anonyms is shown in the result from the completed interviews.  
 
(2) To conduct a fair study that generates a valid result, the respondents are served all 
information they needed to be able to give an informed answer. Since motivation for 
purchasing a sustainable product was investigated, the respondents did not need any 
information before the interviews. However, the respondents were informed about the 
possibility to not have to answer a question, if it would infringe the respondent´s 
comfort zone.  
 
(3) By conducting a study, the researcher does not behold the rights to intrude another 
individual´s private life or individual values. Further, the given information from the 
respondents is based on trust between the participant and the researcher, which means 
that a lesser respect of the respondent´s privacy can result in a lesser truthful answer. 
Therefore, none of the questions are formulated as intimidating to the respondent or 
their personal life and their values. 
 
(4) The researchers are not presenting the study as anything else than what it is, to use 
the results in other purposes than what has been informed to the participants. 
Accordingly, the researchers presented their intentions with the interviews, the use of 
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the result and also informed about the possibility of deleting the respondent’s answers if 
they would not see it as representative for them. 
 
4.5 Research Quality 
4.5.1 Validity 
Validity and Reliability are both important criteria when the quality of the research is to 
be established and assessed. The validity criteria concern whether what are really said to 
be investigated are examined, thus, validity concerns the relevance of the study 
(Bryman and Bell, 2011). Since semi-structured interviews (3.4.1) are conducted in this 
study, the validity was concerning the relevance of the empirical data collected from the 
interviews. The score of the observed measurements may reflect the true score more or 
less, but it could also be influenced by personal and situation factors, such as mood and 
time pressure (Ghuari and Grønhaug, 2005).  
 
Validity is divided into internal and external validity, where internally is if the 
researchers measure what they actually believe they measure, and if it could be 
manipulated or shaped by the researchers. External validity is instead whether the result 
of the study is relevant in other similar contexts. Since the researchers have conducted 
the study on students at Linnaeus University in Växjö, the external validity questioned 
if the study was adaptable or generalizable to other populations, settings or periods, or 
else the result would only be of interest in that specific area (Ghuari and Grønhaug, 
2005).  
 
4.5.2 Reliability 
Reliability is about ensuring that the result of the study can be trusted, if it is credible or 
reliable, and whether a similar result could have been generated if another researcher 
would have conducted the research. The result shouldn’t be affected or show different 
outcomes by having the study done at different times (Ghuari and Grønhaug, 2005). 
Bryman and Bell (2011) describes two different types of reliability, internal or external, 
where internal reliability is whether the different researchers agree about what they see 
and hear, so that the studies interpretation corresponds to all of the researchers. External 
reliability is the degree to which a study can be replicated. In terms of qualitative 
research, defining external reliability is hard, since the circumstances of the study and 
also the social setting, which is studied, is hard to replicate in the same manner.  
Bryman and Bell (2011) suggest that in order to successfully replicate an ethnographic 
research, the researcher needs to take on a similar social role as to what the original 
researcher did. There are other alternatives criteria’s for evaluating qualitative research, 
two of which Bryman and Bell (2011) presents, are below.  
 
4.5.3 Trustworthiness 
Trustworthiness is one of the criteria within qualitative research which itself can be 
divided into four criteria’s; credibility, transferability, dependability and confirmability. 
Each of the four criteria has an equivalent criterion in quantitative research (Bryman 
and Bell, 2011). 
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Credibility parallels internal validity and reflects the social reality that is being under 
examination in the study, so that the social reality being described by the researcher 
corresponds to the reality of the respondent(s). Thus, credibility means that the social 
reality described in the research should be clear and consistent. There can be multiple 
accounts of an aspect of the social reality, and Bryman and Bell (2011) stress that it is 
the feasibility or credibility of those different aspects of which the researcher arrives at, 
that is going to determine whether the description of the social reality is acceptable to 
others. In order establishing credibility in the study’s findings, a respondent validation 
should be done. The respondent validation ensures that the social reality examined and 
recognized by the researcher, matches the reality perceived by the respondents.  
 
Transferability parallels external validity and terms of generalization of the study. Since 
qualitative studies typically entails the intensive study of a smaller more specific 
grouping of individuals, it is likely that the result will speak only of the contextual 
uniqueness and significance to that specific social reality. Thus, the findings in this 
study might not hold in some other context or in the same context at some other time, 
and would then be seen as not transferable (Bryman and Bell, 2011).  
 
Dependability parallels reliability and therefore a more analytic and investigative 
approach, so that all stages of the study have been thoroughly explained and examined. 
Dependability entails ensuring that all information and all records, such as selection of 
participants, interview transcripts and notes, data analysis decisions and more, are kept 
in an accessible manner (Bryman and Bell, 2011).  
 
Confirmability parallels objectivity and refers to ensuring that the researchers have 
acted in good faith when conducting the research, through all the parts of the study, so 
that personal values haven’t affected or aren’t included in it. Complete objectivity in 
business research is impossible (Bryman and Bell, 2011).   
 
4.5.4 Authenticity 
The last criteria being presented as alternative research criteria in qualitative research 
are authenticity. The term include fairness; if it is fairly representable to the members of 
the social setting, Ontological authenticity; whether the research helps members come to 
a better understanding concerning the social environment, educative authenticity; if the 
research help members appreciate and understand the other members perspectives of 
their social setting, catalytic authenticity; whether the research has been a drive and 
motivator for members to participate in order to change their circumstances and tactical 
authenticity; if the research has empowered members to take the necessary steps for 
participating and taking action (Bryman and Bell, 2011).  
 
4.5.5 Implementation of Empirical investigation 
The interviews took place at the Linnaeus University, in a group room within one of the 
facilities connected to the school. It was essential for the researchers that the 
respondents would feel comfortable and at ease when the interview took place. Thus the 
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researchers made sure by conducting the interviews in an atmosphere that is natural and 
known to the respondents. To further ease the mood of all of the participating 
respondents, the researchers provided them with smaller snacks, cookies and juice. The 
time of every interview resulted in between 35-40 minutes, depending on the 
extensiveness in the respondent’s argument.  
 
