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Global consumption patterns are unsustainable. It becomes obvious that efficiency gains and
technological advances are not sufficient enough to sustain global consumption. Therefore, con-
sumers have to focus on sustainable consumption, while businesses integrate practices on sus-

tainable production.

The purpose of this study was to examine consumers’ buying behaviour and consumers’ attitude
on sustainable production and consumption in the food and beverage sector. The theoretical
background of the study was based on the concepts of consumer buying behaviour, sustainability

and sustainable development.

The empirical part of the study was conducted by a quantitative research method. The data col-
lection was implemented through a structured online questionnaire that was designed in order
to analyse an overall consumer buying behaviour and respondents’ motivation on shifting its cur-

rent buying behaviour towards sustainable food choices.

The research findings showed a positive motivation and attitude of consumers to adjust to more
sustainable consumption patterns and their willingness to contribute to the sustainability pro-
gress as an individual. It has been identified that it is becoming important for consumers to make

preferences towards brands, which delivers performance based on sustainability.

Due to limitations in the researched population among students in Finland and geographical lo-
cation, there are other possibilities to study the examined topic with future implementations of

the research.
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1 Introduction

The importance of doing business in a sustainable way as well as consumers’ attitude towards
sustainable production and consumption is a significant topic to study nowadays. The central idea
of this research is to examine the overall consumer buying behaviour and consumers’ attitude on
sustainable production and consumption in the food and beverage sector, while promoting public

awareness about sustainable food choices.

The food and beverage industry has an extensive reach. It is considered to be one of the most
rapidly growing industries in the world. (Schuetzendorf, 2018) This business sector plays a key
role in a human’s everyday life, as people purchase food and beverage products on a daily basis.
There are several factors that affect consumers while choosing a specific brand of a product.
Moreover, consumers are going through a decision-making process while making their purchases.
Therefore, the author would like to research whether customers are concerned about buying
food from green brands, which integrate sustainability as a main aspect into their strategy and

ethos and concentrate on sustainable consumption and production in general.

This study seeks to evaluate consumer behaviour and purchase decision-making process towards
green products from companies that act differently by managing sustainability. The outcome of
the research will show us whether students are aware of acting in a sustainable way, and if they
would get acquainted about sustainable production, would they change their attitude and opin-

ion to switch on making purchases from green brands.

1.1 Statement of the problem

The food and beverage industry has great impact on the environment and leaves an ecological

footprint due to the high demand and a growing population.

Current patterns of global consumption are unsustainable. Consumer lifestyles, including how
consumers choose and use products and services, has to be changed, as efficiency and techno-
logical advances are not sufficient enough to bring global consumption to a sustainable level.

(Sustainable consumption facts and trends: From a business perspective, 2008)



Consumer behaviour contributes significantly to the impact on the environment. Therefore, con-
scious consumers with environmental awareness can change buying behaviour patterns in order

to maintain the world in a more sustainable way.

1.2 The purpose of the study

The purpose of this study is to examine consumer buying behaviour of undergraduate students
from universities in Finland towards sustainable consumption of food and beverages from green
brands. The objective of this thesis is to evaluate consumers’ opinion and attitude towards sus-
tainable consumption and consumers’ awareness of green products through the implementation

of an online questionnaire.

1.3 Limitation of the study

This study has a specified area of consumer behaviour, consumer attitude and opinion. Therefore,
this research was conducted from the consumer perspective, which limits the application of the
findings. Moreover, time constraints, limited resources and relatively small sample groups mean
that the findings of this study cannot be fully generalized and that further and more comprehen-

sive study is needed to fully understand this research area.



2  Theoretical background

The theoretical background of the study is collected from a wide range of varying source material
such as literature, correlated articles, books and journals, Internet database and reports. The
main concepts of consumer behaviour, sustainability, sustainable production and consumption,

as well as the definition of green brands, are explained in the theoretical background.

2.1 Consumer buying behaviour

Consumer behaviour is the study of the process involved in selecting, purchasing, using or dispos-
ing of products, services, ideas or experiences by individuals, groups and organisations to meet

their needs and desires. (Solomon, 2006)

The importance of understanding consumer buying behaviour is essential. According to Kotler &
Keller (2015) for both manufacturers and service providers, the ways in which customers choose
their products and services can be extremely important as this gives them a competitive ad-
vantage over their competitors in various ways. Moreover, it is important to increase the under-
standing of consumer behaviour towards green products as there is an extreme growth in green
products in all consumer sectors as a result of the ‘green shift’ and strategic marketing adopted

by many organizations. (Durif, Roy, & Boivin, 2012)

2.1.1 Important factors that influence consumer behaviour

Kotler & Keller (2015) outline that consumer’s buying behaviour is influenced by four driven fac-
tors: cultural, social, personal and psychological factors. The deepest influence on consumer’s

buying behaviour is caused by cultural factors among others.

