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Abstract 
 
In 2016, it is no longer possible to deny the existence of global warming and its harmful effects on 

our planet and the environment. Not only experts, but also consumers, have become increasingly 

concerned about the environment. This increased awareness and concern has increased consumers’ 

interest in purchasing environmentally friendly food products, and has caused companies to focus 

on programs intent on reducing their environmental impact and helping the environment. 

Companies have introduced more environmentally friendly food products, accessible on a large 

scale, and have changed their communication to focus more on green products and green product 

attributes. 

 

Scandinavian countries have some of the largest numbers of organic food consumers in Europe and 

the world, with the Swedish organic food industry measuring the highest growth rate in organic 

food sales in 2015. Therefore, this study focuses on the Swedish green food industry. 

 

A major way for companies to make consumers aware of their available environmentally friendly 

food products is through green advertising. An increasingly frequent problem, however, is that 

consumers tend to distrust these green ads. They have knowledge of green washing practices and 

misleading information in green advertising. 

 

In this thesis, the relationships between green consumerism, green washing and green advertising 

skepticism were investigated. The potential relationship between demographic factors such as 

gender, age, income and level and area of study, and green advertising skepticism were tested as 

well. A research model with three main hypotheses was used in this thesis. The results showed a 

significant relationship between green consumerism and green advertising skepticism when green 

washing was a moderator. There was also a significant negative relationship between attitude 

towards green products and green advertising skepticism and a positive relationship between 

environmental concern and green advertising skepticism. There existed no significant relationship 

between the tested demographic factors and green advertising skepticism in the Swedish green food 

industry. 

 

Key words: Green Washing, Green Skepticism, Green Advertising Skepticism, General 

Advertising Skepticism, Green Consumerism, Environmental Concern, Attitude towards Green 

Products, Green Purchase Behavior, Demographics, Organic, Environmental Friendly Food 

Products  
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1 Introduction  
 

In 2016, it is no longer possible to deny the existence of global warming and its harmful effects on 

our planet and the environment. Many scientists consider climate change to be the greatest threat 

facing our planet, and have predicted that it will not only impact the weather but also every other 

aspect of life on earth (Hartman, 2016). Due to an increased focus by the media on matters 

regarding environmental protection, degradation, ecology and climate change, consumers are 

becoming increasingly concerned about the environment and our planet (Finisterra do Paco & Reis, 

2012). Their awareness of environmental issues has increased steadily in recent years, and so has 

their concern for those issues (Pancer et al., 2015). Through their awareness and concern, the public 

has started showing interest in purchasing environmentally friendly products, and has begun 

demanding that companies engage in programs geared at reducing their environmental impact and 

towards helping the environment (Pancer et al., 2015). These demands made by consumers have 

caused companies to introduce more environmentally friendly products and have also caused an 

increase in environmentally oriented communication towards the customer, both in relation to the 

company’s products and their organizational behavior (Delmas & Cuerel Burbano, 2011; Franklin, 

2008). 

 

Findings by Nielsen (2014) suggest that an increasing number of consumers want to make green 

purchase decisions. Organizations have responded to this by developing more eco-friendly 

products, spending a sizable amount of money on promoting these products and integrating green 

issues into their corporate strategies (Menguc et al., 2011). One of the ways that society can 

mitigate climate change, according to de Boer et al. (2016), is to reduce their carbon footprint and 

their CO2-emission by transitioning to a low-carbon diet, since food consumption has a 

considerable impact on greenhouse gas emissions (Scialabba & Müller-Lindenlauf, 2010). If 

consumers were to adopt a low-meat diet, on a global scale, it is estimated that this would reduce 

the costs of climate change alleviation by as much as 50% in 2050 (Stehfest et al., 2009). 

 

Statistics show that the European market for organic food and drink sales encompasses almost half 

of the global market (Willer & Kilcher, 2011). Within Europe, studies show that the Scandinavian 

and Alpine countries have the largest number of organic food consumers (Willer & Kilcher, 2011). 

Danish consumers are the world’s largest buyers of organic food, and Southern Sweden, where the 

authors are located, has a large number of export-oriented organic food producers (Willer & 

Kilcher, 2011). Additionally, in Sweden in 2013, approximately 15.4% of all agricultural areas were 

managed organically (Sanders, 2013). In 2015, organic food sales in Sweden increased by 39%, the 
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highest growth rate recorded in the world that year, and the share of organic food products 

compared to overall food consumption was 7.7%, almost catching up to world leader Denmark, 

who reached a proportion of 8.3% (Granfors, 2016). 

 

1.1 Background 
Environmentalism and green advertising received a great amount of spotlight in media and in 

research the past decades, highlighting the efforts of companies as well as environmental tragedies 

which helped transform such issues into major nation- or even global wide discussions and debates 

(Finisterra do Paco & Reis, 2014). This is where companies play a major role to express 

compassion by one of the major tools, which is in this case green advertising. This trend started in 

the 1970s due to the recession and oil crises, when implementing environmental efforts became a 

differentiating factor and thus green advertising started to evolve (Finisterra do Paco & Reis, 2014). 

The aim of green advertising nowadays is to create awareness and to influence attitudes positively 

when it comes to environmentally friendly firms and brands (D’Souza & Taghian, 2005). Awad 

(2011) discusses that in order for a green advertisement to be stimulating, the claims and statements 

need to be in relation to “resources used in production, packaging, distribution, and disposal” 

(Finisterra do Paco & Reis, 2014). 

 

Nowadays, the problem with green ads is not only confusion but also the increased pattern of 

distrust and suspicion from the customers’ side (Leonidou & Skarmeas, 2015). This is also due to 

the fact that some green ads are too technical or scientific and the audience cannot comprehend 

them. One of the main obstacles with green advertising is to avoid implementing misleading 

information regarding the environmental practices of a company. This refers to the term green 

washing, which implies deception in green advertising. This concept started evolving already in the 

1980s and is widely used nowadays in environmentally friendly marketing and corporate social 

responsibilities (CSR) (Rahman et al., 2014). Based on a research by Chen and Chang (2013), it 

was found that green washing has a negative impact on green trust, and also that suspicion and 

skepticism are consequences of green washing. In addition to this, skepticism can occur when the 

consumer perceives that a company focuses on self-serving motives, when the consumer senses 

inconsistencies between marketing statements and a firm’s actions (Rahman et al., 2014). 

According to Leonidou and Skarmeas (2015), this notion is also due to the great amount of green 

washing and the lack of transparency with regulations. They also state that due to these reasons, the 

public has an increasing trend of more and more concerns in relation to false and incomplete 

environmental information, which leads to doubt of benefits and doubt of the performance of green 

products (Leonidou & Skarmeas, 2015). In a research by Matthes and Wonneberger (2014), the 
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relationship between green consumerism and green advertising skepticism was also proven, 

meaning that green consumers who have more knowledge on environmentalism tend to show higher 

levels of skepticism than non-green consumers. 

 

Therefore, if the performance of the product does not hold up to a consumer’s expectation based on 

a green advertisement, skepticism can arise. In relation to this, Obermiller et al. (2005) concluded 

that the relationship between intention to purchase and green advertisement fades away when a 

consumer is skeptical. Thus, eco-brands need to overcome crucial barriers to be able to create a 

well-established communicational platform to their target audience, who are cynical and skeptical, 

which fosters discouragement for firms to produce and develop further green products (Finisterra do 

Paco & Reis, 2014). 

 

Swedish Green Consumers 

The authors have chosen, in this research, to focus on the Swedish green consumer. As previously 

stated, Sweden’s organic food sales increased by 39% in 2015, the highest recorded growth rate in 

the world that year (Granfors, 2016). This shows an interest in environmentally friendly food 

products among the Swedish consumers, a willingness to care for the environment, and a health-

conscious mentality. 

 

However, consumers’ positive attitudes to caring for the environment are not always transformed 

into actual behavior, which is a general notion for most cultures (Aertsens et al., 2009; Leire & 

Thidell, 2005). This notion explains the gap between behavior and intention, this is especially 

relevant when it comes to skeptical consumers both in general and towards green advertising 

(Vermeir &Verbeke, 2006). 

 

By use of a survey, the Swedish Environmental Protection Agency identified five different groups 

in which skeptical consumers can be divided. These five are the following: “the passive, the skeptic, 

the newly awakened, the level-headed and the committed” (Röös et al., 2014, p. 156). From the 

same survey they also drew conclusions about the main difficulty to becoming more environmental 

as a consumer being confusion about which choices are actually more climate friendly. What this 

means in cases of Swedish consumers is that the level of knowledge and concern of a consumer 

influences which type of message that needs to be communicated to them, and general messages do 

not fit to all five types of consumers. Therefore, targeting one specific group, once identified, can be 

more efficient, since the message will be more communicative to consumers’ skeptical personality. 
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This is also further explained that in a Swedish context, consumers are interested in receiving 

credible information about their purchase when it comes to food (Röös et al., 2014; Vermeir & 

Varbeke, 2006). 

 

Zaman et al. (2010) conducted a research on Swedish consumers and drew the following 

conclusions. As a result of their survey about 50% of Swedish consumers chose environmental 

concern as their main criteria of purchasing any product, which can be compared with 25% of 

foreign consumers. Labor standards were only considered by 33% of the respondents, while 57% 

talked about animal care during the interviews. Zaman et al. (2010) also highlighted that 100% of 

respondents claim to check where the product originates from when purchasing it and that KRAV is 

the most known eco-label in Sweden (KRAV, 2016). On the following figure, the differences 

between foreign residents and Swedish green consumers’ product criteria can be compared. Price, 

quality and taste seem to be significant criteria for both Swedish and foreign residents based on the 

graphs.  

 

Figure 1 Consumers’ product purchasing criteria (Zaman et al., 2010) 

 
In a study by Fuentes (2014), they discuss how a different marketing image can influence 

Scandinavian consumers, in this case they talk about a campaign with a clothing company, and the 

results show that customers of this company can develop environmental interest once the brand they 

usually use start to display green claims. In these cases, a co-responsibility is built together with the 

customers. 
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1.2 Problem discussion  
Due to global warming and the alerting level of climate change and the increasing amount of food 

that is genetically modified, it is crucial for firms to implement environmental friendly products to 

satisfy the public and maintain proper conditions for the planet in the long-term. However, due to 

vague, false, misleading, too scientific and too technical advertising claims and statements, green 

consumers show an increasing trend in terms of skepticism. Thus, skepticism undermines and even 

weakens the positive efforts in green advertising according to some research. This is also due to the 

expectations they have on green products. They expect green products to perform just as well as 

conventional products and these customers seek for “attributes such as functional performance, 

quality, convenience and price” (Rahman et al., 2014, p. 1059). Finisterra do Paco and Reis (2012) 

state that it is well known that green consumers are skeptical toward green ads both in academic and 

practical circles. Therefore, it is crucial to challenge this notion and to measure skepticism and see 

how some influencers impact it, especially demographics, in order to be able to create better green 

communication and marketing strategies for green products and services based on specific target 

groups and investigate whether green washing moderates the relationship between consumerism 

and skepticism. 

 

Research gap 

There has been a great amount of research investigating how and which demographics influence 

green consumerism, however the results of these studies vary significantly and this is also 

emphasized in some studies (Chen & Chai, 2010; Straughan & Roberts, 1999; Soonthonsmai, 

2001). As most of these authors highlight in their limitations, their findings are very context specific 

for the country, for the market, for the given time, for a specific age and ethnic group or culture, 

they also explain that further demographic research could bring significant value to the field (Awan 

& Amer, 2011; Checkima et al., 2016; Dimantopoulos et al., 2003; D’Souza et al., 2007a; 

Holmbom et al., 2013). Also, many of these studies are considered to be outdated and were not 

conducted in recent years. More updated research is needed, especially in the field of organic 

products in Sweden. Therefore, the impacts of online advertising are not taken into account when it 

comes to demographic studies in the late 90’s and early 00’s. What identifies the research gap even 

further is the fact that most of these researches focus on green consumerism or green purchase 

behavior of the consumer (Chekima et al., 2016; D’Souza et al., 2007a/b; Holmbom et al., 2013) 

while there are only a few studies investigating the relationship between demographics and green 

advertising skepticism. Matthes and Wonneberger (2014) bring light to the lack of and need for 
systematic empirical evidence to challenge the notion that the majority of consumers in different 
countries and in different times tend to be doubtful about green ads.   
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For example, gender has gained plenty of interests in academic circles (Brown & Harris, 1992; 

Tikka et al., 2000) with often contradicting results (Paco & Varejaao, 2010). The same problem 

applies when it comes to the level of education, a great amount of research has been done, where 

multiple of them see a significant relationship between higher education and green behavior 

(Roberts, 1996; Zimmer et al., 1994), while some found no evidence of such claims 

(Diamantopoulos et al., 2003; Khare, 2014; Shrum et al., 1995). When it comes to income, the 

same problem arises, the results of studies done in the field show opposing findings (Buttell & 

Flinn, 1978; Pickett et al., 1993; Van Liere & Dunlap, 1981). The authors of this paper are aware 

that they cannot close this gap entirely on a worldwide basis, but they can however put an end to the 

contradictory information and draw conclusion on Swedish consumers specifically. 