Before beginning the interview the researchers made sure to initiate the meeting with 
welcoming the respondent and thereafter introducing themselves, but also letting the 
respondent introduce him-/herself. The researchers also made sure to explain the reason 
of which the respondent where conducted into the study, the setting of rules and that the 
interview were to be recorded. The researchers revealed the topic of the study to the 
respondent and also how the interview would undergo, with explanations and further 
elaborations about opened and closed questions. The researchers made sure the 
respondent felt at ease and understood the arrangement of the interview. Once the 
respondent felt sure and ready the researchers started asking the closed question to 
define the personality archetype that would correspond with the certain respondent, and 
then move onto the more opened questions about behaviour towards ethical 
consumption.  
 
In the closed questions the researchers asked yes or no question with a small space for 
the respondent to further describe if a yes or no wouldn’t suffice in the answer. In the 
opened questions the researchers made sure to follow up some of the questions with 
further questions in order to see how the respondent answered along the theoretical 
areas.  
 
During the interview one of the researchers took notes on major and important 
statements and argumentation the respondent said. To make sure the study did not go 
missing out on valuable information the interviews were recorded. To further not 
missing out on important data, the respondent was not intervened by the interviewer.  
 
4.6 Analysis of collected data 
Here we present the method of how the data collected was analysed. The main method 
of analysis is Data reduction. The data reduction is used to find conformity and 
correspondence in the data in relation to theories presented in chapter 2.  
 
4.6.1 Data Reduction  
Data Reduction is as the term reveals, linked to reducing data, more specifically, the 
collected raw data. In extensive studies, qualitative researches in particular; the amount 
of raw data collected through theoretical sampling and empirical investigations becomes 
very substantial and over-whelming. And even though all transcribed data is available 
for both researcher and reader, it is hard to define what matters most amongst all the 
raw data. Data reduction as a analysis method refers to breaking down all the raw data 
transcribed and focusing on keywords and concepts in it that matters most to the study 
and its’ purpose. (Gillham, 2005).  
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In this study, the researchers started out with theoretical subjects that are related to 
ethical consumption, consumer behaviour, sustainable purchase behaviour and 
progressed into the study’s main concepts based upon each of the research questions; 
Personality Archetypes and behaviour related to ethical consumption. Each of these 
two, are main concepts beneath ethical consumption, and within each of them, the 
researchers found sub-concepts and items that are most relevant for reducing the 
collected raw data. These concepts and items, and data that are reflected upon  
 
Personality Archetypes: 
Ego-freedom 
Ego-order 
Social-freedom 
Social-order 
 
Factors affecting environmental behaviour: 
Individualistic or Collectivistic 
Environmental Knowledge 
Environmental Understanding 
Egoistic concern 
Altruistic concern 
Biospheric concern 
Perceived consumer effectiveness 
 
It is through these main topics this papers structure and assembling have been made. 
Raw data concerning the concept of Personality Archetypes are defining research 
question one and the concept of behaviour is corresponding to research question two, 
separating this paper into two parts. This is visualized through separating the concepts 
into different headlines, in the theoretical, empirical and the analytic chapter of this 
paper. This part represents Gillham’s (2005) second step in data reduction; reducing the 
raw data by finding valuable information and placing it into the concepts. The 
separation of the two research questions, thus the two main concepts; personality 
archetypes and the factors affecting environmental behaviour, is also visualized through 
the conceptual model in the previous chapter.  
 
Conceptual Model Analysis 
In order to build the concepts and items that is from theoretical data, the researchers 
needed to break down the collected theoretical data based upon archetypes and factors 
affecting environmental behaviour. To do this the researchers needed to open up the text 
and expose its’ meaning, ideas and thoughts. This process of analysing theoretical 
content is called open coding. Open coding breaks down and labels concepts, define and 
develops categories based upon their right properties and dimensions (Bryman and Bell, 
2011).  
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The conceptual model is a result of the open coding of concepts within the theoretical 
sample. The concepts and items made are then assisting in answering the research 
questions. This model is used to first place the respondents into the clustered concepts; 
Ego-freedom, Ego-order, Social-order and Social-freedom. The second part of the 
model is defining the behaviour of the individuals who corresponds to the different 
clustered concepts. These two steps are done through axial coding, which Bryman and 
Bell (2011 describes as the breakdown of core concepts within qualitative data analysis. 
It is used to find connections, interaction patterns between two factors. In this case the 
axial coding is helping the researchers create links between the different concepts, by 
comparing the empirical collection of the concepts, done through interviews, with the 
coded theoretical sample.  
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5 Empirical investigation 
The empirical investigation summarizes the respondents’ answers, from the formulated 
questions found in the operationalization. In order to understand the individuals’ 
personality and their behaviour towards sustainability, this chapters has been designed 
to briefly present the participants sustainable consumer behaviour.  
 
The different respondents have already been categorized in the personality archetype 
upon which their answers more correctly matched, in order to scale down on empirical 
data in this report. To further examine why a respondent was mapped in a specific 
archetype, it is possible to see the transcribed data on the matter. Unfortunately, this 
data is very extensive and not included in the report. However, if you want to receive 
the transcribed data, you can request it from the authors  
 
5.1 Ego – Freedom 
Respondent C, M and N 
Personality archetype: 
A common trait for the respondents is that they all strive for personal development. The 
majority of them put a high demand on themselves and they often get the feeling of 
never being satisfied. The majority of them also described themselves as entrepreneurs. 
All of them have a lot of new ideas to every day solutions and they all claimed to be 
independent, but not all of them like to work independently. The majority are 
competitive and think it is important to win. They are all curious, they like to try new 
things and it comes easy to them. 
 
Environmental behaviour:  
All of the respondents have an overall knowledge about sustainability. They state that 
knowledge and information about the products are most important, because it generates 
an increased pro-sustainable behaviour. The premium price could affect their purchase 
of a sustainable product, but also the specific product could decide their willingness to 
engage. The design of the sustainable product is important and the packaging itself, 
since it is also a function they purchase. They rely on greater brands, certificates and 
licences. They all have a positive attitude towards environmental issues and the majority 
also purchase a sustainable product to create a better life for someone else. The majority 
does not believe that their environmental behaviour makes a difference or that they 
contribute to something good. 
 