2.1.2  Cultural factors

Culture is the basic determinant of an individual’s wants and behaviour. Culture is a particular

group of people's characteristics and knowledge, including language, religion, cuisine, social



habits, music and the arts. Culture, subculture and social class have a particular impact on con-
sumer buying behaviour. Each culture consists of smaller subcultures and varies from one country
to another. These subcultures identify and classify people based on their shared customs and
beliefs. Subcultures include nationalities, religions, racial groups, and geographic regions. There-
fore, companies should create specialized marketing programs to suit certain preferences of a

subculture. (Kotler & Keller, 2015)

According to Kotler & Keller (2015) each individual belongs to a certain social class that influences
the buying decision. People who belong to the same social class share similar interests, values
and behaviour. Therefore, members from different social class possess different buying behav-
iours and have distinct product and brand preferences. In order to understand how to best mar-
ket existing products and find opportunities for new products, marketers need to pay close at-

tention to cultural values in each country.

2.1.3 Social factors

Besides cultural factors, our buying behaviour is affected by social factors such as reference

groups, family, and social roles and status.

A person’s reference group is a group that is associated with an individual who wants to be a part
and be called as a member of that group. For instance, family, friends, neighbours, as well as
religious, professional and trade-union groups can influence consumer preference in choosing a
specific product or service. It is observed that all members of the reference group share common
buying behaviour and influence each other strongly on product and brand choices. Therefore,
marketers should identify the roles that influence other people's behaviour within the reference

group. (Kotler & Keller, 2015)

Family members are considered to be the most influential reference group for an individual’s
decision making with an emphasis on the purchase of certain goods and services. Moreover, fam-
ily factor influences the individual’s personality, attitude and beliefs. According to Kotler & Keller
(2015) there are two families in a buyer’s life: a family of orientation and family of procreation.
The family of orientation consists of parents and siblings, where parents have a strong influence
on a person’s behaviour. However, a family of procreation includes the person’s spouse and chil-

dren, where the preferences tend to change with the influence of the spouse.



The position and role of an individual in society also affect his/her buying behaviour. For example,
it is expected that a person holding a supreme position in the organization will buy those items
that advocate his or her status. Marketers should try to understand the position and role of the

individual long before the product is endorsed. (Kotler & Keller, 2015)

2.1.4 Personal factors

Personal characteristics have a direct impact on consumer behaviour and they include age and
life cycle stage, occupation and economic situations, personality and self-concept, lifestyle and
values. Therefore, it is important for marketers to understand this factor before designing a mar-

keting campaign.

A consumer’s taste and preferences are most often influenced by their age. This can be most
commonly seen in food, clothing and any recreational activity purchases they may do. People
tend to buy different products in the different life cycle stages throughout the entire life. For
example, the brand of a perfume which individual used some years ago might not suit his/her
desires and needs in the present moment. Therefore, preferences in purchasing a product con-

stantly change. (Kotler & Keller, 2015)

Occupation and economic circumstances influence consumer behaviour in the marketplace as
well. Both product and brand choice are affected by the economic circumstances of the individ-
ual. Simultaneously, individuals tend to buy products and services that promote their profession
and role in society. Buying patterns vary according to the individual’s occupation. (Kotler & Keller,

2015)

Consumer buying behaviour is strongly affected by personality and self-concept factors. By per-
sonality, Kotler & Keller (2015) distinguish human psychological characteristics that lead to be-
haviour buying responses that are relatively consistent and enduring. Each brand has a personal-
ity. Consumers tend to choose and use brands that correspond to their personality and are con-
sistent with their actual self-concept that corresponds to how they view themselves. Marketers

carefully examine brand experiences to express brand personalities.

According to Kotler & Keller (2015) lifestyle and core values also influence consumer buying be-
haviour. By lifestyle, the author defines an individual’s interest, opinions and activities that reflect

the person’s pattern of living in the society. However, core values guide people’s enduring choices



and desires and underlie attitudes and behaviours. Therefore, marketers orientate of consumer’s
basic values and believe that their buying behaviour can be influenced by appeals to the inner

selves of people.

2.1.5 Psychological factors

Psychological factors can affect consumer behaviour very strongly. That includes motivation, per-

ception, learning and memory.

The level of motivation affects consumers' buying behaviour. People tend to have many needs
through any given time. Some needs are biogenic; they arise from physiological states of tension
such as hunger, thirst, or discomfort and other needs are psychogenic; they arise from physiolog-
ical states of tension such as the need for recognition, esteem, or belonging. Therefore, people
will try to satisfy the most important need first and then move to the next need. (Kotler & Keller,

2015)

A motivated person is ready to act with the perception of the situation. Perception is also a psy-
chological factor that is the process by which an individual selects, organizes, and interprets in-
formation to draw a meaningful picture of the world. Depending on their individual beliefs and
attitudes, different people have different perceptions of the same product. Therefore, marketers
should try to understand the behaviour and attitude of each individual to gain their attention

towards the offerings. (Kotler & Keller, 2015)

Learning process arises from a consumer’s experiences and is followed by action. According to
Kotler & Keller (2015) learning is produced from drives, stimuli, cues, responses, and reinforce-
ment, which means that if a consumer has a positive buying experience, then in the future the

customer will choose the same brand.