 

It is especially interesting to look at how green washing moderates the relationship between green 

consumerism and green advertising skepticism to investigate how current these marketing issues are 

in Sweden and whether changes need to be made to adapt to the perspectives of green consumers. 

 

1.3 Purpose 
Based on the available previous research, the authors elected to investigate whether 

environmentally conscious consumers who purchase green food products are, in fact, skeptical 

about green communications and green advertising (Sheehan & Atkinson, 2012). The purpose of 

this thesis is to contribute to a better understanding of green consumers and to find, if applicable, a 

moderator that affect their skepticism towards green advertising, to better understand the potential 

relationships between green washing and green advertising skepticism, and to gain a better 

understanding of how demographic factors might influence green advertising skepticism. Based on 

the results of this research, the authors will develop suggestions for companies, so they can better 

communicate to green consumers and can possibly decrease their skepticism of green advertising, if 

necessary. 

 

1.4 Delimitations 
The authors will utilize data from green consumers in Sweden, from both Swedish nationals and 

international consumers residing in Sweden. This way, all respondents are familiar with the 

Swedish green food market. The geographic region of this research is limited to Sweden. Also, in 

order to assure the manageability of the collected data, the quantitative survey used only multiple-

choice answer items and did not include open-ended response options outside of the respondent 

profile section. The aim is to profile the green consumer in a manner that will assist in the 

development of advertising strategies. 
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1.5 Thesis structure 
The organization of this thesis is as follows: chapter 2 contains the literature review and data 

collected from previous research. Chapter 3 contains the key concepts of the study. Chapter 4 

details the method used and the analysis and results are presented in chapter 5. Chapter 6 consists of 

the conclusions of the thesis, the contributions to previous research and chapter 7 contains the 

limitations, managerial implications and suggestions for further research.  
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2 Literature Review and Hypothesis 
 

2.1 Green Consumerism 
Beginning in the 1960s, concern about the future of the planet and its inhabitants have been 

growing (Zinkhan & Carlson, 1995). During this time, consumers’ understanding of global 

warming increased and with it their realization that resources are limited (Zinkhan & Carlson, 

1995). Green consumers, as defined by Zinkhan and Carlson (1995), are “consumers who are 

worried about more than just the purchase and the consumption processes. They are also 

concerned about the production process, in terms of scarce resources consumed, and they are 

concerned with product disposal issues (e.g., recycling)” (p. 2). 

 

These days, according to Schuitema and De Groot (2015), the majority of consumers support the 

idea of purchasing green products, but this support is not translated into actual purchase behavior. 

Previous studies argue that consumers do not purchase green products because they focus on other 

product attributes instead of the green product attributes (Hughner et al., 2007; Magnusson et al., 

2001). This collection of previous research suggests that consumers do not consider green product 

attributes when making a purchase decision, but rather focus on other attributes such as quality, 

taste, price, etc. (Schuitema & De Groot, 2015). Schuitema and De Groot (2015) dispute the 

previous research, by stating that consumers do consider green product attributes when making a 

purchase decision, but the consideration of these attributes is shoved to the background. They 

theorized the existence of a trade-off that happens when consumers evaluate product attributes, 

where consumers focus first on egoistic product attributes and on green product attributes second 

(Schuitema & De Groot, 2015). Matthes and Wonneberger (2014) argue that green consumerism is 

made up of several facets that need to be taken into consideration. They argue that studies on green 

consumers have continuously found three constructs closely related to green consumerism, namely 

the three underlying factors that make up the hierarchical factor of Green Consumerism: 

environmental concern, attitudes towards green products and green purchase (Matthes & 

Wonneberger, 2014). 

 

Environmental Concern 

Some studies found that green consumers are highly concerned about the environment (D’souza & 

Taghian, 2005; Finisterra do Paco & Reis, 2012). Matthes and Wonneberger (2014) state that 

environmental concern is generally related to a high involvement with and an awareness of 

environmental issues, along with a willingness to sacrifice in order to protect the environment. This 

definition is supported by a classic definition stating that the ‘environmentally concerned consumer’ 
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is someone who “takes into account the public consequences of his or her private consumption and 

attempts to use his or her purchasing power to bring about social change” (Webster, 1975, p. 188). 

 

Consumptions guided by environmental concern are motivated, in essence, by two different types of 

consumption goals and motives, the individual, private consumer objectives and the collective, 

long-term, environmental protection-based objectives of society (Moisander, 2007). The integration 

of these two types of consumption goals is not without complications, as explained by (Uusitalo, 

1990), since the choices associated with environmentally responsible behaviors frequently 

encompass a social dilemma similar to the prisoner’s dilemma. The social dilemma, as describes by 

Dawes (1980) as the prisoners dilemma, theorizes that “the social payoff to each individual 

consumer for defecting behavior, is higher than the payoff for cooperative behavior, regardless of 

what other society members do, yet, all individuals in society receive a lower payoff if all defect 

rather than cooperate” (p. 170). 

 

However, Moisander (2007) states that, even when green consumers are willing to spend many 

personal resources such as time, money and effort on their care for the environment, confusing 

environmental information and low credibility of this information can make it difficult for the green 

consumer to act on their environmental concern. 

 

Attitude towards Green Products 

Many studies consider attitudes towards green products to be a key dimension of green 

consumerism (Chan, 2001; Roberts, 1996). Allport (1935) defined attitude as “a mental and neural 

state of readiness, which exerts a directing, influence upon the individual’s response to all objects 

and situations with which it is related” (as cited in Chen & Chai, 2010, p. 30). Schultz and Zelezny 

(2000), in their study, define attitudes of environmental concern as being “rooted in a person’s 

concept of self and the degree to which an individual perceives him or herself to be an integral part 

of the natural environment” (p. 368). These attitudes encompass both cognitive and affective 

aspects, with cognitive attitude aspects relating to advantages, quality, and/or favorability of green 

products and affective attitude aspects relating to emotional benefits, such as feeling less guilty or 

even feeling proud when buying environmentally friendly products (Chang, 2011). A study by 

Seligman and Katz (1996) shows that a predictor for attitudes is values, which reflect the 

consumer’s beliefs on the desirability of a certain end-state. But, Feather (1995) cautions that, while 

values are relatively stable over time, behavior specific attitudes and beliefs can change more easily. 
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A study by Young et al. (2010) cautions about the existence of an “attitude-behavior gap” or a 

“values-action gap”, stating that consumers who report to be concerned about environmental issues, 

and have a positive attitude towards green products, don’t necessarily translate this concern into 

their purchasing habits. Nevertheless, studies show that attitudes are the most consistent factor in 

explaining and predicting consumers’ willingness to pay for green products (Chyong et al., 2006). 

Chen and Chai (2010) also explain from this information that price in not the main factor preventing 

consumers from purchasing environmentally friendly products if they have a pro-environmental 

attitude. 

 

Green Purchase Behavior 

Besides consumers’ attitudes towards green products, their purchase behavior is another crucial 

element of green consumerism (Matthes & Wonneberger, 2014). Since purchase behavior is a very 

difficult pillar of theoretical study, green purchase behavior, and in fact purchase behavior in 

general, are often studied by questioning consumers about their self-reported consumption patterns 

(Matthes & Wonneberger, 2014; Shrum et al., 1995). 

 

Kanchanapibul et al. (2014) state that awareness concerning the environmental impact of society is 

increasing, and consequently, consumers are more sensitive towards green products when making 

their purchase decision. According to Chan (2001), green purchase behavior is influenced by the 

consumer’s attitude towards green products, through the mediator of green purchase intention. 

Other mediating factors are ecological knowledge and ecological affect (Chan, 2001). 

 

Based on these studies, the authors developed the following hypothesis: 

H1: The hierarchical factor of Green Consumerism is a predictor of Green Advertising Skepticism 

in the ecological food industry (Matthes & Wonneberger, 2014). 

 

H1a: Environmental Concern is a predictor of Green Advertising Skepticism in the ecological food 

industry. 

 

H1b: Attitude towards Green Products is a predictor of Green Advertising Skepticism in the 

ecological food industry. 

 

H1c: Green Purchase Behavior is a predictor of Green Advertising Skepticism in the ecological 

food industry.  
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2.2 Green Washing and Green Advertising Skepticism 
According to Chen and Chang (2013) green claims should be true, accurate and clear, while in 

actuality they are deceptive, false and ambiguous occasionally on a global scale. The concept green 

washing originates from the words “environmental whitewash” and it reflects a negative corporate 

intention where consumers are being deceived to a firm’s environmental efforts in relation to their 

products and services (Rahman et al., 2014). By concealing negative environmental characteristics 

a misleading positive impression is generated in the consumer’s mind and overall environmental 

perspective (Delmas & Burbano, 2011; Praguel et al., 2011). The underlying purpose with green 

washing is to make profit and is therefore widely used in corporate social responsibility (CSR) and 

marketing (Rahman et al., 2014). This can also be related to corporate hypocrisy, where a firm 

conveys messages stating that they are doing something significant for the environment, when in 

reality they are not or not as much as they state to do so.  

 

In a study by Chen and Chang (2013), it was found that green washing had a negative impact on 

green trust and also indirectly had significant influence on consumer confusion and green perceived 

risk in the context of electronics in Taiwan. From this study, one can also learn that green washing 

often consequences in skepticism and negative attitudes towards green statements.  

 

In a study by Delmas and Burbano (2011), it is discussed that the main drivers behind green 

washing, where they explain that green washing has an intense negative influence on the confidence 

one has in green products or services, as well as on investor confidence and that can hinder the 

consumer market to thrive for green items. Delmas and Burbano (2011) also stated that “A green 

washing firm engages in two behaviors simultaneously: poor environmental performance and 

positive communication about its environmental performance” (p. 67). They further discuss that 

there are firms with bad environmental performance which aim to communicate positive 

environmental claims which thus leads to green washing, or they remain silent about their bad 

environmental activities. Therefore, consumer starts to develop an increasing trend of skepticism. 

Skepticism arises due to the transparency of some corporate activities, when firms claim to be 

involved in environmental efforts, however, they are in fact only conveying these messages, but are 

not doing them in practice as mentioned before (Rahman et al., 2014). 

 

The basis of green skepticism can lie within the inconsistency between marketing and actual actions 

of a firm. When consumers see through this cloud of inconsistent and distorted information, they 

begin to develop skepticism (Rahman et al., 2014). Thus, firms that aim to do successful green 

advertising need to apply public-serving motives and reflect those in their ads, rather than 
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conveying self-serving motives in their messages (Rahman et al., 2014). Finisterra do Paco and 

Reis (2012) discuss that from the environmental brands side, firms are in fact facing a hard time to 

get through to the cynical public, due to all the confusing rather than informative messages out 

there. In this same study, they find that consumers are indeed skeptical, however this does not 

influence their actual purchase behavior in a negative manner, thus consumers continuously buy 

green products despite of being skeptical.  

 

This dilemma of skepticism has been dealt with by marketers for decades continuously and is still 

evolving and being researched today. For example, in a study by Calfee and Ringold (1994) 

research was already emphasizing the paradox of simultaneous skepticism when it comes to 

advertising. They state that “Consumers are skeptical of advertising in the abstract, but they 

nonetheless extract much useful information from ads. This appears to reflect a complex process in 

which advertisers devise means to achieve credibility with rational consumers who understand the 

self-interested nature of advertising” (p. 236). 

 

Since one of the first groundbreaking issue came out in 1995 in relation to green advertising, the 

interest to investigate and explore green advertising and its relation to skepticism has been 

continuously developing in academics. The research conducted by Shrum et al. (1995) is still a 

widely used study in green advertising research. In their investigation they intended to explore and 

create a psychographic profile on green consumers in relation to “purchase behavior, such as price 

consciousness and general care in shopping, interest in new products, and brand loyalty” (p. 71). 

Their findings showed that green consumers are opinion leaders and information seekers however, 

they are also skeptical when it comes to advertising which gives fruitful insights to marketers to 

avoid false messages. 