5.2 Ego – Order  
Respondent E, I and K. 
Personality archetype: 
All of the respondents like to take lead. They described themselves as leaders and they 
prefer to be in charge. The majority also likes to be in the centre of attention. They can 
easily motivate other people and often takes initiatives. They are all structured and 
prioritize order before freedom. The majority make plans in the everyday life. The 
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respondents differed whether they were knowledgeable or not. They all have a tendency 
of explaining and describing thing for people. They all find joy in it and the majority 
even feel superior doing so. They all described themselves as imaginative, that they 
strive for change, have a desire for being unique and they do feel different compared to 
others. They all stated that they see possibilities were others do not.  
 
Environmental behaviour:  
The majority have a basic knowledge about sustainability. The design, quality and looks 
are as important as the information presented on the product. They believe that facts 
generate an increased pro-sustainable behaviour, and that if they knew more, they would 
be more willing to engage. Some of the respondents state that their actions are in 
correspondence with helping others in greater need. The majority purchases a 
sustainable product because of guilt and that they feel that they make a difference doing 
it. The knowledge of making a difference guides the majority of the respondents in this 
cluster, to engage in action. They also get a good feeling after making a purchase. The 
own persons’ health is also of importance when purchasing environmentally friendly. 
They all have different arguments concerning price, but a premium price has to add 
another value than just the basic need, such as quality, a cheaper option or design. 
 
5.3 Social – Freedom 
Respondent A, B, F, G and J. 
Personality archetype: 
All of the respondents have a desire and strive for trying new things, they also prioritize 
freedom before order. They always try to challenge structures and influencing others to 
do the same. They often pave new ways and the majority also enjoy taking risks. All of 
them described themselves as spontaneous. The majority of them said that they are 
entertainers, but the rest were modest when they answered. The majority also had a 
modest approach when describing themselves as the funny guy in the group. The 
majority also stated that they are not engaging in activities just for the fun of it, because 
there could exist other values or components that are more important. They all value 
relationships and manage them well. When it comes to prioritizing new people before 
good relationships, the majority chooses good relations. All of the respondents, except 
one, are often more unselfish than selfish. All of them however, put others well fare 
before their own. 
 
Environmental behaviour:  
The majority of the respondents and have an overall knowledge about sustainability. 
They also believe that information about a sustainable product and environmental 
knowledge generates an increased pro-environmental behaviour. Some of the 
respondents show a deeper understanding in environmental issues, and those 
individuals’ claims to engage more into such issues compared to others. The majority 
relies to greater brands, licences and certificates. The majority also have a concern 
regarding other people’s wellbeing, the environment and some also for their own health, 
when purchasing sustainable products. Most of them prioritize the welfare of others 
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when they do so. They do not believe that their actions make a difference. That is not of 
importance to be enabled to engage in environmental issues. The premium price of a 
sustainable product makes a difference when making a purchase, but not a major 
difference. The majority had the argument that the type of product, combined with the 
premium price, decides the relative worth of the basic need. The design could also be a 
factor when deciding what sustainable product to purchase.  
 
5.4 Social – Order  
Respondent D, L and H 
Personality archetype: 
All of the respondents like to help people and even get a kick from doing it, because it 
gives them a good feeling or satisfaction. When presenting their answer, regarding 
putting others before themselves, the respondents all refer to different contexts. They 
are all in need to be presented a specific situation, to be able to answer, but they are 
unanimous putting others before themselves. They all described themselves as simple 
and that they enjoy the simplicity in the everyday life. They are however in need of 
some routines to do so. A common trait is their humble approach when answering and 
they are often doing things for a good cause. The majority described themselves as very 
optimistic and even idealistic. All of them pursue the ideals in life. They are all team 
players and feel joy in being a part of team efforts.  
 
Environmental behaviour:  
The majority of the respondents have a basic environmental knowledge. The same 
respondents rely in greater brands, licences and certificates. They believe that the design 
of a sustainable product is crucial and is a factor that motivates their purchase of it. 
They also described the purchase of a sustainable product as relieving guilt. The price is 
crucial in groceries, but also in general. If the product is too much premium in its’ 
pricing, then the respondents in thick category are not interested. A major factor of why 
they consume environmentally friendly is that it gives them a good feeling. They 
believe in the intention of a sustainable product, but are not sure it makes any difference 
for the environment or other people in need, also not that their own actions contribute to 
making any difference.   
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6 Analysis 
There has been an investigation in the relationship between personality archetypes and 
consumer´s purchase of sustainable products. The intention has been to identify what 
triggers a personality archetype to purchase sustainable products. The first step was to 
map the respondents´ personality archetypes, in accordance with the conceptual model.  
In total, three respondents were mapped in the personality archetype Ego-freedom, 
three were mapped in Ego-order, five were mapped in Social-freedom and three were 
mapped in Social-order.  
 
The mapping of personality archetypes was completed through a conceptual model 
based on Pearson´s (1991) twelve archetypes. To secure that the mapping of personality 
archetypes was reliable, there was an integration with Jansen´s (2006) arguments 
regarding brands and their targeted consumers, since different brands targets specific 
personalities when marketing. Through this it was possible to add another perspective of 
Pearson´s (1991) personality archetypes. Further, Mark and Pearson (2001) argues that 
personality archetypes could work as the foundation when building brands. Through 
combining Pearson´s (1991), Mark and Pearson´s (2001) and Jansen (2006) theories, the 
conceptual model was made. 
 
By using the theoretical description of the clustered archetypes found in the conceptual 
model, the researchers could examine the respondents’ answers in the specific category. 
In order to see whether the mapping was done correctly the respondents’ answers were 
weighed towards Jansen (2005) and Mark and Pearson’s (2001) theories in the clustered 
archetypes.  
 