Consumers tend to have several strong associations and information about a brand that creates
essential brand knowledge. Through thoughts and feelings, perceptions and images, experiences,
beliefs and attitudes, customers create brand associations. Therefore, marketers have to ensure
that consumers have the product and service experiences that create the right brand knowledge

and maintain this information in their memory. (Kotler & Keller, 2015)



2.2 Consumer decision-making process

The decision-making process is the method that marketers use to identify and track the decision
of a customer journey. This method helps to analyse the consumer’s decision-making process
from beginning to the end and it is divided into five separate stages where all the steps are care-
fully studied by marketing managers. This process helps to understand how information is ob-
tained, how beliefs are formed, and what consumer criteria for product selection are specified.
(Solomon, 2006) Moreover, aspects of acting in a more sustainable way and integration of sus-
tainable consumption in each stage of the consumer decision-making process are discussed in

this chapter.

Problem
recognition

decision

Postpurchase

Figure 1: The Five Model
Stage (Kotler & Keller,
2015)



2.2.1 Problem recognition

The consumer buying decision-making process starts with the problem recognition stage. This
stage identifies the difference between the consumer’s recognition of needs and wants. It occurs
when the consumer senses a significant difference between his or her current state of affairs
versus a desired and ideal state. (Solomon, 2006) By collecting information from a number of
consumers, marketers need to identify the circumstances that trigger a particular need. (Kotler &
Keller, 2015) For instance, a problem recognition might occur when an individual changed the
environment to constantly raining weather. Then, a person’s need will be to find suitable warm

and rain protection cloths as well as an umbrella.

2.2.2 Information search

According to Solomon (2006) when the problem has been recognized, consumer needs to find
information to resolve it. Information search is the process when a consumer examines his or her
environment in order to find suitable data to make a reasonable decision. In practice, information
search activity becomes greater when the purchase is important, so there is a need to learn more
about the purchase and study different information sources. (Solomon, 2006) Marketers need to
understand what kind of information consumers are looking for at different times and locations.

(Kotler & Keller, 2015)

According to Kotler & Keller (2015) a consumer is able to gather information from the four main
groups of information sources. These information sources are divided by personal, commercial,
public and experiential sources. However, each information source influences the buying decision

and varies according to the product category and the characteristics of the consumer.

The commercial source is a marketer- dominated source, where a consumer receives the greatest
amount of information about the product. This source includes advertisements, websites, sales-

persons, dealers, packaging and displays.

However, the most effective sources are personal, public and experiential that tend to be inde-
pendent authorities. Personal sources are defined by family, friends, neighbours and acquaint-
ances. Information source such as public includes mass media, social media and consumer rating

organisations. (Kotler & Keller, 2015)



The experiential source for searching information consists of acts such as handling, examining and
using the product itself. In fact, choosing this source of information puts an emphasis on the con-
sumption experience and what a consumer can experience by using the specific kind of a product.
Thus, it would be based on an individual’s own perception of the product through the earlier use

of it. (Kotler & Keller, 2015)

In addition, the public source, which includes mass media provides an increasingly valuable infor-
mation towards advertising a specific range of products with consumption benefits to the envi-
ronment and the world itself. Therefore, consumers become aware of these groups of products
and brands through the public sources and are more likely to be engaged in sustainable consump-

tion through purchasing products from a sustainable brand.

2.2.3 Evaluation of alternatives

According to Solomon (2006) there is much effort involved in a purchase decision, when it takes
place at a time when the available alternatives must be chosen. Nowadays, it is becoming more
challenging for a consumer to make a choice on a purchase, as the market provides a variation of

brands that clamours customer’s attention.

Evaluation of alternatives starts with identifying alternatives. A consumer involved in extended
problem-solving will carefully evaluate several brands, while someone who makes a regular deci-
sion may not consider alternatives to their normal brand. Consumer evaluates a product with the
careful categorization of all the options based on his/her knowledge and beliefs about the brand
and afterwards selects a product among the alternatives. The choice can be influenced by the
integration of information from sources, information present at the time of purchase, and beliefs

about the brands created through advertising. (Solomon, 2006)

In this stage of a consumer’s decision-making process, environmental concerns and buying be-
haviour of evaluating the product alternatives are based around environmental costs, risks and
benefits that will lead to the future assessment of choices in choosing what to purchase. One
approach to evaluating more sustainable consumption patterns of a consumer is to consider
whether a customer is acquiring the more sustainable option from the product alternatives and

at the same time to consider future behaviour in using and disposing of the product.
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2.2.4 Purchase decision

The consumer forms preferences among the brands in the choice set during the evaluation stage
and further creates an intention to buy the most preferred brand. During the purchase decision
process, the consumer still has to make five following sub-decisions: brand, dealer, quantity, tim-

ing, and payment method. (Kotler & Keller, 2015)

Consumers may not formally evaluate each purchase decision in some cases, while the final deci-
sion may be affected by intervening factors in other cases. The first intervening factor is a factor
of an attitude of others. An individual’s purchase decision might affect what others think about
the purchase because people tend to depend on other’s opinion and attitude. The second inter-
vening factor includes unanticipated situational factors. These factors might affect the postpon-
ing, modifying or avoiding of a purchase decision because of a perceived risk. Marketers need to
understand the factors that give consumers a sense of risk and provide information and support

to reduce it. (Kotler & Keller, 2015)

In addition, in order to increase consumer’s sustainable performance in consumption, a consumer
might reconsider the manner of buying behaviour. In the stage of a purchase decision, it might
be evaluated through the purchasing of the product with an emphasis on environmental benefit

against other attributes of product features such as price, performance and design.