 

Obermiller and Spangenberg (1998) conducted a study to develop a measurement scale for 

skepticism. However, in this study they did not put focus on the green aspects but emphasized ad 

skepticism in general. In the very same year, Mohr et al. (1998) define skepticism as a cognitive 

response, not a personal characteristic, therefore it depends on context and content whether 

skepticism arises in the mind of a consumer. In order to convince a skeptical consumer proof and 

evidence is needed, while this method does not work with cynical personalities (Mohr et al., 1998). 

The same notion is discussed by Xie and Kronord (2012) where they emphasize how much details 

can contribute to decreasing skepticism. By details, in this case they talk about how numerical data 

that scarcity of information can generate persuasiveness. Mohr et al. (1998) discuss that skepticism 

and cynicism are used interchangeably but these two concepts are rather distinct, due to the above-
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mentioned reason and advertising needs to be adapted accordingly. As for humans in general, 

skepticism is a healthy mechanism in order to protect themselves from being possibly mislead and 

from believing in inaccurate information. 

 

In a study by Magnusson et al. (2001) researchers reported demographic differences in the attitude 

of Swedish consumers toward organic food products. The study resulted that women and young 

adults tend to have more positive attitudes, but the frequency of their purchases was relatively low. 

The major finding of the paper was in fact that good taste and availability showed significance, 

however consumers would not increase their consumption as long as the perceived beliefs in 

organic food is not highlighted since they are paying a premium price for these products. Therefore, 

this study shows how in 2001 consumers did not feel content with the quality they get for the price 

they pay which can as well increase skepticism in the consumer’s mind. 

 

In 2014, Matthes and Wonnerberger dedicated a study to green advertising skepticism when it 

comes to cleaning products in the United States and in Austria. In this study they found contrasting 

results to previous studies where the green consumers put more trust in green ads, which can be 

explained by the perceived informational utility. When it comes to this market and specifically 

these countries, consumers tend to rather judge advertising than trust their feelings, however they 

are in fact emotionally aroused by green ads. The main limitation with the paper was in fact that the 

researchers had no control over which advertisement the respondents had in mind also that there 

was no difference between, age, gender and education influencing green advertising skepticism 

which could indeed give reasonably significant results in order to form more suitable and targeting 

messages. 

 

In fact, there have been plenty of studies that discuss in detail how consumers are likely to develop 

skepticism towards green claims (D’Souza et al., 2007a/b) as well as especially towards green 

organic food (Vermeir & Verbeke, 2006). This is mainly due to the fact that consumers do not have 

enough technical knowledge and therefore informational utility to comprehend advertising behind 

organic food. Even though there is a clear point in that consumers are skeptical about green 

advertising, they still state in most researches that they are willing to pay 5-10% more for organic 

products, especially food, as long as they receive premium quality for premium price (Han et al., 

2011). 
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The construct “green washing” was previously developed by Chen and Chang (2013) and is 

theorized to be a predictor in this research towards green advertising skepticism by Matthes and 

Wonneberger (2014).  

 

Based on this information collected from previous literature, the authors developed the following 

hypothesis: 

H2: Green Washing is a moderator in the relationship between Green Consumerism and Green 

Advertising Skepticism. 

 

Difference between green and general advertising skepticism 

Matthes and Wonneberger (2014) base their research on the notion to distinguish between green and 

general advertising skepticism. Based on a research by Shrum et al. (1995) they conceptualized 

general advertising, which was then utilized in green advertising in later researches. For example, 

Mohr et al. (1998) generated a more precise concept for green advertising. These two concepts are 

positively related however very distinct by their origin in behavior and their effects. Therefore, the 

question remains if green consumerism and green ad skepticism are in fact related. Therefore, this 

research sheds light on green advertising skepticism only.  

 

Issues in green food retail 

Already in the beginning of the 21st century genetically modified food was a concerning topic and it 

generated debates due to its long-term environmental impact (Nielsen & Anderson, 2001). These 

debates raised skepticism especially in Europe. However, the major problem arises that in the green 

food-retailing sector there exist third-party certifications and private eco-branding and these are not 

identical in their functions. The purpose of eco-branding is to gain higher market shares whereas 

certifications provide reliable guarantee. These developments have a clear influence on the 

consumers’ purchase decision. The market orientation of such eco-labels is toward sustainability 

while avoiding selfish motives, which can lead to skepticism and is dependent on brand equity. 

More and more companies aim to release their own eco-brands, which have simple and easier 

messages compared to their global competitors.  

 

2.3 The Influence of Demographics on Green Consumerism 
Many studies have tried to connect demographic variables to green consumerism, and tried to 

determine differences between demographic groups, with varying results (Chen & Chai, 2010; 

Soonthonsmai, 2001; Straughan & Roberts, 1999). Previous research states that younger individuals 

are more likely to be sensitive to environmental issues (Straughan & Roberts, 1999). Their study 
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also found that the demographic variables age and sex are significantly correlated with ecologically 

conscious consumer behavior when considered individually, and that income has no significant 

influence on green consumerism (Han et al., 2011; Straughan & Roberts, 1999). Findings by 

Soonthonsmai (2001) dispute this, stating that green purchase intention is positively correlated with 

every income and age-demographic, but not education. 

 

Gender 

Many studies have shown significant differences in environmental attitudes based on gender 

(Brown & Harris, 1992; Tikka et al., 2000), with men’s attitudes being more negative towards the 

environment compared to women’s (Eagly, 1987; Tikka et al., 2000). However, Reizenstein et al. 

(1974) found that men are more willing to pay to control air pollution, compared to women. On the 

other hand, women show a more intense relationship between attitudes towards environmentally 

friendly products and their use of those products (Balderjahn, 1998). Paco and Varejaao (2010) 

summarized that much of the research conducted regarding the demographic variable gender reports 

contradictory outcomes. 

 

Age 

Age was one of the first demographic variables that was studied in relation to green consumer 

behavior (Nath et al., 2015). The results that have been reported over the years are relatively 

consistent, and show a trend of young consumers having a greater inclination towards the adoption 

of environmentally friendly behaviors, compared to older consumers (Nath et al., 2015). An 

explanation for this, as given by Straughan and Roberts (1999), is that the young generation has 

grown up in an age where we pay greater attention to the environment. In contrast to the young 

generation, many studies have consistently described a significant negative relationship between 

age and environmental knowledge and attitudes independently (Diamantopoulos et al., 2003; 

Grunert & Kristensen, 1994; Zimmer et al., 1994). However, again there are inconsistencies in the 

results of previous research, with the existence of an insignificant relationship between age and 

environmental consciousness constructs (Chan, 1999; Khare, 2014; Shrum et al., 1995). 

 

Education 

Another demographic factor that has previously been associated with green consumerism is 

education. Many studies have confirmed the existence of a positive relationship between education 

and environmental consciousness, and individuals with a higher level of education are more open to 

environment-related information (Paco & Varejaao, 2010). Education level has also been positively 

linked to environmental attitudes and behaviors (Roberts, 1996; Zimmer et al., 199). 
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However, there are again multiple studies that have proven no significant relationship between 

education and green attitude or behavior (Diamantopoulos et al., 2003, Khare, 2014; Shrum et al., 

1995). 

 

Income 

Many studies have, in the past, found a significant relationship between income and environmental 

consciousness, attitudes and behaviors (Chan, 1999; Finisterra do Paco & Raposo, 2010; Zimmer et 

al., 1994). However, again, many studies have found insignificant relationships between the same 

constructs (Buttell & Flinn, 1978; Holmbom et al., 2013; Pickett et al., 1993; Van Liere & Dunlap, 

1981). 

 

These previous studies allowed the authors to construct the following hypothesis: 

H3a: Income of the consumer significantly affects their skepticism towards green advertising. 

 

H3b: Gender of the consumer significantly affects their skepticism towards green advertising. 

 

H3c: Age of the consumer significantly affects their skepticism towards green advertising. 

 

H3d: Education level of the consumer significantly affects their skepticism towards green 

advertising. 

 

H3e: Area of study of the consumer significantly affects their skepticism towards green advertising. 
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3 Conceptual Framework 
 

The literature review in the previous chapter has collected and critically evaluated the available 

information regarding the topic of this thesis, with special focus on Green Consumerism, Green 

Washing, Green Advertising Skepticism and the possible influence of demographic characteristics. 

In this chapter, the authors present the conceptual framework and collect the hypothesis developed 

based on the information available from previous research and the existing research gaps.  

 

 

 
Figure 2 Conceptual Model (own) 
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H1: The hierarchical factor of Green Consumerism is a predictor of Green Advertising Skepticism 

in the ecological food industry (Matthes & Wonneberger, 2014). 

 

H1a: Environmental Concern is a predictor of Green Advertising Skepticism in the ecological food 

industry. 

 

H1b: Attitude towards Green Products is a predictor of Green Advertising Skepticism in the 

ecological food industry. 

 

H1c: Green Purchase Behavior is a predictor of Green Advertising Skepticism in the ecological 

food industry. 

 

H2: Green Washing is a moderator in the relationship between Green Consumerism and Green 

Advertising Skepticism. 

 

H3a: Income of the consumer significantly affects their skepticism towards green advertising. 

 

H3b: Gender of the consumer significantly affects their skepticism towards green advertising. 

 

H3c: Age of the consumer significantly affects their skepticism towards green advertising. 

 

H3d: Education level of the consumer significantly affects their skepticism towards green 

advertising. 

 

H3e: Area of study of the consumer significantly affects their skepticism towards green advertising. 
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4 Method 
 

This chapter outlines the methodology that the research in this thesis is based on. It explains the 

motivations behind our research choices in the research process conducted. 

 

The research approach used in this thesis is a deductive one. Furthermore, a quantitative approach 

was used for the main aspects of the research. This provided the authors with measurable and 

quantifiable data. Additionally, the authors conducted qualitative, semi-structured interviews on a 

small scale with 11 interviewees, to gain a better understanding of the specific research topic 

studied in this thesis. These interviews were collected in person in organic stores during local health 

week. These interviews can be found in appendix A. 

 

The design of this research is a descriptive one, since this research was aimed at identifying facts 

for interpretation. The study has a cross-sectional design, with data collected from the sample at one 

specific point in time. 

 

In this research, the primary data was collected using electronic online questionnaires. The 

questions utilized in the survey were generated based on the previous research collected in chapter 

2. 

 

The literature collected in this thesis was found through the investigation of academic peer-

reviewed articles, to help determine a suitable method approach and questionnaire design in relation 

to this research. Different key words and concepts were used in the search for secondary data, 

related to green consumerism, advertising skepticism, green washing and demographics. The 

collection of this available information led the authors to the creation of a conceptual model and 

hypotheses for this thesis. In order to funnel the existing information on the topics relevant to this 

thesis, the authors focused on peer-reviewed articles relying on the rating of the Association of 

Business Schools (ABS), a recent publishing date, and a high citation rate. 

 

The population of this study can be defined as green consumers who purchase ecological food 

products within Sweden. Since this population is significantly large, the authors narrowed down the 

sample to those consumers who are also members of online Facebook groups focusing on green and 

ecological food consumerism within Sweden. Also, to better target those consumers, the 

questionnaire was translated into Swedish from the original English version. The original English 
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survey, the Swedish translation and the back translation into English can all be found in appendix 

B. 

 

As previously mentioned, the surveys were distributed using specific Facebook groups dedicated to 

the topics of this study. Further, the questionnaire used for this research was based on previously 

conducted research and previously conducted studies, as collected in chapter 2. The survey contains 

six different sections, starting with control questions to monitor the target group, followed by 

sections on green consumerism, general and green advertising skepticism, green washing, and 

finally, demographic questions. 

 

The survey was available to respondents for 4 weeks, with several reminders being posted during 

this time period and, to avoid over posting and creating negative sentiment, the messages were 

always posted on different days in each group. All of these were closed groups, which required 

admin approval to join. Some of the groups also had their own terms and conditions, therefore the 

authors found it trustworthy to present the survey in these groups. It was difficult to determine the 

entire population of Swedish green consumers by number, however, the authors collected 125 

responses, of which 116 were usable. 

 

The following table shows the main concepts of this research and explains the operational definition 

of the constructs. 
 

Table 1 Operationalization 

Concept Conceptual Definition Operational Definition 

Green 
Consumerism 
(Matthes & 
Wonneberger, 
2014) 

Green consumerism is being mindful of the 
environment and environment related issues and 
responsibilities, it is being supportive of 
environmental causes and switching loyalties to 
a different product or supplier, regardless of 
higher costs, for the wellbeing of the 
environment (BusinessDictionary.com, 2016b). 