The respondents C, M and N answers differed from the other respondents in the 
empirical investigation concerning their strive for personal development in every 
situation they encounter, their competitive spirit, where winning is the most important 
thing, among many others. These characteristics are what Mark and Pearson (2001) 
describe as main for the archetypes within Ego-freedom, which makes the respondent 
based on their answers, characterized as Ego-freedom.  Further, their answered 
questions within this clustered archetype were found as more accurately compared to 
other respondents.  
 
The respondents E, I and K were the respondents showing most tendencies in leadership 
and concerning different questions such as whether they liked to motivate others, take 
initiatives, be structured, describe things for people, and whether they felt different, 
unique, superior compared to others, the respondents answered yes. This among the 
other questions would characterize them as Ego-order, since these characteristics 
matches Mark and Pearson (2001) description of what defines the certain archetypes 
within that cluster. The respondents however differed in their answers whether they 
would describe themselves as knowledgeable or not. This was because a certain area of 
knowledge was not discussed, the respondents felt knowledgeable in specific areas. Still 
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this would not make them mapped wrongly, since they showed higher accuracy in 
questions within this clustered archetype.  
 
The respondents A, B, F, G and J showed all through that they matched with the 
clustered archetype of Social-freedom. This they showed through their answers 
concerning prioritizing freedom before structure, finding own paths in life and that they 
are not afraid of taking risks or challenging structures. Further, that they find value in 
doing things not just for the fun of it, but because it should fulfill a bigger purpose. 
They also found value in relationships, and managed them well among many things. All 
these answers of characteristics correspond to the Social-freedom clustered archetypes 
in accordance to Mark and Pearson (2001). 
 
The respondents D, H and L corresponds as most accurately to the clustered archetype 
of Social-order, based on their answers indicating that they find joy in helping out, 
doing things for a good cause and contributing to team efforts. They were also defined 
as more unselfish than selfish, as simple optimistic people with ideals, routines and a 
tendency to put others in front of their own well-being. These were found as main 
characteristics within the archetypes found within Social-order according to Mark and 
Pearson (2001), which would map the respondents accordingly.  
 
 
 
 
 
 
 
 
 
 
 
 

Figure 8. The respondents´ personality archetypes 
 
There existed some differences in the mapping of the respondents, which were solved 
through putting the certain individuals in relation to other corresponding items 
(archetypes) in order to see whether the mapping was done correctly. To put these 
personalities in relation to ethical consumption, the researchers had to first map the 
behaviour of the respondents. To map the personality archetype in a certain pro-
environmental behaviour, the respondents were put in relation to their arguments of why 
they purchase sustainable products.  
 
All of the personality archetypes purchase sustainable products, but not all of the 
respondents had the same motivations when arguing why they made the purchase. To 
understand what triggered the behaviour, the personality archetypes are to be compared 
to factors affecting behaviour. Hungerford and Volk (1990) state that if people are more 
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knowledgeable about environmental issues, it will affect a change in their 
environmental behaviour. Frick et al. 2004) means that it is essential that people have 
environmental knowledge for engaging in environmental activities. The empirical 
investigation from the personality archetype Ego-freedom, corresponds to these authors 
and the respondents all stated that information about a sustainable product, would 
generate a pro-sustainable behaviour. Frick et al. (2004) argues that the environmental 
knowledge alone is not enough to generate an environmental behaviour. This 
corresponds with the empirical investigation in all archetypes, since all respondents 
found other criteria’s important as well.  
 
The respondents of Ego-freedom have an environmental concern to some extent. They 
showed a positive attitude towards purchasing sustainable products, which according to 
Simmons and Widmar (1990) is a statement of an individual´s environmental concern. 
However, Schultz (2000) argues for different types of environment concerns, since we 
as individuals are different in our nature. Stern and Dietz (1994) propose that an 
environmental behaviour is rooted in an individual´s value system. They claim that an 
environmental behaviour is a result from a value, from which the individual can relate 
to him- or herself – egoistic, altruistic and biospheric.  
 
Respondents of Ego-freedom were more divided in their motivation to act in a pro-
environmental way. The respondents all acted upon the motivation to contribute 
environmentally, which Schultz (2000) define as biospheric concern. The majority in 
this cluster also showed a tendency in an altruistic behaviour, since their reason for 
purchasing ethically also was to help others in need. However, according to Scott and 
Seglow (2007) altruistic behaviour can, in many cases, benefit the self of the individual. 
It deliberately gives the individual a feeling that he or she did something good. The 
respondents´ willingness to purchase environmental-friendly products, within the 
archetype Ego-freedom, is also somewhat defined by the premium price and the 
specific product. This shows that their purchase to some extent is based on whether they 
believe it is sustainable for themselves, in comparison to the price. They also mention 
the design and the function of the product, as important factors for making a purchase. 
These statements combined with the motivational factors; price and product, could be a 
tendency of an egoistic motivation. However, Batson (1994) states that a person with an 
egoistic concern only wishes to support the individual’s self. Therefore, the person 
cannot be defined as egoistic, with only this as a statement, since the respondents of this 
cluster have showed behaviour towards biospheric and altruistic concern as well. 
   
The majority of Ego-freedom respondents do not believe that their actions make a 
difference, or that they contribute to something good. Even though Ellen et al. (1991) 
states that individual’s behaviour or intention to act, should be determined by whether 
they believe that their actions contribute to solving a problem. This demonstrates that 
perceived consumer effectiveness not necessarily is a motivation when purchasing 
sustainable products.  
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Figure 9. The environmental behaviour of the personality archetype Ego-freedom 
 
The general environmental knowledge for the archetype Ego-order is basic and they 
believe that more knowledge would be resulting in a more pro-environmental 
behaviour, but also that a higher knowledge can generate a behavioural change. This is 
also what Duerden and Witt (2010) stating in their research. The Ego-order rely on 
design, quality and the looks, when purchasing a sustainable product.  
 