2.2.5 Post-purchase evaluation

Consumers may feel uncertain about a purchase after noticing disquieting product features or
hearing good recommendations about other brands. According to Kotler & Keller (2015) market-
ing communications should supply support and beliefs for consumers that reinforce and contin-
ually support positive feelings about a purchase. In addition, marketers should monitor consumer
behaviour from post-purchase satisfaction, post-purchase actions and post-purchase product use

and disposal.

Satisfaction is a function of the closeness between expectations and perceived performance of
the product. The state of customer feelings after a purchase influences greatly a company’s brand
as it makes the difference if the customer buys the product again in the future and talks positively
or negatively about the product features to others. Moreover, marketers should also monitor

how buyers use and dispose of the product. Product consumption rate is a key driver of sales
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frequency — the faster buyers consume a product, the sooner they can be back on the market to

buy it back. (Kotler & Keller, 2015)

Likewise, during this stage, the total consumption process approach has to be taken into consid-
eration. The use and post-use phases play a key role in a sustainable impact and sustainable con-
sumer performance after the customer made a purchase. This phase plays a crucial role for the
environment in terms of the overloaded landfill. Therefore, consumers can keep, reuse and dis-
pose of a product in a more sustainable way through selling or recycling that can lead to positive
changes to the environment and production processes. (Sustainable guide for consumers: Eat

well and save the planet!, 2007)

It can be concluded that the buying behaviour of consumers will determine the success or failure
of new products and services being marketed on the basis of their performance in sustainability.
Their overall behaviour will also have a strong impact on the sustainability performance of all
goods and services due to the role of consumers in determining sustainability impacts during the

use and disposal phases of the consumption process. (Wikipedia, 2019)

2.3 Sustainable production and consumption

Sustainable consumer behaviour is the behaviour of a consumer that enhances social and envi-
ronmental performance, addressed by an individual’s wants and needs. (Wikipedia, 2019) Con-
sumption is not only an economic phenomenon that drives the economy of the whole population
and consumers’ behaviour, but it is also a process that helps individuals to express their identity
and establish the place in the society. It is a set of studies that identifies answers to the questions
of why and how consumers incorporate sustainability issues into their consumer behaviour or
not. It also studies what consumers purchase, how they use these products and what they subse-

qguently do with them. (Reisch, Eberle, & Lorek, 2013)

In recent years, global consumption patterns are unsustainable. It becomes obvious that effi-
ciency gains and technological advances alone are not sufficient to sustain global consumption.
Therefore, consumer consumption patterns that include consumer choice of products and ser-
vices must be changed immediately. (Sustainable consumption facts and trends: From a business
perspective, 2008) Sustainable consumption and buying behaviour can be derived from a set of
assumptions and can be approached from different perspectives. For instance, the policy maker’s

view, the marketing view or the consumer field of interest.
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Sustainable consumption covers aspects not only of products and services purchased from a
green brand but also it is an adoption of a lifestyle, where sustainability is reflected in all aspects
of consumers’ behaviour. The lifestyle and habits of an individual can include simple methods
that will lead to a more advanced form of sustainable consumption. These methods can include
the tendency of consuming fewer products and services and seek out and choose products that
have a reduced ecological impact, resource efficient and durable. Sustainable consumption also
leads towards being more ecological aware of products and items people buy in order to protect
the environment. Moreover, the physical process of sequence conservation of resources and re-

duction of waste should also be considered.

Unfortunately, the food and beverage industry is described as the most significant sector that
leaves an ecological footprint in both production and consumption stages due to the great im-
pacts on the environment. Food consumption tends to be an important issue in sustainable con-
sumption and production policies. (Reisch, Eberle, & Lorek, 2013) These consumption patterns
are influenced by consumer buying decisions, however, and the way individual’s needs are met,
are a major driver behind climate change that will have consequences for people, countries, and

species worldwide.

Therefore, consumers might adopt several consumption patterns in order to maintain the world
in a more sustainable way. In recent years, there is growing consumer demand for more seasonal
and local food. According to the National Consumer Council (NCC), seasonal food can offer better
taste and at the same time be more affordable on the market. Moreover, purchased local food
can deliver fresh taste, reduce food miles, farmers and communities can take a huge advantage

and it helps to reconnect consumers with where their food comes from.

Another way for a sustainable consumption comes from consuming less red meat, processed
meat and products of animal origin. There are many factors that affect sustainable production:
energy used for the production of fertilisers in animal feed, deforestation for making crops for an
animal feed caused by the reflection in less absorption of carbon dioxide and a large amount of
animal feed that is being produced for animals, which consumer buy and eat later. By this con-
sumption pattern of reducing meat intake, it will significantly help on the human’s effects on the

environment, while improving overall human’s health condition.