Green consumerism is a 
hierarchical factor made up 
out of 3 elements: 
environmental concern, 
attitude towards green 
products and green 
purchase behavior (Matthes 
& Wonneberger, 2014). 
 

Green 
Advertising 
Skepticism 
(Matthes & 
Wonneberger, 
2014) 

Green advertising is a specific type of 
advertising, positioned around the promotion of 
product or service attributes having to do with 
the environment (BusinessDictionary.com, 
2016a). Skepticism towards green advertising is 
the belief that some or all claims made in green 
advertising are false, it is a distrust of the 
message portrayed in green advertising 
(BusinessDictionary.com, 2016c). 

The level of green 
advertising skepticism is 
studied in the green food 
industry, and the level of 
skepticism towards 
advertising for ecological 
food products quantifiably 
measured. 
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Green Washing 
(Chen & Chang, 
2013) 

Green washing occurs when an organization 
claims to support the efforts of going green, but, 
in reality, damages the ecosystem and the 
environment by manufacturing harmful 
products or providing services detrimental to 
the environment, and advertising them as 
“green” (BusinessDictionary.com, 2016d). 

The effects of green 
washing within the green 
food industry are studied, 
and the consequences for 
green advertising 
skepticism and green trust 
are investigated.  

 

The table indicating how these constructs were measured can be found in appendix C. 

 

To increase validity and reliability of the constructs, items from previous research were used within 

the research, after being adapted to the specific context of this thesis. Further, the constructs were 

measured using a seven-point Likert-scale with 1 representing “strongly disagree” and 7 

representing “strongly agree”. The questions were closed and allowed only one answer to be 

chosen. Additionally, the respondents were forced to answer every question. The survey also 

included questions aimed at gathering more demographic information on the respondents, in order 

to determine patterns in gender, age, level and area of education and income. These questions were 

asked to increase the validity of the questionnaire. 

 

To safeguard the reliability and validity of this research, both the questionnaire and the semi-

structured interview guide were pretested in collaboration with two university professors. Based on 

these pretests, some questions were adapted and added. The survey was also pretested on two 

members from the survey population, to measure the level of clarity of the questions. 

 

All analyses in this research were conducted in SPSS where all numeric data was statistically 

analyzed. Due to control questions, 9 respondents were removed, since they were either not residing 

in Sweden or did not purchase green food products. For hypotheses 1, 1a, 1b and 1c the authors 

computed variables and applied linear regression towards green advertising skepticism. For 

Hypothesis 2, the authors looked at how green consumerism (combined) and green washing 

influence the dependendent variable, which was green advertising skepticism, by using linear 

regression in SPSS. After this they looked at correlation in order to test multicolinearity. The last 

step was to then create a standardized version of the two independent variables (using descriptive 

statistics) and then compute them by multiplying them. This was then named standardized 

moderator.  

For hypotheses 3a, 3b, 3c, 3d and 3e, the authors applied linear regression analysis. 
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Malhotra (2010) states that the importance of measuring reliability is to control that the scale 

produces a consistent result once the study is replicated and he also states that the value of 

reliability (Cronbach’s alpha) needs to be above 0.6 of a construct to be accepted as reliable. The 

alpha (α) coefficient has an advantage in that it gives a summary measure of the inter correlations 

(Hair et al. 1998).  

After computing all variables within each construct, in case of green consumerism the authors 

tested 11 items for reliability, these items stood for environmental concern, attitude towards green 

products and green purchase behavior and when combined, these items taken from previous studies 

built up green consumerism. The alpha value in this case was .897 which shows high reliability. 

Once this was broken down to each variable as environmental concern (.846), attitude towards 

green products (.785) and green purchase behavior (.817) were all proven to be reliable to a rather 

high extent. 

 

Five items for green washing were combined to test reliability, which then resulted as the highest 

alpha value among the applied constructs with the value of .914. While green advertising skepticism 

construct showed an alpha value of .815. Therefore, all constructs were proven to be highly reliable 

in this study and the results are visualized in the following table. This can be also due to the fact 

that they had been tested and applied in previous scientific articles in published and peer-reviewed 

articles. 

 
Table 2 Construct Reliability 

Construct Cronbach’s Alpha 

Green Consumerism .897 

Environmental Concern .846 

Attitude Towards Green Products .785 

Green Purchase Behavior .817 

Green Washing .914 

Green Advertising Skepticism .815 
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5 Analysis and Discussion of Results 
 

5.1 Descriptive Findings 
In this section, the authors generate descriptive information about the respondents who participated 

in the quantitative research. Descriptive statistics are the first step in understanding the collected 

data, and provide measures for central tendency, dispersion and frequency distribution (Hair et al., 

2007).  

 

Gender 

Approximately 80% of respondents who filled out the survey were female, and only 20% were 

male. While the authors tried to reach more men to attempt a more balanced gender representation, 

many more women than men were willing to fill out the survey. This may be because woman are 

generally more willing to fill out surveys compared to men, or it might be that female green 

consumers are more willing to fill out surveys compared to male green consumers. It might also be 

that the sample (20%/80%) accurately represents green consumers in Sweden. These suppositions 

can be answered by further research. 

 
Figure 3 Gender frequencies pie chart 
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Age 

Most respondents of this survey (33.6%) are between the ages of 19 and 29. 23.3% or respondents 

are between 30 and 39 years old and 24.1% are 50 or older. The remaining respondents are between 

the ages of 40 and 49 (16.4%) and 18 or younger (2.6%). 

 
Figure 4 Age frequencies pie chart 

 

Highest level of Education 

The majority of respondents have either a high school diploma (37.9%) or a bachelor’s degree 

(40.5%) as their highest level of education. 17.2% of respondents has a master’s degree, while 

merely 2.6% have a PhD or higher level of education and 1.7% has no degree. 

 
Figure 5 Level of education frequencies pie chart  
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Area of Study 

The majority of respondents (28.4%) have a degree in the field of natural sciences. The next most 

frequent areas of study are design, art & music and business & economics (both 16.4%). 

 
Figure 6 Area of study frequencies pie chart 

 

Level of Income 

The authors enquired about the level of income of the respondents, since the exploratory semi-

structured qualitative interviews conducted before the conduction of the survey, indicated that green 

consumers would be interested in buying more environmentally friendly food products if the prices 

were closer to, or lower than, ordinary food products. Most respondents earn between 20 000 and 

30 000 SEK per year (29.3%), with a close second respondents who earn between 10 000 and 20 

000 SEK per year (28.4%). 

 
Figure 7 Level of income frequencies pie chart  
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5.2 Hypothesis Testing 
To analyze the collected data, and test the hypotheses, SPSS software was utilized. Statistical 

significance is defined as accurate if the P-value is below .05 (Byrne 2006; Hair et al. 1998). Based 

on the conceptual model presented in Chapter 3, the construct green advertising skepticism is the 

dependent variable. The other constructs - green consumerism, made up of environmental concern, 

attitude towards green products and green purchase behavior and the demographics - are predictors, 

while the construct green washing is hypothesized as being a moderator in the potential relationship 

between green consumerism and green advertising skepticism. 

 

In order to test the possible impact of these constructs on the dependent variable, a linear regression 

was applied for the construct green consumerism, while the demographics were tested using one-

way ANOVA and independent sample T-testing. The construct of green consumerism with the 

possible moderator of ‘Green Washing’ was also tested using one-way ANOVA testing. 

 

In this chapter, the authors analyze each hypothesis separately and discuss the results of the SPSS 

analysis by applying the adjusted R2 values and statistic significance level. 

 

H1: The hierarchical factor of Green Consumerism is a predictor of Green Advertising 

Skepticism in the ecological food industry (Matthes & Wonneberger, 2014). 

The linear regression results for hypothesis 1, shown in table 3, show a significance of .224, which 

means that the relationship between green consumerism and green advertising skepticism is not 

statistically significant. Therefore, Hypothesis 1 is rejected. To explain these results, the authors 

look into this construct by analyzing hypotheses 1a, b and c. To look deeper into the construct green 

consumerism, the authors tested the three variables, namely environmental concern (Ectot, H1a), 

attitude towards green products (AtGPtot, H1b) and green purchase behavior (GPBtot, H1c) 

towards green advertising skepticism (GrAstot). Which shows on the following table, the results 

show no significance when these three are combined. In table 3, the constructs of environmental 

concern, attitude towards green products and green purchase behavior are combined into the 

computed hierarchical construct of green consumerism, the independent variable. In the second part 

of that table, the 3 constructs are taken as 3 independent variables each influencing the dependent 

variable green advertising skepticism and each other, hence the difference significance level. 
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Table 3 Hypothesis 1 testing 

 H1 

Independent Variables  

Green Consumerism .224** 

Environmental Concern 

Attitude towards Green Products 

Green Purchase Behavior 
.054** 

R2 .066 

Adjusted R2 .041 

Change in R2 .066 

Standard Error of Estimates 1.467 

F value 2.621 

*p < 0.05 ; **p < 0.01 

 

In order to control these results, the authors tested correlation to check for multicollinearity. The 

following table shows that the correlations are not strong, therefore there is no sign of 

multicollinearity. 

 
Table 4 Hypothesis 1 Correlations 

Variables 1 2 3 

1 Environmental Concern - .664** .606** 

2 Attitude towards Green Products .664** - .586** 

3 Green Purchase Behavior .606** .586** - 

*p < 0.05 ; **p < 0.01 

 

H1a: Environmental Concern is a predictor of Green Advertising Skepticism in the ecological 
food industry. 

Environmental concern is proven to have a positive relationship towards green advertising 

skepticism, which means that the more concerned a consumer is about environment for personal 

health reasons or concerns towards the planet, their skepticism increases, especially that 85% of the 

respondents are willing to make sacrifices in order to protect the environment. Once a consumer 

makes sacrifices and applies personal resources, they expect something in return for their time and 

efforts and that is not misleading and low credible information however, if this happens, their level 

of skepticism will increase (Moisander, 2007). 
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H1b: Attitude towards Green Products is a predictor of Green Advertising Skepticism in the 
ecological food industry. 

However, the result was eye-catching when attitude was tested. The following table shows that 

attitude has a negative effect on green advertising skepticism. By these numbers it can be explained 

that the more positive attitude green consumers have towards green food products, the less skeptical 

they become towards green advertising. About 90% of respondents generally feel positive about 

environmental friendly food products while there is a weak 5% that do not think that 

environmentally friendly food products are less harmful. Therefore, there is a very high percentage 

of respondents who seem to believe in the good purpose of these products. This could explain how 

green consumers do not seem to be very skeptical in this sample group. 

 

H1c: Green Purchase Behavior is a predictor of Green Advertising Skepticism in the 
ecological food industry. 

In order to explain this further, the authors tested each variable separately towards green advertising 

skepticism. Green purchase behavior showed no significance therefore it has no relationship 

towards green advertising skepticism based on the sample used in this study. In this construct, what 

was especially intriguing was that around 60% of the respondents do not make special efforts to 

purchase food in biodegradable packages, even though they are green consumers. This can be 

explained by a study of Schuitema and De Groot (2015) where they highlighted that consumers do 

not consider green product attributes but they rather focus on quality, taste and price as attributes. 

They also stated that egoistic attributes are more significant than product attributes. 

 

Also, around 25% of the respondents would prefer not to give up any product effectiveness, 

therefore they would stay with generic food products, while 75% still states that they have switched 

to environmentally friendly products for ecological reasons. This creates some contradiction 

between the last two statements to some extent. Also, 83% of the respondents communicated that 

when having a choice between two equal food products, they prefer to purchase the one less 

harmful to the environment. From the short interviews that were conducted for triangulation 

purposes, the price of ecological food could be explanatory for green purchase behavior. Most of 

the interviewees stated they would “definitely buy more” if the price was the same or if ecological 

food was cheaper. While Chen and Chai (2010) claims in their research that price is not the main 

factor preventing consumers from purchasing environmentally friendly products if they have a pro-

environmental attitude. 
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Table 5 Hypothesis 1a, 1b & 1c testing 

 H1a H1b H1c 

Independent Variables    

Environmental Concern .029**   

Attitude towards Green Products  .037**  

Green Purchase Behavior   .426** 

R2 .066 

Adjusted R2 .041 

Change in R2 .066 

Standard Error of Estimates 1.467 

F value 2.621 

*p < 0.05 ; **p < 0.01 

 

These conclusions can be explained by Young et al. (2010), where he highlights the importance of 

“attitude-behavior gap” or “values-action gap”. This is important to explain the rejection of 

hypothesis 1c, since consumers, even though they have a positive attitude and are concerned about 

environmental issues, their concerns are still not necessarily translated into purchasing.  