All respondents of Ego-order have a concern for the environment. Within this cluster 
of archetypes, the common motivation to why they consume or why they act ethically is 
based upon feeling good, relieving guilt and making a difference. They do not describe 
it as a contribution to make a difference, which shows that the most common motivation 
is egoistic, that is described by Batson (1994). Their attitude towards price, is that a 
premium price has to add another value-dimension such as; quality, design or looks. 
These statements speak of satisfying their own self-interests since neither of these 
factors are contributing to others well-being or beneficial of the eco system and/or the 
biosphere as a whole, as Schwartz (1977) and Schultz (2000) describe as motivation for 
altruistic and biospheric concern.  
 
The motivation of environmental issues being of egoistic concern could also be linked 
to individualism, according to Batson (1994), since egoistic concern is a derived value 
orientation of individualism. Further because Hofstede (1980) stated that individualism 
is when everyone is expected to look after him-/herself and his/her immediate family 
only. Thus, it is possible to evaluate Ego-order as individualistic in their motivation of 
environmental behaviour. This cluster is showing tendency of individualistic 
characteristics through their placement on the Ego side of the conceptual model and also 
in their motivation of environmental behaviour, which states that the respondents in this 
cluster are strictly individualistic in their nature. This based upon Hofstede´s (1980) 
theory that an individualistic person does not need to interact with others, perceive 
importance of unity with others or prioritizing group goals, rather the sake of self-first.   
 
One of the main reasons as to why Ego-order is choosing to purchase ethically, is that 
they feel that their actions make a difference. Whether that argument is concerning other 
people, the environment or themselves, are not explained or clarified through the 
empirical investigation. However, they are certain that their actions make a difference 
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and that is also a requirement for making a purchase. According to Kim and Choi 
(2005) individuals with stronger belief that their behaviour will result in a positive 
outcome, are more susceptible to commit in such behaviours in support of their 
concerns for the environment. This shows that Ego-order respondents are more likely 
to purchase ethically based on their PCE. But respondents PCE of engagement in 
environmentally issues could differ. The researchers could not possibly know whether 
the PCE of the respondents are generalizable to other issues, since a certain issue was 
not discussed. When the respondents answered whether they thought their action would 
contribute to an environmental issue, some could have had a certain issue in mind and 
some may not. This is stated by Ellen et al. (1991) where ones’ engagement in specific 
environmental issue, would not necessarily reflect on the individuals’ willingness to 
engage in other environmental issues.  
 
 
 
 
 
 
 
 
 
 
 

Figure 10. The environmental behaviour of the personality archetype Ego-order 
 
The same general knowledge that is shown in Ego-freedom, is similar in respondents of 
Social-freedom. They have a knowledge and in some areas even an understanding in 
environmental issues. They believe that increased knowledge about sustainability and 
environmental issues are essential for generating a more environmental-friendly 
behaviour. 
 
The respondents of Social-freedom have, similar to Ego-freedom and Ego-order, an 
environmental concern to some extent, since they show a positive attitude towards 
purchasing sustainable products. However, concerning their motivation as to why they 
chose to consume ethically, the respondents of Social-freedom were more divided into 
the different types, showing most tendencies in altruistic and egoistic concerns. The 
majority of them claims their main reason is to help others, as Schwartz (1977) states as 
an altruistic concern. Some respondents also claimed that the purchase was made 
because it was good for their own health or that the quality of the product was better. 
Batson (1994) would describe their environmental concern as egoistic, if the ultimate 
goal of the respondent would have been to increase its’ own welfare. Many of those 
who stated health as an important factor, also had the reason to increase the welfare of 
others. Hence the respondent showing egoistic and altruistic tendency, they could not be 
mapped as strictly egoistic.  
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The majority of the respondents choose to help others, before contributing to their own 
health or issues. It was more seen as a bonus if it was good for their health. Even though 
there were individuals with stronger motivation towards an egoistic behaviour, this does 
not rule out that the people placed in Social-freedom, are not collectivistic. The 
respondents in Social-freedom could show a combination of them both, which could 
work according to Triandis (1995), since individuals can differ in their value orientation 
within a culture, that allows them to have both individualistic and collectivistic traits.  
 
The question of altruism could also be affected by the fact that respondents in Ego-
freedom relies greatly in licences and certificates, such as Fair trade. The respondents 
also show a good will in relying in brands and choosing what they know to do good for 
other people. Their evaluation of price in accordance with contributing, does not affect 
their willingness severely. Neither does the design or the product, but they are important 
triggers when it all comes together. Further, to some extent their concern of other people 
changes, when a sustainable product is of premium price.  
 
The majority of the respondents within Social-freedom do not believe that their actions 
make a difference. This should also demonstrate that PCE is not necessarily triggering 
the purchase of a sustainable product. 
 
 

 
 
 
 
 
 
 
 

 
 

Figure 11. The environmental behaviour of the personality archetype Social-freedom 
 
All categories mentioned have knowledge of environmental issues and the clusters; 
Ego-freedom, Ego-order and Social-freedom have all stated that knowledge is 
essential for acting environmentally friendly. However, the personality archetype 
Social-order, finds it crucial to trust greater brands, their vision statements and the 
design of the products, than stating that knowledge is essential for acting 
environmentally friendly. They also state that the presented information on a sustainable 
product is not of value for them, rather the looks of it. Further, a majority of the 
participants in all the archetypes, claims that if they had an understanding about 
environmental issues, they probably would act differently when purchasing sustainable 
products. This is an argument that all respondents have had, which goes in accordance 
with Ellen´s (1994) proposal that individuals with an increased understanding of 
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environmental problems, are more inclined to take action. This because the problem is 
perceived as personal. 
 