In addition, products bought from the company that integrates the Fairtrade principle is a signif-
icant motivator for customers to choose the product among other alternatives. Fairtrade-certified

products are products, which are imported from poorer countries and that offer a fair-trade deal
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for producers. Buying Fairtrade products is about improving the well-being and livelihoods of
farmers and workers in poorer countries, improving trade relation-ships and ensuring better
working conditions, greater access to health care and a higher living standard. However, the de-
gree to which the Fairtrade system involves companies varies greatly. Some firms work entirely
on fair trade principles and may be partly owned by producers in poorer countries or reinvest a

percentage of their profits to support producers' development programs.

Household consumption drives modern economies, but unsustainable consumption, production,
and exploitation of resources have resulted in multiple crises that threaten humanity's future
survival. (Munasinghe, 2010) Moreover, the sustainability of consumption patterns will signifi-
cantly reduce carbon emissions. Using energy-saving light bulbs, at lower temperatures washing
laundry, eating less meat, planting trees, or using fuel-efficient cars, for example. (Munasinghe,
2010) The annual consumer surveys conducted by the Food Standards Agency showed that peo-
ple are concerned about their food's nutritional quality and safety, with about 60 per cent saying

they want more information about the food they buy.

In terms of the sustainable use of products, the role of business and the role of consumers are
inherently linked. The product's environmental footprint in terms of production and disposal and
the proper use of the product in terms of its impact on the environment will be crucial. Therefore,
companies, governments and communities should understand current and future consumption
patterns, in order to change buying behaviour and develop more sustainable products and ser-

vices. (Sustainable consumption facts and trends: From a business perspective, 2008)

Over and above that, by integrating an efficient production that includes the use of natural re-
sources, minimizing waste and optimizing products and services, companies, governments and
communities can benefit from increased competitiveness and profitable operations. (Sustainable
consumption facts and trends: from a business perspective, 2008) Meanwhile, the ultimate ben-
efit of consuming products in a more sustainable way can also lead to personal satisfaction and

develop a high quality of life through consumption experiences.

2.4  Sustainability and Sustainable development

The Sustainable Development Commission (SDC) defines sustainability and sustainable develop-

ment as the method, which is focused on balancing the fine line between two competing needs.
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The competing needs stand for the need of our population to move forward technologically and

economically, and the needs to protect the environment, where we live.

The global economy is constantly growing. Companies that integrate sustainability in the business
model and recognise sustainable business innovation in their products and services will create a
huge benefit and success in the twenty-first century. (Lubber, 2011) Company’s strategies that
are aimed not only at making a profit but also at long - term profitability and environmentally
friendly sustainability have begun to become company agendas. In the same way, as for custom-
ers, shareholders and employees, companies should be aware of their responsibilities towards
the environment and society. In the future, it will be important for consumer choices if the brand

is delivering performance that is based on sustainability. (Boztepe, 2012)

According to the World Council for Economic Development (WCED), sustainable development is
a development that “meets the needs of the present without compromising the ability of future

generations to meet their own needs.”

Sustainable development is a long-term integrated approach that aims at balancing our eco-
nomic, environmental and social needs and enabling prosperity for generations together with the
minimising the over-consumption of key natural resources. (Jargan, 2015) There are three main
core areas that contribute to sustainable development philosophy and social science according
to The World Summit on Social Development. Different companies integrate sustainable devel-

opment activities through a different approach. (Commission, 2014)

Sustainability

Social
Economic

Environmental

Figure 2: The three pillars of sustainability
(Purvis, Mao, & Robinson, 2018)
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2.4.1 Economic development

Economic development ensures a healthy balance of our economic growth with our ecosystem.
Nevertheless, economic sustainability includes ensuring that the business makes a profit, but also
ensuring that business operations do not create social or environmental issues that harm the
company's long - term success. This pillar provides incentives for companies and other organiza-
tions to comply with the sustainability guidelines beyond their normal legislative requirements.
Besides, the market in supply and demand is consumerist in nature, and every day modern life
requires plenty of resources. As people tend to have high-consumption patterns, companies have

to ensure fair distribution and efficient allocation all their resources. (Jargan, 2015)

2.4.2 Social development

Social initiatives have an impact on consumer behaviour and employee performance. Social de-
velopment ensures the importance of awareness and legislation to protect humans’ health from
pollution and harmful organizations' activities. A sustainable business should have its employees,
stakeholders and the community support and approval, in which it operates in. This pillar focuses
on the company’s initiatives in social equity, treating employees fairly and being a good commu-

nity member locally and globally. (Jargan, 2015)

On the employee side, businesses focus on strategies for retention and engagement, including
more responsive benefits such as better maternity and paternity benefits, flexible scheduling, and
opportunities for learning and development. Companies have come up with many ways to give
back for community engagement, including fundraising, sponsorship, scholarships, and local pub-

lic project investment. (Beattie, 2019)