Since H1c is rejected, the authors thought it was vital to test for multicollinearity. The results did 

not show very strong correlations, therefore there was no sign of multicollinearity. 

 
Table 6 Hypothesis 1c correlations 

Variables 1 2 3 4 

1 I make special efforts to buy food in 

biodegradable packages 

- .543** .434** .414** 

2 I could replace my usual brands and 

buy environmentally safe food 

products, even if I had to give up 

some product effectiveness 

.543** - .579** .639** 

3 I have switched from generic food 

products to EFFPs for ecological 

reasons 

.434** .579** - .617** 

4 When I have a choice between two 

equal food products, I purchase the 

one less harmful to the environment 

.414** .639** .617** - 

*p < 0.05 ; **p < 0.01 
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Therefore, hypotheses 1a (positive relationship) and 1b (negative relationship) are supported while 

1c is rejected. 

 

H2: Green Washing is a moderator in the relationship between Green Consumerism and 

Green Advertising Skepticism. 

While hypothesis 1 shows no significant relationship between green consumerism and green 

advertising skepticism, the moderator green washing changes the significance of the relationship. 

Table 9 and 10, tested with linear regression, show a 100% significance level and an adjusted R2 

value of .347, which means that for every point green consumerism and green washing increase, 

green advertising skepticism increases by 34.7%. 

 

This is confirmed by the existing literature on the subject. Chen and Chang (2013), who found that 

green washing negatively impacts green trust and indirectly influences consumer confusion and 

green perceived risk. They also found that green consumers who are knowledgeable about green 

washing can have increased levels of skepticism and a negative attitude towards green statements 

(Chen & Chang, 2013). Delmas and Burbano (2011) also found that green washing negatively 

influences the consumer’s confidence in green products and/or services. 

 
Table 7 Hypothesis 2 Testing 

 H2 

Independent Variables  

Green Washing  .000** 

R2 .347 

Adjusted R2 .335 

Standard Error of Estimates 1.221 

F value 30.031 

*p < 0.05 ; **p < 0.01 

 

The following table shows that there are no high correlations among the variables within the two 

constructs that are the independent variables within the moderating test. Therefore, there is no sign 

of multicolinearity. 
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Table 8 Independent variables correlation 

Variables 1 2 

1 Green Consumerism - .099** 

2 Green Washing .099** - 

*p < 0.05 ; **p < 0.01 

 

Lastly, the table below shows the SPSS results for the computed standardized version of the two 

independent variables, named standardized moderator. The table shows that green washing 

moderates the relationship between green consumerism and green advertising skepticism. 

Therefore, it is predicting 21.4% of the variance. 

 
Table 9 Hypothesis 2 Standardized Model 

 H2 

Independent Variables  

Green Washing Moderator .000** 

R2 .220 

Adjusted R2 .214 

Change in R2 .220 

Standard Error of Estimates 1.329 

F value 32.235 

*p < 0.05 ; **p < 0.01 

 

H3a: Income of the consumer significantly affects their skepticism towards green advertising. 

The table below shows a statistical significance of .050 between the level of income of the 

consumer and their skepticism towards green advertising. This means that hypothesis 3a is 

statistically significant. The R2 value is .033, showing a very weak positive influence. This means 

that, for every point that the consumer’s income increases, the level of skepticism towards green 

products will increase by 0.33%. 

 

As previously mentioned in the literature review chapter, there exist many contradicting studies, 

some claiming the existence of a significant relationship between income and environmental 

consciousness (Chan, 1999; Finisterra do Paco & Raposo, 2010; Zimmer et al., 1994) and some 

claiming no significant relationship (Buttell & Flinn, 1978; Holmbom et al., 2013; Pickett et al., 

1993; Van Liere & Dunlap, 1981). In this study, the authors looked into the possible relationship 

between income and green advertising skepticism and found a very weak significant connection. 
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Additionally, during the short semi-structured interviews, some respondents stated that they hardly 

trust green advertising, however they would buy more environmentally food products if it was 

cheaper or if they had a higher income. 

 

H3b: Gender of the consumer significantly affects their skepticism towards green advertising. 

The table below shows that there is no statistically significant relationship between the gender of 

the consumer and their skepticism towards green advertising. The significance level, at .320, is too 

high to be statistically sound. Hypothesis 3e is rejected as a consequence. 

 

As mentioned in chapter 5.1, the descriptive findings for gender show that only 20% of respondents 

were male, whereas the remaining 80% of respondents were female. Had the authors been able to 

collect more male results, the significance of this hypothesis might have differed. Therefore, the 

authors cannot propose a valid analysis and result on this hypothesis. 

 

H3c: Age of the consumer significantly affects their skepticism towards green advertising. 

The table below shows a statistical significance of .492 between the age of the consumer and their 

skepticism towards green advertising. This means that hypothesis 3c is not statistically significant 

and the hypothesis is therefore rejected. Age might contribute to the knowledge and experience that 

consumers have about green consumerism, but it does not directly reflect their level of skepticism 

towards green advertising. 

 

H3d: Education level of the consumer significantly affects their skepticism towards green 

advertising. 

The table below shows a significance of .244, meaning that the relationship between the education 

level of the consumer and their skepticism towards green advertising is not statistically significant. 

Hypothesis 3d is thus rejected. As mentioned in the case of age, this variable may contribute to the 

knowledge and experience that consumers have about green consumerism, but it does not directly 

reflect to their skepticism level towards green advertising. 

 

H3e: Area of study of the consumer significantly affects their skepticism towards green 

advertising. 

The table below shows that there is no statistically significant relationship between the area of study 

of the consumer and their skepticism towards green advertising. The significance level, at .850, is 

too high to be statistically sound. Hypothesis 3e is rejected as a consequence. 
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While the relationship is statistically insignificant, table 12 shows that especially respondents in the 

areas of study ‘social and behavioral sciences’ and ‘technology and engineering’ rate statements 

related to green advertising skepticism at approximately 4 out of 7 on the 7-point Likert scale, with 

1 representing ‘strongly disagree’ and 7 representing ‘strongly agree’. 

 
Table 10 Hypothesis 3a significance results 

 H3a H3b H3c H3d H3e 

Independent Variables      

Green Washing 

Moderator 

.050** .320** .492** .244** .850** 

R2 .033 .009 .004 .012 .000 

Adjusted R2 .025 .000 -.005 .003 -.008 

Standard Error of 

Estimates 

1.479 1.498 1.502 1.496 1.504 

F value 3.924 .999 .476 1.370 .036 

*p < 0.05 ; **p < 0.01 

 
Table 11 Hypothesis 3e, area of study descriptive information 

 Mean Std. Deviation 

Natural Sciences 3,18 1,202 
Social & Behavioral Sciences 4,17 1,188 
Technology & Engineering 4,28 1,810 
Design, Art & Music 3,58 1,706 
Business & Economics 3,81 1,297 
Education 2,75 1,406 
 

Green Advertising Skepticism vs. General Advertising Skepticism	
In order to be able to give general results and conclusions the authors asked the respondents to 

grade their level of skepticism from 1 (Not at all skeptical) to 7 (Very Skeptical) when it comes to 

general advertising and also green advertising. It was interesting to look into this difference because 

there have been several studies claiming that green consumers are especially skeptical about green 

products and advertising of these products more than about general ones (Shrum, 1995). Also, green 

advertising skepticism was at the first place developed from general advertising skepticism. In a 

research by Matthes and Wonneberger (2014) it is discussed, whether these two concepts are 

distinguished and this notion is supported by this study. 
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In the following table, 0 stands for green advertising skepticism and 1 stands for general advertising 

skepticism. As seen, the significance level is .000, therefore the authors investigated the mean 

values. In the construct general advertising skepticism the mean value was 5.12 while for green 

advertising skepticism this value was only 3.99. The lower bound of general ad skepticism was 

higher than the upper bound of green advertising skepticism. Therefore, based on these numbers 

there is a higher tendency to be skeptical about general advertising in comparison to green 

advertising. Therefore, this study confirms and supports the results by Matther and Wonneberger  

(2014) that green consumers place more trust in green products. One interviewee said when asked 

about green advertising “Generally I don’t trust advertising that much, so that’s my answer” (see 

Appendix A). 

 
Table 12 GrAS and GeAS descriptive frequencies 

How sceptical are you towards advertising in 

general? Mean Std. Deviation 

0 3,99 1,471 
1 5,12 1,669 
 

However, it needs to be highlighted that this was based on the respondents’ own judgments and was 

based on one single question. Also, the respondents may have had positive and trustworthy 

advertisements with high information utility; therefore they did not rate their skeptical level high 

towards green advertising. These results are defying the notion that green consumers trust their 

judgments while evaluating a green ad, rather than their emotions. High involvement consumers 

tend to avoid relying on emotional arousals when judging persuasive messages, which tend to 

increase their skepticism. 

 

Green Advertising Skepticism Triangulation 

In the survey the respondents were asked to rate their own level of skepticism. After this, they were 

asked three other questions, which were variables for green advertising skepticism. The authors 

decided to analyze whether there was a difference between the respondents’ own opinion on their 

own skepticism and how they answer questions about skepticism.  

 

The following figure shows the respondents’ own rating from left to right – ‘not at all skeptical’ to 

‘very skeptical’. As it is shown, the neutral option was mostly chosen. However, around 39% of the 

respondents are somewhat skeptical towards green advertising.  
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Figure 8 Skepticism towards green advertising 

 

The rest of the questions showed the following results. 44% do not think that green advertising 

would be misleading while 24% seemed to be neutral about this statement. Only 33% agreed with 

the statement that they do not believe most of the claims expressed in green advertising, while 51% 

disagrees with this statement. These numbers have the tendency to show how high the 

trustworthiness placed in green advertising is in Sweden based on this sample. Another aspect that 

especially shows that a low level of skepticism in Sweden was about whether the claims are 

exaggerated in advertising and whether consumers would be better off if such claims were 

eliminated. About 63% of the respondents did not support this argument, especially 24% who 

strongly disagreed with this statement. There was about 25% who agreed to some extent.  

 

Some of the interviewees commented as the following when asked about green advertising (see 

Appendix A):  

“I think they are more reliable than other advertisements from businesses”. 

“If I see it in a commercial… Everyone likes healthy stuff. You can eat things that don’t even taste 

good, but if it’s healthy, people will still like it. I think it speaks to people, and I think it’s okay if it’s 

branded with a company that checks that it’s actually true”. 

“If they say it’s organic, I will believe it, especially if there are eco-labels”. 
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Based on these answers and numbers one can understand that there might be some misleading 

information but these respondents do believe most of the information presented in green advertising 

and do not feel that claims are exaggerated, neither shall they be eliminated from advertising.  
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6 Conclusions and Contributions 
 

As the resources of our planet are decreasing, environmental concerns are increasing and becoming 

alerting both for consumers and companies. Since the European organic food market encompasses 

almost half of the global market, it is vital to investigate it further. Since green consumerism in 

Sweden has been evolving greatly, it is crucial to evaluate these consumers, especially due to 

profile of large corporations who tend implement false advertising. Despite the urgency and 

importance of increasing skepticism towards both general and green advertisement, Swedish 

consumers show an increasing trend of purchasing such goods. Therefore, the main purpose was to 

examine Swedish green consumers’ level of skepticism and to justify it especially adding green 

washing as a moderator. Also, due to the many debates whether demographics have influence on 

skepticism, this study aimed to close this gap for the Swedish market. The data to fulfill the purpose 

of the study was collected by online questionnaires in Facebook groups related to the topic. 116 

responses were collected and analyzed, while 11 short interviews were also conducted prior to the 

survey to gather information on the perspectives of green consumers. All constructs were proven 

highly reliable statistically. 

 

Green Consumerism and Green Advertising Skepticism 

Green consumerism - the hierarchical construct containing environmental concern, attitude towards 

green products and green purchase behavior - was proven to not be a significant predictor of green 

advertising skepticism in the ecological food industry.  

 

Environmental concern was proven to be significant when it was tested towards green advertising 

skepticism, meaning that the more concerned a consumer is, their skepticism tends to increase. This 

is alerting due to their efforts and sacrifices they make, these consumers except credible information 

in return. Therefore, it is important not only increasing their awareness and make them more 

concerned about the environment, but companies need to reflect a trustworthy image towards their 

customers in order for avoiding the roots of skepticism to settle. A very significant result was 

presented about the attitude of consumers. This construct showed a negative influence on 

skepticism. This means once a consumer develops positive attitude, their skepticism will decrease. 