Respondents within Social-order describe the design as the main reason of why they 
purchase environmental-friendly products. They also describe a main reason as 
relieving guilt, but also the great feeling it generates by contributing to something good. 
They rather describe a purchase as the satisfaction for the self, rather than the actual 
help from engaging in pro-environmental purchases. Batson (1994) states that their 
concern for environmental issues, is only to be motivated by how the individual’s 
actions could contribute to the self. This can be seen in how they are more interested in 
the design and the brand. Their sensitivity to a premium price can also be translated into 
their low willingness to purchase environmental-friendly products, in accordance to 
helping others. This explains that the majority of the Social-order are both of an 
individualistic and collectivistic nature. They do not feel like their actions contribute to 
solving a problem. They do not find PCE as a motivational factor or trigger, to act 
purchase ethically. 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 12. The environmental behaviour of the personality archetype Social-order 
 
Figure 13 on page 38, visualizes the personality archetypes and their corresponding 
behaviour towards ethical consumption. It is possible to see different personalities 
within each archetype and also their generalized behaviour. 
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Figure 13. The respondents´ environmental behaviour in relation to their personality 
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7 Conclusion 
The mapping of the personality archetypes was successful and all of the respondents, no 
matter personality, purchased sustainable products. They had one argument in common; 
the information that is presented on a sustainable product is important to complete a 
purchase. They all claim that an understanding of the sustainable product, related to 
environmental issues, would create an even more pro-environmental behaviour.  
 
A consumer makes a purchase when a product triggers the fulfilling of the perceived 
self. Consumers that has been mapped in the Ego-freedom archetype, are 
individualistic in their foundation of the self. They do have a higher level of a 
biospheric concern, but also an egoistic and altruistic concern, which means that they 
are motivated to make a purchase if the product mainly contributes to help the 
environment, but also others in need and a generated value for the self. It is important 
that there exists information on the product, about the generated value, otherwise they 
are not making the purchase it. In addition, well-known brands and certificates are 
further motivating the purchase of a sustainable product. 
 
Ego-order is both individualistic in its´ foundation of the self and its’ behaviour 
towards environmental issues. They believe that their action makes a difference, which 
will trigger a purchase of a sustainable product. They are triggered by egoistic factors, 
such as relieving guilt and feeling good. If a sustainable product´s price is premium, it 
has to generate another value dimension, such as quality, looks or if it satisfies their 
own self-interest.  
 
Social-freedom has a strong collectivistic foundation of the self, but also an 
individualistic characteristic, concerning behaviour towards environmental issues. The 
reason to this concerns their health, when making a purchase of a sustainable product. 
They are often unselfish in their behaviour and prioritize others well-being before their 
own. Altruistic concern is the main motivation when engaging in environmental issues. 
They have a trust in well-known brands and certificates, such as Fair Trade, since it 
contributes to help other peoples´ work. A premium price would not affect their 
willingness to purchase a sustainable product.  
 
Social-order are both collectivistic and individualistic in their nature. They do not think 
their actions contribute to solving a problem. They are triggered by an egoistic concern, 
since they wish to receive a good feeling and to relieve guilt engaging in environmental 
issues. Well-known brands, their vision of a sustainable product, and design, are most 
attractive when they consume, even more so than what they actually contribute to. They 
are more concerned with contributing to the image than the actual cause. There also has 
to be an added value to a sustainable product, then just the basic need or want, in order 
to purchase it.  
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8 Implications 
Implications refer to the extent in which this study contributes to a certain area, either 
being of theoretical or practical nature. The theoretical implication is referring to what 
this study contributes to, concerning new theories, while practical implications depend 
on whether there is a practical relevance of the study.  
 
Theoretical implications 
The theoretical implications of this study are that the researchers found an unexamined 
category of theory, that involved Jung’s psychological theories of ambitions and 
unconscious aspirations and several authors work on different behaviours in accordance 
with ethical consumption. Several studies have developed the way we behave in relation 
to sustainable products or environmental issues. However, none of them have included 
whether different personality archetypes, could have different triggers and motivational 
patterns to make a purchase of a sustainable product. This study is just a scratch on the 
surface of this theory. The relevance of this work will have to be further examined by 
doing more extensive work on the same matter. What is clear to be seen, is that there are 
different patterns of motivation and triggers to be found on the four clustered archetypes 
based on this study. That is the contribution of this study in terms of theoretical 
implication.  
 
Practical implications 
The practical implications of this study could come to use by companies that are in the 
industry of providing products that is affecting peoples’ ethical behaviour. These 
companies are in great need of knowing what type of consumer behaviour is triggered 
and what motivates them to make a certain purchase. The patterns found in this report 
are on a small scale based upon students and the younger generation, since this study 
was conducted on 20-28 year olds. However, the opinions of this group are of 
importance, since they probably are the majority of the people growing up with new 
ideas of how to consume and react in a more ethical way. However, as mentioned in 
theoretical implications, this study is in need of more extensive investigation, to be of a 
greater deal for companies when marketing their products.  
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Criticism towards the research 
To dissociate from this study, some areas been found to be weaker than others. In this 
chapter the researchers present these areas. 
 
First off, the researchers based the research upon the author Jung’s (1968) psychosocial 
studies of the personality and further Pearson’s (1991) model of the twelve personality 
archetypes. Thus, a fault in this model could define this whole study. The researchers 
have found the model trustworthy, but this is still a criticism of this study since the 
researchers only have one author backing up this theory.  
 
Secondly, since the scope of this work or this course is not as extensive, the researchers 
understood that they could not possibly find the opportunity or time to saturate all of the 
twelve archetypes without performing extensive interviews with many more 
respondents than those used for this study. Criticism is also directed to the sample, 
concerning whether it is generalizable or not. The researchers could not ensure or prove, 
that the sampled respondents indicated a result that was unique to the social context at 
Linnaeus University in Växjö at the time of the interviews.  
 
What the researchers however did to secure accuracy in fewer categories of Pearson’s 
(1991) model of the twelve archetypes, was to build a conceptual model, with more 
focus on the four pillars of the Pearson’s model; Ego, Social, Freedom and Order. In 
this way the researchers could barricade the study to generalize the answers upon the 
larger clustered archetypes. Still with broader categories the respondents within them, 
may be very different to each other, than if further three subdivisions per category had 
been applied, as Pearson (1991) show in her model of the twelve archetypes.  
 
Another area of which the researchers are criticizing, is also based upon the different 
archetypes. Since the different respondents show accuracy in not only one, but also 
many of the twelve archetypes, it shows that more questions would have been beneficial 
in this investigation. This would also add to the extensiveness of the study, which was a 
conscious choice of the researchers.  
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Appendix 

Appendix 1.  
Gathering of literature and Source Criticism.  
 