2.4.3 Environmental development

Environmental protection is the primary concern of the future of humanity and gets the main
attention from business. Moreover, environmental initiatives that include energy efficiency and
pollution mitigation can have a direct impact on reducing waste. Companies focus on maintaining
environmental development by reducing their carbon footprints, waste packaging, water use, and

overall environmental impact. Moreover, companies that are managing environmental aspects,
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can cause a beneficial impact on the planet and also have a positive financial impact. (Beattie,
2019) Other companies with an undeniable and obvious impact on the environment, such as min-
ing or food production, approach the environmental pillar by benchmarking and reducing it. One
of the environmental pillar challenges is that the impact of a business is often not fully costly,

which means externalities are not captured. (Beattie, 2019)

The EPA recognized the key to this sustainability is the development of technology and the pro-
tection of the environment of the future from potential damage that technological advances

could potentially bring. (Jargan, 2015)

2.5 The green consumer

The green consumer is defined as the one, who adopts environmentally friendly behaviours
and/or buys green products over standard alternatives. Moreover, green consumers concern
about the environmental impact caused after their buying behaviour. Such type of consumers
tends to consider that each individual consumer as well as government, business and environ-
mentalists can play a role as a consumer and has to be in charge of environmental protection.

(Boztepe, 2012)

2.5.1 The green gap

The “Green Gap” is the gap of inconsistency in consumers’ attitude and knowledge among the
actual buying behaviour. Significant numbers of consumers claim to be "green," but the extent to
which they are willing to buy goods based solely on environmental grounds is unclear. (Ottman,
1998) Despite the significant increase in environmental awareness among consumers, many of
them have not taken their concerns into account in their actual choices and consumption behav-
iours. This may be due to the consumers, who are not willing to give up or change their way of

life.

Moreover, on practice, customers are unwilling to adopt green products, particularly because of
the various risk’s consumers perceive in their purchases. Perceived risks stand for the uncertainty
of the potential negative consequences that can arise with a choice of the product. Those per-

ceived risks are known as the explanation of the ‘Green Gap’. (Durif, Roy, & Boivin, 2012) The
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“green gap” is defined as the gap between consumers’ green intentions and green actions that
leads towards a high concern for the environment but a low green shopping behaviour. (Guyader,

Ottosson, Aichagui, & Witell, 2014)

In addition, there is a discrepancy between what consumers think is socially and ecologically sus-
tainable and what is their actual behaviour. This may be due to the lack of knowledge of consum-

ers about general consumer environmental impacts.

The actual consumption of green products around consumers is remaining moderate. There are
three main reasons affecting the moderate consumption of green products. First of all, consum-
ers remain sceptical about green practices of companies, as they lack the credibility of green
products and mislead green claims. Second, some consumers are unwilling to buy green products
because of the risks they can perceive. These risks include the product’s quality, price and lack of
information about the green product and its position on the market. Third, a green gap can occur
between pro-environmental attitudes and green purchase behaviour. The phenomenon of the
green gap can be explained for reasons relating to consumer’s status, reputation and altruism.

(Durif, Roy, & Boivin, 2012)

2.6 The green brand

A green brand is a brand where environmental values build up the essence of the brand. Moreo-
ver, the green brand has an increased recognition and awareness of the environmental issues and
its emphasis lays on environmental sustainability. (Insch, 2011) When a company is going green,
it can benefit in several ways. First of all, the greening production processes often lead to im-
proved resource efficiencies, lowering the cost structure of the company and enhancing its com-
petitive position. Secondly, going green allows the company to distinguish itself by offering new
products in new markets or by offering additional benefits for current products. Such practices
can improve the company’s position in the marketplace and at the same time develop new cus-

tomer segments and enhance customer loyalty. (Polonsky & Rosenberger, 2001)

While green products are often "priced" higher than traditional goods, this does not always mean
that they cost more, especially if all associated costs are considered. Green goods often have
higher out - of - pocket initial costs but lower long - term costs. (Polonsky & Rosenberger, 2001)

They may expect "green" goods to be priced competitively and perform the same as others,
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thereby using the greenness of a product to distinguish between two relatively equal goods.

(Ottman, 1998)

According to the Sustainable Brand Index Official Report from 2018, Food and beverage is a new
leading industry within sustainability. The top three companies that make the ranking of the most
sustainable brands in Finland are as follows: Valio, Kotimaista and Fazer. These brands are con-

sidered to be the most sustainable in Finland for 2018. (Sustainable Brand Index, 2018)

2.6.1 The green marketing strategy

With environmental issues gaining importance to people, businesses have begun to change their
production, goods or service generation, and consequently marketing strategies. Companies
started producing environmentally friendly products. (Boztepe, 2012) Green marketing is a com-
plex strategy that has to achieve two goals at the same time: to improve environmental quality

while satisfying consumers. (Ottman, 1998)

Green marketing is a holistic, integrated approach that continually reassesses how companies can
achieve corporate goals and meet consumer needs while minimizing ecological harm in the long
term. (Polonsky & Rosenberger, 2001) Green marketing is a complicated tool that has to be inte-
grated across all areas and activities of the organization and be implemented successfully in order
to achieve long - term benefits. Moreover, a green marketing strategy can lead to greater re-
source efficiency and financial savings. In other words, less input is being used and less waste or

pollution is being generated. (Polonsky & Rosenberger, 2001)