The respondents in this sample showed a very positive attitude and great level of trust in green food 

products and this could explain their very low level of skepticism towards green advertising overall. 

Hypothesis 1c was rejected, which means that there might be a gap between intention to buy and 

actual purchase behavior. Thus, it is not enough to have a high level of concern and positive 

attitude, since the intention still might not be translated into action. 
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While green consumerism is not a significant predictor of green advertising skepticism, this changes 

when green washing is added to the relationship as a moderator. Green consumerism is proven to 

positively influence green advertising skepticism by 21.4% when green washing is a moderator. 

This means green consumers with an understanding of green washing, will be more skeptical of 

green advertising in the food industry. 

 

Challenging the notion of a green consumer showed that despite of several previous researches, 

green consumers are not skeptical towards green advertising when it comes to environmentally 

friendly food products in Sweden. However, they showed higher level of skepticism towards 

general advertisements. These results are defying the notion that green consumers trust their 

judgments while evaluating a green ad, rather than their emotions. High involvement consumers 

tend to avoid relying on emotional arousals when judging persuasive messages, which tend to 

increase their skepticism, which did not seem to be the case in this study. Looking deeper into green 

advertisement skepticism, the authors found that about half of the respondents did not show any 

sign of receiving misleading information and about half of the respondents believe claims portrayed 

in advertising. Therefore, Swedish green consumers place a high level of trust in green advertising 

and they do not show high levels of doubts about relying on information coming from these 

advertisements. 

 

Demographics 

While demographic factors had in the past been researched in relation to green consumerism, 

attitude and purchase behavior, in this research they were tested in relation to green advertising 

skepticism. The demographic factors tested were income (H3a), gender (H3b), age (H3c), education 

level (H3d) and area of study (H3e). This research shows that neither age, or level of education of 

the green consumer significantly influence green advertising skepticism. Testing the relationship 

between gender and green advertising skepticism, in hypothesis 3b, provided no significant results 

either. Extenuating circumstances here may be that there were not enough male responses to be able 

to accurately test this hypothesis. Further research on this topic, with a larger number of male 

respondents, is highly advised. Hypothesis 3a, however, is supported and shows a weak positive 

relationship between income and green advertising skepticism. 
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The next table therefore summarizes the results based on each hypothesis. 
Table 13 Results 

Hypotheses Result 

Hypothesis 1 Rejected 

Hypothesis 1a Supported 

Hypothesis 1b Supported 

Hypothesis 1c Rejected 

Hypothesis 2 Supported 

Hypothesis 3a Supported 

Hypothesis 3b Rejected 

Hypothesis 3c Rejected 

Hypothesis 3d Rejected 

Hypothesis 3e Rejected 
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7 Implications, Limitations and Further Research 
 

7.1 Theoretical Implications 
This study has proven the importance of green washing as a moderator in the relationship between 

green consumerism and green advertising skepticism. Another significant finding is the fact that 

environmental concern increases green advertising skepticism in the ecological food industry. On 

the other hand, a positive attitude towards green products decreases skepticism in this industry. 

 

In general, in the green food industry in Sweden, consumers are less skeptical towards green 

advertising compared to general advertising, as concluded from this study. This challenges the 

notion of the skeptical green consumer, from various previous researches. 

 

7.2 Managerial Implications 
A practical contribution of this research to this sector is the implication that knowledge of, and bad 

experiences with green washing increase the skepticism the green consumer has towards green 

advertising. Reducing false or exaggerated claims in green advertising will be beneficial to both the 

company and the consumer. 

 

Environmental concern can also increase green advertising skepticism, since consumers who are 

concerned about the environment typically have more knowledge about the green food industry, and 

they do not believe everything in advertising at face value, but do their own research and check the 

facts. Again, in this case, it is beneficial for organizations to be truthful in their green advertising 

messages, to avoid alienating the consumer and negatively influencing the consumer’s attitude 

towards a brand. 

 

Another implication resulting from this research, is the fact that consumer attitude has a very strong 

influence on green advertising skepticism. If the consumer has a positive attitude towards a green 

brand or product, their skepticism level towards the green ads about this brand will decrease, thus 

putting a great amount of focus on this aspect or even aiming to change negative attitude to positive, 

could have astonishing effects on skepticism. 

 

The Swedish green consumer, in general, has proved to be relatively non-skeptical towards green 

advertising, and indicate a high level of trust in the information they receive, claiming to trust the 

Swedish laws and regulations related to false claims in green advertising. Interestingly, their level 

of trust of general advertising is lower.   
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7.3 Limitations 
Several studies conclude that it is not possible to identify the profile of a green consumer based 

solely on demographic or psychographic data and instead base the profile on a combination of the 

two types of data. However, questionnaire data can be problematic for this purpose. While 

consumers are assumed to answer the questions according to the best of their knowledge, they tend 

to answer according to their intentions or expected social norms, which might not reflect their actual 

behavior (Holmbom et al., 2013). 

 

In this study the authors collected 116 valid responses, which do not represent the majority of 

Swedish green consumers, especially since 80% were women, differences in skepticism level could 

not be pointed out to draw significant conclusions based on gender. Also, these respondents were 

reached through specific Facebook groups and were sorted out by some control questions, but the 

authors do not know how many people the survey reached in total. Also this limited the amount of 

responses, since not all consumers in the sample were present on Facebook, especially not in these 

groups. Furthermore, the authors had no control over the visual images and green advertising that 

the respondents had in mind while filling out the survey, however the authors clearly defined which 

product types needed to be kept in mind.  

 

7.4 Future research 
Involving emotions and ad elaboration could bring in more explanation for the lack of skepticism 

among Swedish consumers, since ad elaboration is about the extent to which a person considers 

advertising, which would not necessarily mean that the skepticism level increases. Therefore, both 

aforementioned concepts need to be tested towards green advertising skepticism. In order to further 

develop this, it is ideal to test this both on green and non-green consumers. In order to provide 

stronger pillars, using visual images as examples to elaborate on by the consumers, the study could 

gain a detailed description on well-established cues and highlight what cues increase skepticism in 

terms of green food, the authors suggest to do this as semi-structured interviews or focus groups in 

order to enforce discussions and qualitative results on the matter. While carrying out regressions, 

the authors should have included control variables to avoid the R2 values being too low. 

 

In this study, the authors only looked at the area of the education of the respondents, however in 

future studies, looking into the occupational field of the respondent could show different results. In 

order to gain valuable data on demographics, more responses need to be collected, possibly using 

other channels than Facebook. It is also interesting to see how consumers react on different product 

types when it comes to green advertising, which could therefore bring distinctive results from this 
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study as well it would bring valuable results to both managers and theorists if such differences were 

highlighted and further analyzed. Involving different cultures could show significant results on the 

influence of demographics on green advertising skepticism compared to Sweden.  
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Appendices 
 

Appendix A: Qualitative interviews 
Qualitative Interview Guide 

Qualitative Interview Guide on Green and General Advertising Skepticism 

Age: 
Gender: 
Nationality:  
Are you responsible for grocery shopping in your household? (Barbarossa & Pastore, 2015) 

 

General 

• What role does advertising play in your purchase decision? (Atkinson & Kim, 2014) 

 

Green 

• What does being a green consumer mean to you? (Atkinson & Kim, 2014) 
• Describe environmentally friendly food with a few words? (Scott & Vigar-Ellis, 2014) 
• What do you think of environmentally friendly food? (Nuttavuthisit &Thøgersen, 2015)  
• What do you think of green advertising (from companies)? (Atkinson & Kim, 2014) 
• How do you judge green advertising? (Atkinson & Kim, 2014) 
• Are you willing to buy green food products? (Barbarossa & Pastore, 2015) 

à Do you? What?  

à If not, why not? 

• Do you think environmental friendly food products are more expensive that regular ones? 
à Would you buy more if the price would be the same? 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? Do you? (Barbarossa & Pastore, 2015) 

• Do you pay attention to eco-labels on packaging? Give examples! (Barbarossa & Pastore, 
2015) 

• Do you trust eco-labels on packaging? 

 

Qualitative Interview 1 

Age: 40 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes 

 



 

II 

• What role does advertising play in your purchase decision? 

Not a big role, I try to find the stuff that I actually need, as organic as possible. But of course if they 

do advertise about organic food, or where to find stuff that I really need, I will pay attention to it. 

• What does being a green consumer mean to you? 

It’s being aware of what you’re actually buying and how you’re actually living your life. 

• Describe environmentally friendly food with a few words? 

Being aware of your choices, that should be in more advertising, awareness of what you eat, and 

taking responsibility in your life and other people’s lives, and what will happen in the long-term, 

after us. 

• What do you think of environmentally friendly food? 

When I hear ‘Environmentally friendly food’, I think of produced close to where I live, and 

produced in the sense that they actually think about the environment. To actually be really aware of 

every step you take in causing this environmental destructive environment. 

• What do you think of green advertising? (from companies) 

You should always think about the next step, how you advertise. You have to advertise in a mindful 

way, and not just in the usual, regular way of advertising. You have to think street smart on every 

level. 

• How do you judge green advertising? 

I don’t always trust it. I read more on the packages that are more interesting to me, to see who’s 

producing it, where it’s coming from. I also think it’s a responsibility of the consumer to buy stuff 

that is produced in a green way. I’d actually rather pay a bit more than have anyone suffer for my 

food. 

• What do you usually buy that is ecological or green? 

Anything I can, I would say. When I’m in a grocery store, and shopping, I’m buying green products 

as much as I can. All stores don’t have it, so it’s a bit of a challenge. So when you have green 

specialty stores, it’s kind of a heaven. 

• Do you think environmental friendly food products are more expensive that regular ones? 

Yes, some are. 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

Yes, and I do. 

 



 

III 

• Do you pay attention to eco-labels on packaging? Give examples! 

Yes! But I can’t give any examples. Just words like “fair trade”, “eco”, etc. I don’t remember what 

they look like, or the name of them, but I read the packages of what I buy carefully. 

• Do you trust eco-labels on packaging? 

Not always, I read a bit first. 

 

Qualitative Interview 2 

Age: 70 

Gender: Male 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes 

 

• What role does advertising play in your purchase decision? 

It sometimes plays a role. 

• What does being a green consumer mean to you? 

I think it’s a person with something in his mind, in his brain. I think they think about what’s best for 

themselves, what’s best for the world, the animals, all of it. 

I’m not a vegetarian though, I eat meat. 

• Describe environmentally friendly food with a few words? 

It’s when you can get your food with minimal damage of the surroundings and nature. 

• What do you think of green advertising? (from companies) 

I think they are more reliable than other advertisements from businesses. 

• What do you usually buy that is ecological or green? 

At least 1/3 of my consumption is made up of green products. I live a simple life, all my vegetables, 

like broccoli or carrots, are ecological. 

• Do you think environmental friendly food products are more expensive that regular ones? 

Yes, perhaps. I definitely don’t think it’s cheaper. 

• Would you buy more if the price would be the same or cheaper? 

Not today, it depends on what income you have, but I wouldn’t, since I already buy a lot. 

 

 

 



 

IV 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

I have a farm outside of town, so we just have one shop where we can buy food. They have 

ecological and green alternatives, but not so much. 

• Do you pay attention to eco-labels on packaging? Give examples! 

Yes, I do. There are various labels. There is one with a little panda bear, for example, but I don’t 

know the name. 

• Do you trust eco-labels on packaging? 

Perhaps, not always 100%. 

 

Qualitative Interview 3 

Age: 21 

Gender: Male 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes, at least sometimes 

 

• What role does advertising play in your purchase decision? 

It definitely plays a role. If I see something on TV - it has to be something I want and something 

that speaks to me - but then next time I go shopping I will buy that. 

• What does being a green consumer mean to you? 

Well, I wouldn’t say I’m a green consumer. But a green consumer would buy ecological stuff, 

healthy stuff, for the environment and other people, not just for themselves. 

It’s something that most people want to do, and I want to as well, but it’s expensive. 

• Describe environmentally friendly food with a few words? 

It’s healthy for the environment. 

• What do you think of green advertising? (from companies) 

If I see it in a commercial… Everyone likes healthy stuff. You can eat things that don’t even taste 

good, but if it’s healthy, people will still like it. I think it speaks to people, and I think it’s okay if 

it’s branded with a company that checks that it’s actually true. 

• How do you judge green advertising? 

I trust it. I think everyone takes it for granted that it’s actually what they say it is. If it’s KRAV or a 

brand like that, you take it for granted that it’s healthy. 

 



 

V 

• Would you buy environmentally friendly food products if the price was the same or cheaper 
than normal food? 