This study was based on collecting data based on primary sources, meaning that the 
researchers have gathered the original empirical data relevant for this study’s research 
problem. A primary data collecting method was chosen since secondary data on the 
subject was unable to help us answering our research questions, because this particular 
project has not been explored before. Since the study has examined people’s 
personalities and their behaviour towards sustainable products, only primary data would 
be of help in answering those questions. The researchers have also examined the 
behaviour amongst people studying at Linnaeus University and they could not hardly 
learn about their opinions and behaviour without asking questions directly addressed to 
them.  
 
Interesting questions the researchers have been asking themselves prior to the data 
collection, is what to include, and how the literature should be reviewed. By having 
these questions outlined, the researchers have been able to sample theories that are of 
relevancy and also of importance for the study  
 
The literature that is treated and used in this study has been collected mostly through the 
search engine tool: One Search. The theme of this study has been ethical consumption 
of sustainable products and what it is that motivates the consumer to choose and 
purchase sustainable products. The researchers also examined the types of personality 
archetypes that were likely to purchase sustainably. The study further moved into the 
different factors motivating consumers to take action. Factors or drivers such as 
“Collectivism”, “Individualism” “Environmental concern”, and “Perceived consumer 
effectiveness” have then become frequently used keywords in this study. Along with 
other keywords such as “Ethical Consumption”, “Sustainable purchase behaviour” and 
other varies of combination of the different keywords. Through these combinations and 
many more, the researchers found both books and articles that depend on the research 
area. By reading the basic literature in the study, the researchers have been able to more 
easily choose the selection of literature and theories to find a relevance in the study. 
Also by starting reading the basis of the different concepts, a fundamental basis to build 
the study upon, was created.   
 
The process of collecting the right theories and literature have been extensive and 
thorough, which allowed the researchers to find more accurate information, and thus 
build a proper structure of the study with the right theories linked to it. Saunders et al. 
(2009) illustrate the importance of choosing right literature that are well updated, to be 
relevant in the times we find ourselves today. The choice of literature must also match 
the research question and also the current study as a whole.  
 



  
 

II 

When working and using scientific articles it is important that the article’s source is 
reported, and that it is possible to generate a result, a conclusion from it. Hence an 
article examined to see if it is published or processed in or by an academic journal, to 
ensure its reliability and scientific content (Saunders et al., 2009).  
 
Source criticism  
There are several different approaches for source criticism, Thurén (2013) identifies 
four factors that can be used to evaluate the source; credibility, age, independence and 
freedom of opinion. The credibility of the source is determined along its age, the time 
when the source was published. The credibility of the evaluation of the source is also 
considered if it is influenced by individuals, political or economic pressure (Thurén, 
2013). 
 
When the sources of work were selected, the researchers took into account the source 
publishers to be able to assess the credibility of the source. The sources used in the work 
are all published by respected publishers, thus the researchers believe that the source 
can be considered credible. The researchers have also taken into consideration when the 
information is published and in what context it was taken out.  
 
The sources the researchers have chosen differs in a wide range depending on their age 
of publication, some sources with a fairly high age, but that they still find relevant in the 
theoretical field of the study. Since this study conclude basis of theoretical concept 
enacted many years ago, the researchers have found it relevant to use older publications 
that account for those concepts, while newer editions of well-known writers and 
established publishers, have accounted for more focused information about the 
concepts. Further newer quantitative researches have been accounted for the statistics of 
which factors that are most commonly referred to as main reason to why consumers 
choose to purchase sustainable. Among the articles and literature being used, the 
authors refer to each other’s theses and studies, and ensure sources of credibility and 
relevance. Many of the older sources are relied upon and referred to in the newer 
publications, which justify their relevance as a source.  
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Appendix 2:  
The respondents´ behaviour towards ethical consumption 
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Figures 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Pearson’s (1991) twelve personality archetypes 
 
 
 
 
 
 
 

 
 
 
 
 
  
 
 

Figure 2.  Ego or Social Characteristics (constructed model by researchers) 
 

 
 
 
 

 
 
 
 
 
 
 
 

 
Figure 3. Consumer X´s personality archetype 
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Figure 4. Low and high level of correspondence with item 
 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5. Consumer X´s environmental behaviour 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6. Example of personality archetype in relation to environmental behaviour 
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Figure 7. Example of a general environmental behaviour in Social-order 

 
 
 
 
 
 

 
 
 
 
 
 
 

 
 

Figure 8. The respondents´ personality archetypes 
 
 

 
 
 
 

 
 

 
 
 
 
 
 
 
 

Figure 9. The environmental behaviour of the personality archetype Ego-freedom 
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Figure 10. The environmental behaviour of the personality archetype Ego-order 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

Figure 11. The environmental behaviour of the personality archetype Social-freedom 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 12. The environmental behaviour of the personality archetype Social-order 
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Figure 13. The respondents´ environmental behaviour in relation to their personality 
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Tables 
Table 1: Operationalization 

Concept Component Item Definition Questions Sources 

Ethical 
Consumpti
on 

Behavioural 
orientation – 
The 
archetypes 

The	Ruler	
 

Behaviour 
related to 
Success 

Would you describe 
yourself as a leader 
personality?  
Do you like to lead and take 
initiatives?  
Do you like situations 
where you are in the centre 
of attention? 
Is it easy for you to 
motivate people?  
Are you structured? And do 
you prefer structure and 
order in life? 
 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	Sage	
 

Behaviour 
related to 
Knowledge 

Do you plan a lot? 
Do you see yourself as a 
knowledgeable person?  
Do you have a tendency of 
explaining and describing 
things for other people?  
Do you find pleasure or 
even superiority in doing 
so?  
Do you find joy in making 
other people understand?   