Green marketing refers to the selling process based on the environmental benefits of products
and/or services. Such a product or service can be environmentally friendly or eco — friendly. How-
ever, green marketing can be a very powerful marketing strategy when done correctly. (Ward,

2018)

2.6.2 The greenwashing

According to Polonsky & Rosenberger (2001) consumers tend to think sceptical, when companies
attempt to persuade consumers and associate themselves with environmental issues essentially

not being improving to increase environmental performance.
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Nowadays people tend to be more sceptical about green claims. The company can damage its
reputation, brand and sales if the green claim will be discovered to be misleading in the com-

pany’s products and services. (Ward, 2018)

According to Polonsky & Rosenberger (2001) the firm should carefully consider what type of in-
formation to offer customers and whether they understand what is being communicated when a
firm is implementing the environmental promotion. In order to avoid being criticized for green-
washing, the company should carefully evaluate its green promotional activities. Therefore, by
educating consumers with eco-knowledge and understanding, people will make more effective
decisions and be less scepticism about the brand’s green claims and at the same time, the com-

pany will not be criticised for greenwashing. (Polonsky & Rosenberger, 2001)
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3  Methodology

The third section of this paper is methodology. The methodological part of the research contains
three main sections. In the first section, the author explains the research methods that were used
in the study, sample size population and research design. The second section includes the analysis
of the empirical study results based on the respondents’ answers to a questionnaire. Diagrams of
the frequency distributions were compiled from the statistics program of PSPP, which is a soft-
ware application that helps to analyse and sample data. Then, diagrams of the frequency distri-
butions were transferred to Excel for further data analysis. Clustered and stacked bars stand for

graphical representation to show the research results in an apprehensible form.

To conclude the methodological part of the study, the empirical findings and interpretation of
them were discussed and they conclude the thesis. The descriptive text was used to express the
nature of the research material that was explained with the usage of figures from the frequency
distributions. These compiled figures of the frequency distributions and the questionnaire format
can be found at the end of the research under the appendices title. PSPP tables that shows the
frequency distributions can be found in Appendix 1 and the questionnaire format can be found in

Appendix 2.

3.1 Empirical study

In the first section of the empirical study, the researcher identified methods used to collect, gen-
erate and analyse data of the study, distinguished the sample group and explained how the em-

pirical part of the study was conducted and structured.

3.1.1 The research method

There are two research methods that are used in order to collect data and generalize results:
guantitative and qualitative research. These methods are closely related; however, they differen-

tiate in accordance with the goal or purpose of the study.
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The qualitative research method is exploratory research that provides insights into the problem
and studies the problem deeper with a small sample size group. In accumulating qualitative data,
flexible techniques, for example, interviews, open-ended questions in the questionnaire, and ob-
servations are utilized. These techniques help the researcher to gather responses to questions for
the research that is based on the reflection by the respondents on their expression of emotions

and experiences on the topic. (0'Gorman & MaclIntosh, 2015)

However, a quantitative research method quantifies attitudes, opinions and behaviour and gen-
eralizes the results from the large sample size of the population. The quantitative methods for
information gathering include mass amounts of numerical data that will further perform a statis-
tical analysis in the study. These methods are normally used by performing a structured survey or
guestionnaire that focuses on a precise reaction from the respondents. The results of the survey
or questionnaire are collected and exhibited in statistical structures that include tables, charts

and graphs. (0'Gorman & Maclntosh, 2015)

In this paper, a quantitative research method is used to quantify general attitude, views and opin-
ion of the respondents towards the research problem. The main purpose of the study is to exam-
ine consumer buying behaviour towards sustainable consumption in the food and beverage in-
dustry and to promote public awareness about sustainability among undergraduate students. The
objective of the study focuses on collecting data and generalizing results from the large sample
of the population. Consequently, it focuses on performing a structured questionnaire that con-

sists of formal questions in a specific order, conjointly with structured response alternatives.

3.1.2 Sample group

Sampling is the process of drawing a sample from a larger population to make conclusions about
the whole population, where the population stands for a target group to be studied. (Krish-

naswami & Satyaprasad, 2010)

The researcher had a desire to study the general attitude and opinion of the consumer buying
behaviour towards sustainable consumption in the food and beverage industry around under-
graduate students. The research included a large sample population that varies between under-
graduate students from different educational institutions of universities of applied sciences

around Finland.
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Originally, the study that is based with a large sample group is considered to have more accurate
analysis and be reliable with a big quantity of data. In this paper, the sample group represented
the population of interest with respondents from different gender, age group, marital status re-
gardless of their study field. In total, size of the sample and statistical population concluded 270

respondents.

3.1.3 Research design

The questionnaire was designed in such a way that it would be interesting and easily understood
by respondents. Furthermore, the designed questionnaire gathered only relevant information

and included questions that were a necessity of meeting the research objectives.