Definitely! 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

No, right now, since the other stuff is cheaper, I wouldn’t. You have to think economical as well. I 

think most people do that and buy the cheaper stuff, but definitely everyone would buy it if it was 

everywhere and was the same price as other food. 

• Do you pay attention to eco-labels on packaging? Give examples! 

No. 

 

Qualitative Interview 4 

Age: 36 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes, one of them at least. 

 

• What role does advertising play in your purchase decision? 

I think it definitely plays a role, even though I probably don’t want it to. 

• What does being a green consumer mean to you? 

It means trying to buy ecological, and as little chemicals as possible. 

• Describe environmentally friendly food with a few words? 

I think it means buying things that are grown as closely as possible to my home. I’m trying to grow 

my own vegetables, but when I can’t, I try to buy from my neighbor, or as close to my home as 

possible, so it doesn’t have to be transported very far. 

• What do you think of green advertising? (from companies) 

I don’t think I know so much about it. I’m a little bit skeptical about it 

• Do you think environmental friendly food products are more expensive that regular ones? 

They probably are, but I think that they cost as they should. 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

Yes I would. 



 

VI 

• Do you pay attention to eco-labels on packaging? Give examples! 

Yes, I do. Like KRAV, and bio. 

• Do you trust eco-labels on packaging? 

Yes, I choose to trust them. I think you have to start somewhere. I know that there’s also a 

difference between some labels and others, but I choose to believe them. 

 

Qualitative Interview 5 

Age: 28 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes, partly. 

 

• What role does advertising play in your purchase decision? 

I don’t think it influences what I buy. 

• What does being a green consumer mean to you? 

Buying organic food. 

• Describe environmentally friendly food with a few words? 

It’s good for the environment, for the plants, the animals and the humans. 

• What do you think of green advertising? (from companies) 

If they say it’s organic, I will believe it, especially if there are eco-labels. 

• Do you think environmental friendly food products are more expensive that regular ones? 

Yes, I think they are. 

• Would you buy more if the price would be the same or cheaper? 

No, since I already buy as much as I can. 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

I think I would go to a further store to buy green and organic products. 

• Do you pay attention to eco-labels on packaging? Give examples! 

Yes, I do. In Sweden, we have KRAV. 

 

 

 



 

VII 

Qualitative Interview 6 

Age: 37 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Mostly 

 

• What role does advertising play in your purchase decision? 
It depends on the groceries actually. If it is about green, it might have had some influence in the 
past, but not today since, I am standing here [in a natural/ecological specialty store]. 

• What does being a green consumer mean to you? 
Thinking about the environment, and most people, life, health, kids 

• Describe environmentally friendly food with a few words? 
I think it is good because it makes people think more about the environment and about health and 
what you actually eat and their kids and their health.  

• What do you think of green advertising? (from companies) 
I don’t trust it. I don’t trust advertising in general that much. 

• Do you think environmental friendly food products are more expensive that regular ones? 
Maybe first when you buy it for the first time, but it actually keeps longer than other more 
processed food. So I think it is cheaper in the long run. 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

Yes. 

• Do you pay attention to eco-labels on packaging? 
Yes.  

• Do you know any? Give examples! 
No. 

• Do you trust them? 
Maybe, I am not sure actually. 

 

Qualitative Interview 7 

Age: 28 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes 

 

• Does advertising play a role in your purchase decision? 
Wow. Yes, because some things we get to see what is on sale, and what doesn’t cost much money 



 

VIII 

and what we need. 

• Are you a green consumer, do you buy ecological products? 
Yes, it depends on how much it costs, because when I am buying food, if I find out if the ecological 
banana costs cheaper than the other ones or they cost the same, then I have to take the ecological 
one. 

• What does being a green consumer mean to you? 
A lot. I am even scared of catastrophes and I wish we could manage to buy the stuff that is coming 
from nearby.  

• Can you think of a few more synonyms to describe environmentally friendly food? 
No. 

• What do you think of green advertising? (from companies) 
I feel positive and happy that we are getting much better in the future than before. For example if it 
is a car uses eco fuel, I feel much better. 

• Do you trust it when they say it is ecological? 
Yes, I trust it. 

• Would you be willing to go out of your way (larger supermarkets, specialty stores) to 
purchase green products? 

I prefer the nearby one. 

• Do you pay attention to eco-labels on packaging? 
Yes I do. Yeah, for example, yeah most of the stuff I check when I buy tomatoes, I check 
everything 

• Do you trust them? 
Yes, I do when I am here in Sweden. But not when I am out of Sweden. 

 

Qualitative Interview 8 

Age: 21 

Gender: Male 

Nationality: Norwegian (living in Sweden) 

Are you responsible for grocery shopping in your household? No 

 

• Do you think advertising plays a role in what you buy? 
Definitely yes, I think so. 

• Are you a green consumer? 
I am trying to be aware of it. I am not super strict about it. 

• What does being a green consumer mean to you? 
For me is to be… to not purposefully buy something or throw things that will destroy nature or the 
environment. 
 



 

IX 

• And if you think of environmentally friendly food products, what are some key words that 
you think about? 

I think definitely vegetarian and also organic 

• What do you think of green advertising? 
I think it is nice but sometime I feel like “do they have a foundation to say that?”, “what is the 
source for this?” and the trustworthiness. I think it is a nice thing if it is really true because then you 
are aware of it.  

• Do you really think it is true? 
Maybe, maybe not, depends.  

• Do you think environmentally friendly food products are more expensive than regular? 
I am not sure in Sweden but in Norway, yes. 

• Would you buy more of them if the prices were the same? 
Definitely, yes. 

• Are you willing to go out of your way to a special store or do you prefer your nearby 
supermarket? 

Not for organic food but I am a vegetarian, so I am used to some stores having some store not 
having what I need.  

• Do you pay attention to eco labels? 
Sometimes I do. 

• Can you give us an example? 
I don’t know what you use in Sweden but it Norway we have this Swan and that is more for 
washing and cleaning products. That I know at least 

• Do you trust eco labels? 
I think I do, yes.  

 

Qualitative Interview 9 

Age: 24 

Gender: Female 

Nationality: American (living in Sweden) 

Are you responsible for grocery shopping in your household? Not necessarily for my household, but 

for myself. 

 

• What would you think advertising play in what you buying habits? 
It’s very important. I am a graphic designer so we have been thought that all these visual cues tell 
people and attract people to buy things and you know using things like emotions in advertising like 
people are enjoying a good hamburger that makes people wan to buy a burger, different things like 
that. So I think advertising is really important, yes.  

• Are you a green consumer? 
I try to be.  
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• What does that mean to you? 
To me it means well definitely that we are stewards on the earth, and so trying to take care of the 
resources we have because they are fading fast and so I try to, it is unfortunately related to money. 
If I had the money id try to be a green consumer. 

• What do u think of EFFPs? 
I like it a lot and I think it is yummy, and again I would buy it if I had more money 

• If you think of EFFP, can you think of some key words that you think about? 
For starters, vegetarian, vegan, organic, healthy, grass fed meat. I think that’s what I think of 

• What do you think of green advertising? 
Green advertising I would like to put more trust in because you would hope that well if there are set 
aside from regular advertising they are very truthful of what they say, but it is not a whole bunch of 
gimmicks being friendly to the earth, this ecofriendly tendencies that they are leaning towards. 
That’s their strong point. Or I hope they are being truthful and honest to that, otherwise you can get 
a lot of nasty feedback if people find out.  

• How do you judge green advertising? 
I tend to trust it, yes. 

• Do you think EFFP is more expensive? 
Definitely. 

• Would you buy more if it was cheaper? 
Yes, I would. 

• Are you willing to go out of your way to buy ecological food? 
It depends on the situation, honestly if I can get things online that is a whole lot easier than if it is a 
faraway place. It is a bit easier to me but it depends. 

• Do you pay attention to eco labels? 
I try to but I forget most of the times. 

• Do you know any examples? 
I don’t, no. 

• To what extent do you trust them? 
I tend to. 

 

Qualitative Interview 10 

Age: 32 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Sometimes, but mostly it’s my 

husband. 

 

• Do you think advertising plays a role in what you buy? 
Yes, I think so. 



 

XI 

• To what extent are you a green consumer? 
I would say mostly. 

• What does it mean to you? 
I don’t know what you mean by green consumer, but we try to buy organic mostly and when we 
can. 

• What do you think of EFFPs? 
It is good but I don’t know what you mean.You mean like ecological and organic? We buy organic 
mostly so it is good. 

• Can you give us some other words or synonyms? 
I think as you mean EFFPs mostly when you don’t use conservation, when you grow vegetables for 
example you don’t use pesticides. 

• What do you think of green advertising? 
I think it is good, I mean it is marketing like everything else. 

• To what extent do you trust it? 
I am a little bit skeptical, you always have to go yourself and check when I buy organic I always 
look for the “KRAV” labels.  

• Do you know any other labels?  
I think EU has one, a flower. I don’t know exactly. 

• Do you trust them? 
Mostly I can’t. Otherwise I am a little bit skeptical. 

• Do you think EFFPs are more expensive? 
Yes, not all groceries, but most of them. 

• Would you buy more if they were cheaper or the same price as generic food products? 
Probably yes.  

• Are you willing to go out of your way to purchase organic food? 
Yes, we always take another store that is not so close to where we live but they have more organic 
food. 

 

Qualitative Interview 11 

Age: 43 

Gender: Female 

Nationality: Swedish 

Are you responsible for grocery shopping in your household? Yes 

 

• What role does advertising play in your purchasing decisions? 
Very much. 

• Are you a green consumer? 
Now and then, yes. 
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• What does it mean to you to be a green consumer? 
If it was cheaper I would buy it more. Unfortunately I am a single mom so my finances are small 
but it could be good if it was cheaper. 

• If you hear the word EFFPs what do you think about? 
Good. I think of closely produced or nearby so you don’t have to drive so much for example. 

• What do you think of green advertising? 
It is good. 

• How do you judge it? Do you trust it? 
Yeah. 

• Would you buy more EFFP if it was the same price as normal? 
Yes, definitely. 

• Are you willing to go out of your way to buy organic food or to go to a special store? 
Sometimes. 

• Do you pay attention to eco labels? 
Yes. 

• Do you know any? 
“Svanen” and couple of other, I know. 

• To what extent do you trust them? 
Yeah, in Sweden they are very controlled. You can’t put labels on a product if it is not approved, so 
yes I trust them. 
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Appendix B: Quantitative survey 
Original English Survey 

Environmentally Friendly Food Products - How 
skeptical are you? 

This survey consists of several pages, which makes it important to click "next" once you have 
finished a page. 

The first section of this survey asks some general questions about where you live and your green 
purchase behavior. If you meet the criteria we are looking for, you will be directed to the following 
sections about green consumerism, skepticism towards general and green advertising and green 
washing. The last section of this survey asks a few general respondent questions. 

This survey is completely confidential and takes no more than 10 minutes. 

Thank you in advance for your participation! 

The term “Environmentally Friendly Food” in this survey refers to “food products that are 
minimally harmful to humans and the environment”. 

The term “Green Food Products” in this survey refers to “food products that have qualities which 
protects the environment, and contains natural- instead of artificial ingredients”. 

 

General Questions 

Nationality * 

o Swedish 
o Other … 

Country of Residence* 

o Sweden 
o Other … 

Do you buy environmentally friendly food products? * 

o Yes 
o No 

How often do you buy environmentally friendly food products? * 

o Less than once per month 
o Once per month 
o Several times per month 
o Once per week 
o Several times per week 
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Green Consumerism 
Environmental Concern * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 

o I am concerned about the environment. 
o The condition of the environment affects the quality of my life 
o I am willing to make sacrifices in order to protect the environment. 

Attitudes toward green products * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 
 

o I like environmentally friendly food products. 
o I feel positive toward environmentally friendly food products. 
o Environmentally friendly food products are good for the environment. 
o I feel proud when I buy/use environmentally friendly food products. 

Green purchase behavior * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 
 

o I make special efforts to buy food in biodegradable packages. 
o I could replace my usual brands and buy environmentally safe food products, even if I had 

to give up some product effectiveness. 
o I have switched from generic food products to environmentally friendly food products for 

ecological reasons. 
o When I have a choice between two equal food products, I purchase the one less harmful to 

the environment. 

 

General advertising skepticism 
General advertising skepticism * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 
 

o I am skeptical towards advertising in general. 

 

Green advertising skepticism 
Green advertising skepticism * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 
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o I am skeptical towards green advertising specifically? 