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Magician	
 

Behaviour 
related to 
Uniqueness 

Would you describe 
yourself as imaginative?  
Do you strive for change?  
Do you see yourself as 
different compared to 
others? 
Do you have a desire for 
being different?  
Do you see possibilities 
where others do not? 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 
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  The	Hero	
 

Behaviour 
related to 
Winning 

Are you competitive?  
Are you challenging 
yourself in different 
context?  
Is it the main purpose to 
grow as an individual/to 
gain personal development 
in most situations you 
approach? 
Is it important for you to 
win?  
Do you tend to put high 
demands in general?   
Do you get the feeling of 
never being satisfied?  

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
creator	
 

Behaviour 
related to 
Innovation 

Would you describe 
yourself as an entrepreneur? 
Do you feel that you are 
filled with more ideas 
compared to others? 
Do you see solutions in 
your everyday life? Do you 
believe that you do so more 
than the average person? 
Do you feel joy in trying 
new things?  
Do you have ideas for 
improvement? Do you think 
you have more ideas than 
the average person? 
 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Explorer	
 

Behaviour 
related to 
Independenc
y & Curiosity  

Would you describe 
yourself as independent?  
Do you prefer to work 
independently?  
Are you curious as a 
person?  
Is it easy for you to try new 
things?  

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Outlaw	
 

Behaviour 
related to 
Change 

Do you have a desire to try 
new things?  
Would you prefer structure 
over freedom? 
Are you often trying to 
pave new paths in life? 
Do you always try to 
challenge structures in life? 
Are you influencing others 
to do the same? 
Do you enjoy taking risks?  

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 
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  The	Jester	
 

Behaviour 
related to 
Playfulness 

Would you describe 
yourself as spontaneous?  
Are you an entertainer?  
Do people see you as the 
funny person in the group? 
Must things be fun for you 
to do it?  
 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	Lover	
 

Behaviour 
related to 
Quality in life 

Are relationships very 
important for you?   
Do you manage your 
relationships well?  
Do you prioritize a good 
relation over new people? 
Are you often more 
unselfish than selfish?  
Do you often do things to 
improve the quality in life 
for others? 
 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Caregiver	
 

Behaviour 
related to 
Compassion 

Do you get a kick from 
helping people?  
Do you like to be helpful?  
Does helping others bring 
you joy? 
Would you say that much 
of what you do, you do for 
the best of the group rather 
than the best for you?  
Do you prioritize others in 
front of your own well-
being?  

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Everyman	
 

Behaviour 
related to 
Common 
sense 

Do you like the simplicity 
in the everyday life? 
Are you in need of 
routines?   
Are you humble? 
Would you say that you 
often do stuff for a good 
cause? 
Would you say that you are 
a simple person?  

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 

  The	
Innocent	
 

Behaviour 
related to 
Hope 

Would you say that you are 
very optimistic? 
Are you idealistic?  
Do you pursue ideals in 
life? 
Are you a team-player? 
Do you find joy in joining 
team efforts?  
 

Jansen (2006); 
Mark and 
Pearson (2001); 
Pearson (1991); 
Carolspearson.co
m. (2016) 
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 Environment
al 
Knowledge 

Knowledge	 Degree of 
Knowledge 
about 
environmental 
issues 

 
* Do you purchase of a 
sustainable product, based 
on facts? 
* Is information about a 
sustainable product 
important, when purchasing 
it? Why? 

Frick, Kaiser & 
Wilson (2004), 
Hungerford & 
Volk (1990), 
Duerden & Witt 
(2010), Mostafa 
(2009), Kempton 
et al. (2004) 

  Understan
ding	

Understandin
g about 
environmental 
issues 

* Do you understand what a 
sustainable product is? (Is it 
because of that you choose 
to purchase?) – Follow-up 
question 
* Would you say that a 
deeper understanding of 
environmental issues, lead 
to you engaging in 
contributing to pro-
environmental behaviour? 

Ellen (1994), 
Hungerford & 
Volk (1990), 
Frick, Kaiser & 
Wilson (2004) 

 Environment
al 
Concern 

Egoistic	 Environmenta
l concern 
related to 
Egoistic 
behaviour 

* Does the design have an 
impact on your purchase of 
a sustainable product? And 
if, why? 
* What is a crucial in the 
design of a sustainable 
product? 
* Does a premium price 
affect your purchase of a 
sustainable product? 
* What would your reason 
be to purchase a sustainable 
product? 

Batson (1994), 
Hofstede (1980) 
Schultz (2000) 
Stern & Dietz 
(1994) 

  Altruistic	 Environmenta
l concern 
related to 
Altruistic 
behaviour 

* Do you purchase 
environmental products, 
because it helps people in 
need? Motivate further. 

Schultz (2000)  
Schwartz (1977)  
Scott and Seglow 
(2007) 

  Biospheric	 Environmenta
l concern 
related to 
Biospheric 
behaviour 

* Do you have an 
environmental mind-set 
when purchasing products 
in general? 

Schultz (2000) 
Stern & Dietz 
(1994) 

 Collectivism 
& 
Individualis
m 

Collectivist
ic	

Ethical 
consumption 
in relation to 
Collectivistic 
behaviour 

* Do you purchase 
sustainable products 
because it will generate a 
better life to people in your 
vicinity? 
* Is the vision of the 
purchase of a sustainable 
product, as important as the 
product itself? 

Triandis (1995),  
(Kim and Choi, 
2005), 
(Rokeach, 1973), 
Stern (1992)   
Hofstede (1980) 
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  Individuali
stic	

Ethical 
consumption 
in relation to 
Individualisti
c behaviour 

* Do you purchase a 
sustainable product because 
it is good for your own 
health? 

Triandis (1995),  
(Kim and Choi, 
2005), 
(Rokeach, 1973), 
Stern (1992)   
Hofstede (1980) 

 Perceived 
Consumer 
Effectiveness 

	  * Is a purchase of a 
sustainable product, based 
on your knowledge in well 
fare of others? 
* Do you feel like you 
make a difference when 
purchasing a sustainable 
product? 

Kinnear et al. 
(1974), 
Ellen, Weiner 
and Cobb-
Walgren (1991),  
Thompson 
(1981) 
Vermeir & 
Verbeke (2006),  
Kim & Choi 
(2005), 
Mills & Clark 
(1982) 
 