Green advertising skepticism * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 

o Most environmentally friendly claims in advertising are intended to mislead rather than to 
inform consumers. 

o I do not believe in most of the environmentally friendly claims expressed in advertising. 
o Because environmentally friendly claims are exaggerated, consumers would be better off if 

such claims in advertising were eliminated. 

 

Green Washing 
Green Washing * 

Please indicate to which extent you agree or disagree with the following statements. 1 = "strongly 
disagree" and 7 = "strongly agree". 
 

o Most environmentally friendly food products contain misleading words about the 
environmental features. 

o Most environmentally friendly food products contain misleading visual or graphic 
information about the environmental features. 

o Most environmentally friendly food products possess a green claim that is vague or 
seemingly un-provable. 

o Most environmentally friendly food products exaggerate how green its functionality actually 
is. 

o Most environmentally friendly food products leave out or mask important information, 
making the green claim sound better than it is. 

 

Respondent profile 
Age * 

………………… 

Gender * 

o Male 
o Female 

 
Highest Level of Education * 

o High School Diploma 
o Bachelor Degree 
o Master Degree 
o PhD Degree or higher 
o No Degree 
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Area of study of your most recent degree * 
………………………………………………… 
 
Level of income per month * 
in SEK 

o 0 - 10 000 SEK 
o 10 001 - 20 000 SEK 
o 20 001 - 30 000 SEK 
o More than 30 000 SEK 

 

 

Thank you for taking part in this survey! 
Do not forget to click “send”, otherwise your answers will not be registered.  

 

Swedish Survey Translation 

Miljövänliga matprodukter – hur skeptisk är du? 
Denna undersökning består av flera sidor, vilket gör det viktigt att du klickar ”nästa” när du väl har 
svarat färdigt på en sida. 

Den första delen av denna undersökning innehåller allmänna frågor som var du bor och dina 
”gröna” köpbeteenden. Om du uppfyller kraven som vi söker efter, så kommer du att bli hänvisad 
till följande sektioner om ”gröna”/ekologiska konsumtionsvanor, skepticism gentemot reklam riktad 
för allmänna och gröna/ekologiska produkter och ”greenwashing” (även kallad gröntvättning). Sista 
delen av denna undersökning ställer några enstaka, allmänna respondentfrågor. 

Denna undersökning är helt konfidentiellt och tar inte mer än 10 minuter. 

Tack på förhand för ditt medverkande! 

Termen ”miljövänlig mat” i denna undersökning syftar till ”matprodukter som är minimalt skadliga 
för människan och miljön.” 

Benämningen ”gröna matprodukter” i denna undersökning syftar till ”matprodukter som har 
egenskaper som skyddar miljön, och innehåller naturliga - istället för artificiella ingredienser”. 

 

Allmänna frågor 
Nationalitet * 

o Svensk  
o Annan … 

 



 

XVII 

Bosättningsland * 

o Sverige 
o Annat … 

 
Köper du miljövänliga matprodukter? * 

o Ja  
o Nej  

 
Hur ofta köper du miljövänliga matprodukter? * 

o Färre än en gång per månad 
o En gång i månaden 
o Flera gånger i månaden 
o En gång i veckan 
o Flera gånger i veckan 

 

Grön konsumtionsvana/ekologisk konsumtionsvana 
Miljöhänsyn * 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller  inte alls med” och 7 = ”håller helt med” 

o Jag är orolig för miljön. 
o Miljöns tillstånd påverkar min livskvalitet.  
o Jag är villig att göra uppoffringar för att skydda miljön. 

 

Attityder gentemot gröna / ekologiska produkter * 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte alls med” och 7 = ”håller helt med” 

o Jag gillar miljövänliga matprodukter. 
o Jag är positivt gentemot miljövänliga matprodukter. 
o Miljövänliga matprodukter är bra för miljön. 
o Jag känner mig stolt när jag köper/använder miljövänliga matprodukter. 

 

Gröna / ekologiska köpvanor * 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte alls med” och 7 = ”håller helt med” 

o Jag gör särskilda insatser för att köpa mat i nedbrytningsbara förpackningar.  
o Jag skulle kunna byta ut mina vanliga märken mot miljösäkra matprodukter, även fast jag 

hade blivit tvungen att ge upp en del av produkteffektiviteten.  
o Jag har gått över från generiska matprodukter till miljövänliga matprodukter för ekologiska 

orsaker. 
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o När jag har ett val mellan två lika matprodukter så köper jag den som är minst skadlig för 
miljön. 

 

Allmän skepticism till reklam  
Allmän skepticism till reklam* 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte alls med” och 7 = ”håller helt med” 

o Jag är skeptisk mot reklam i allmänhet. 
 

Grön / ekologisk skepticism till reklam 
Grön / ekologisk skepticism till reklam* 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte alls med” och 7 = ”håller helt med” 

o Jag är skeptisk mot grönt reklam specifikt. 
 

Grön / ekologisk skepticism till reklam* 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte  alls med” och 7 = ”håller helt med” 

o De flesta miljövänliga påståenden i reklam är avsedda att missleda en snarare än att 
informera konsumenten. 

o Jag tror inte på de flesta av de miljövänliga påståenden som uttrycks i reklam. 

o På grund av att miljövänliga påståenden är överdrivna, så skulle konsumenter vara bättre 
utan dem om sådana påståenden i reklam är borttagna.  

“Green washing”  
”Green washing” * 

Vänligen ange till vilken utsträckning som du håller med eller inte håller med följande påstående. 1 
= ”håller inte alls med” och 7 = ”håller helt med” 

o De flesta miljövänliga matprodukter innehåller missledande ord om miljöns egenskaper. 
o De flesta miljövänliga matprodukter innehåller missledande visuell eller grafisk information 

om miljöns egenskaper. 
o De flesta miljövänliga matprodukter har ett grönt krav som är svagt eller ej bevisbart. 
o De flesta miljövänliga matprodukter överdriver hur grön/ekologisk dess funktion egentligen 

är. 
o De flesta miljövänliga matprodukter utesluter eller döljer viktig information, vilket gör att 

det gröna kravet låter bättre än vad det egentligen är. 
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Respondentprofil 
Ålder * 

……………………………….	

 

Kön * 

o Man 
o Kvinna 

 

Högsta utbildningsnivå * 

o Gymnasiebetyg 
o Kandidatexamen  
o Magisterexamen 
o PhD examen eller högre 
o Ingen examen  

 

Studieområde av din senaste examen * 

……………………………….	

 

Inkomstnivå per månad * 

I kronor (SEK) 

o 0 – 10 000kr 
o 10 001 – 20 000kr 
o 20 001 – 30 000kr 
o Mer än 30 000kr 

 

 

Tack för ditt medverkande i undersökningen! 
Glöm inte att klicka ”skicka”, annars blir inte dina svar registrerade.  
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English Survey back translation 

Environment friendly food products – how 

skeptical are you? 
This survey contains more than one pages, which makes it important that you press ”next” once 

you’re done answering a page.  

 

The first part of this survey contains general questions like where you live and about you “green” 

shopping behaviors. If you fulfill the demands that we’re looking for, you will be referred to 

following sections about “green”/ecological consumption habit, skepticism against commercial for 

general and green/ecological products and “green washing”. The last part of this survey asks a few, 

general respondent questions.  

 

This survey is completely confidential and doesn’t take longer than 10 minutes.  

Thanks in advance for your participation! 

 

The term “environment friendly food” in this survey refers to “food products that are minimally 

injurious for people and the environment.” 

 

The appellation “green food products” in this survey refers to “food products with qualities that 

protect the environment, and includes natural- instead of artificial ingredients”.  

 

General questions 
Nationality* 

o Swedish 
o Other 

Country of residence * 

o Sweden 
o Other 

Do you buy environment friendly food products? * 

o Yes 
o No 

 



 

XXI 

How often do you buy environment friendly food products? * 

o Less than ones every month 
o Once a month 
o Multiple times a month 
o Once a week 
o Multiple times a week 

 

Green consumption habit/ecological consumption habit 
Environmental concerns * 

Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o I am concerned about the environment. 
o The condition of the environment affects my life quality. 
o I am willing to do sacrifices to protect the environment. 

Attitudes toward green/ ecological products * 

Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o I like environment friendly food products. 
o I am positive toward environment friendly food products. 
o Environment friendly food products are good for the environment. 
o I feel proud when I’m buying/using environment friendly food products. 

Green/ecological shopping habits * 

Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o I do special efforts to buying food in degradable packages.  
o I could trade my regular brands against environmental secure food products, even though I 

would have had to give up a part of the product efficiency. 
o I have switched from generic food products to environment friendly food products for 

ecological reasons.  
o When I have a choice between two food products, I buy the one that’s least harmful for the 

environment.  

 

General advertising skepticism  
Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o I am skeptical towards commercials in general. 
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Green advertising skepticism 
Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o I am skeptical towards commercial about green/ecological products. 

 

Green/ecological advertisement skepticism* 

Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o Most of the environment friendly statements in commercial are made to mislead rather than 
to inform the costumer. 

o I don’t believe most of the environment friendly statements expressed in commercials. 
o Because of that environment friendly statements are over-exaggerated it would be better if 

those kinds of statements in commercial were taken away.  

 

“Green washing”  
“Green washing” * 

Please tell to which extend you agree or don’t agree to the following statements: 1 = “Completely 

don’t agree” and 7 = “Totally agree”. 

o The most of the environmental food products contain misleading words about the 
environments characteristics  

o Most of the environment friendly food products contain misleading visual or graphical 
information about the environments characteristics.  

o Most of the environment friendly food products have a green attribute which is unclear or 
seems to be non-provable. 

o Most of the environment friendly food products over-exaggerate how green/ecological 
functionality actually is.  

o Most of the environment friendly food products exclude or disguise important information, 
which makes the green demand sound better than it actually is.  

 

Respondent profile 
Age * 

…………………………….. 

Sex * 

o Man 
o Woman 
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Highest education level * 

o High-school degree 
o Candidate degree 
o Master degree 
o PhD degree or higher 
o No degree 

Area of study for you last degree* 

……………………………..…………………………….. 

Income level per month* 

In Swedish krona (SEK) 

o 0-10 000kr 
o 10 001 – 20 000kr 
o 20 001 – 30 000 kr 
o More than 30 000 kr 

 

 

Thanks for your participation in this study! 

Don’t forget to press ”send” or your answers won’t be registered. 
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Appendix C: Measured Items 
Table 14 Measured Items 

Green Consumerism: 

Environmental 

Concern 
(Matthes & Wonneberger, 

2014) 

I am concerned about the environment. 

The condition of the environment affects the quality of my life. 

I am willing to make sacrifices to protect the environment. 

Green Consumerism: 

Attitudes towards 

Green Products 
(Matthes & Wonneberger, 

2014) 

I like environmentally friendly food products. 

I feel positive toward environmentally friendly food products. 

Environmentally friendly food products are good for the environment. 

I feel proud when I buy/use environmentally friendly food products. 

Green Consumerism: 

Green Purchase 

Behavior 
(Matthes & Wonneberger, 

2014) 

I make a special effort to buy food products in biodegradable* packages. 

I would switch from my usual brands/products and buy environmentally 

friendly food products, even if I had to give up some product 

effectiveness. 

I have switched food products for ecological reasons before. 

When I have a choice between two equal food products, I purchase the 

one less harmful to the environment. 

Green Advertising 

Skepticism 
(Matthes & Wonneberger, 

2014) 

Most green food claims in advertising are intended to mislead rather than 

inform consumers. 

I do not believe most green food claims made in advertising. 

Because green food claims are exaggerated, consumers would be better 

off if such claims in advertising were eliminated. 

Green Washing 
(Chen & Chang, 2013) 

Most environmentally friendly food products contain misleading words 

about the environmental features. 

Most environmentally friendly food products contain misleading visual 

or graphic information about the environmental features. 

Most environmentally friendly food products possess a green claim that 

is vague or seemingly un-provable. 

Most environmentally friendly food products overstate or exaggerate 

how green their functionality actually is. 

Most environmentally friendly food products leave out or mask 

important information, making the green claim sound better than it is. 

Income Less than 10 000 SEK/month 
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10 001 - 20 000 SEK/month 

20 001 - 30 000 SEK/month 

30 001 - 40 000 SEK/month 

More than 30 000 SEK/month 

Gender Male 

Female 

Age Younger than 18 

18-30 

31-40 

41-50 

51-60 

Older than 60 

Education High School Diploma 

Bachelor Degree 

Master Degree 

PhD Degree or Higher 

No Degree / High School Diploma 
*(of a substance or object) capable of being decomposed by bacteria or other living organisms and thereby avoiding pollution. 

 

 