The questionnaire was constructed with the assistance of the thesis supervisor and a statistical
teacher. It was constructed in the English language for a target group of undergraduate students
from the educational institution as universities of applied sciences. The questionnaire was de-
signed in an anonymous way and all answers are confidential, that helped respondents to main-
tain their anonymity and prevent personal identification. Moreover, it was conducted through a
precise structure and contained different types of questions. The first part of the questionnaire
contained socio-economic and demographic questions in a closed-ended type of questions and
multiple-choice formats. The second part of the questionnaire contained questions to identify
respondents’ behaviour, attitude, opinions and motivation through dichotomies types of ques-

tions and Likert scales.

3.1.4 Data collection

The author of this study has collected information from both primary and secondary sources. The
primary sources are original sources that demonstrate that gathered data has not been previously
collected. (Krishnaswami & Satyaprasad, 2010) Thus, the primary data sources of this study were
derived within a questionnaire from a student perspective on buying behaviour, that had a struc-
tured question order. The author chose to conduct an online questionnaire as a way of collecting
data with availability for respondent’s to be anonymous. The online questionnaire was conducted

within a time period of April, 8th - April, 15th 2019 and was open with a duration of 8 days.
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The online questionnaire was distributed mostly among students from Kajaani University of Ap-
plied Sciences, Lapland University of Applied Sciences and Vaasa University of Applied Sciences.
Moreover, the questionnaire was distributed among the author’s wide circle of friends and ac-
guaintances, who represent a student status around the Universities of Applied Sciences in Fin-

land.

An online questionnaire is considered to be a cost-efficient and affordable way of collecting quan-
titative data. Additionally, the appropriateness of a method of a data collection that is used in this
study is based on acquired data quality and adequacy, its accuracy and objectivity towards the

research problem.

Moreover, the questionnaire included two main types of data, which enabled to gather infor-
mation for the empirical part of the study. Therefore, personal data such as demographic and
socio-economic characteristics of an individual and behavioural variables were included in the

questionnaire.

The secondary sources are sources that already have been collected for another purpose and
study and are available for researchers for further use in their studies. (Krishnaswami & Satyapra-
sad, 2010) Thus, the secondary data was sourced within study materials, publications and related

reports in this study in order to obtain reliable information.

3.1.5 Reliability and validity

The concepts of reliability and validity have a significant impact on the researcher’s thoughts
about the conducted research. Concurrently, these concepts are used in order to approve and
validate quantitative research. The reliability concept focuses on having a capacity to rehash by
the independent researcher and anticipate similar outcomes under the same methodological con-
ditions. (O'Gorman & Maclntosh, 2015) The significance, relevance and reliability of information
determine the quality of the study's findings. (Krishnaswami & Satyaprasad, 2010) The author of
this study guaranteed reliable results by gathering data from different sources of information on

theoretical knowledge.

Furthermore, validity is used to determine the truthfulness of the results and shows the evidence
where the initial interpretation of the data is correct with accurate measurements of the infor-

mation. The validity and correctness of the questionnaire was determined and tested, so that it
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would be easily understood by respondents, and correspond to the objectives of the study. This
enabled the questionnaire to gather only relevant information and enhance its validity and relia-

bility.

3.2 Data analysis

In the data analysis section, the empirical findings and its interpretation are analysed in the fol-
lowing sub-sections of the thesis. The questionnaire contained questions, the answer on which

was compulsory and applied for every respondent, so there would be no missing values.

3.2.1 Background information of the respondents

The starting point of the questionnaire was to outline the demographic picture of the research
population. The questionnaire started with background information based on the respondents’
gender. The objective was to see the differences in gender distribution of female and male re-

spondents.

The total number of respondents that participated in the online questionnaire was 270 people.
There is a clear difference in gender distribution, where 63 per cent of the respondents are female

and 37 per cent male. Figure 3 shows the gender distribution.

0% 10% 20% 30% 40% 50% 60% 70%

Figure 3. What is your gender? (n=270)

The objective of the second question in background information was to see the differences in

respondents’ age distribution, where age groups were categorised in 5 sections.
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The majority of the respondents were of ages 18 to 24 (55.2%) followed by approximately 37
per cent of the age group 25-39. Approximately 7 per cent were of the 40 to 54 year old group
and there is less than 2 per cent of respondents in the 55+ age category, followed by one re-

spondent who is under 18 years old. Figure 4 shows the age distribution of the respondents.

60.0% 55.2%

50.0%

40.0% 36.3%
30.0%

20.0%

10.0% 6.7%

0.4% . 1.5%
0.0% f—

Under 18 18-24 25-39 40-54 55+

Figure 4. What is your age? (n=270)

The third question asked about the marital status of the respondent. According to the data ob-
tained, more than half of the respondents are single, which compiled 53 per cent of the entire
research population. Moreover, approximately a quarter of all respondents, with 23 per cent,
live in a domestic partnership and around 5 per cent are in a relationship. Likewise, there is a
relatively small per cent of respondents who are married and its approximately 12 per cent, but
about 6 per cent are married and already have children. The remaining per cents of respondents
are engaged or have a domestic relationship with children. Figure 5 illustrates the marital status

distribution of the research.

Single NG 53%
Domestic partnership | NG 23%
Married [ 11.5%
Married and have children [l 5.9%

In a relationship [l 4.4%

Domestic partnership and have

0,
children I 1.5%

Engaged | 0.7%

0.0% 20.0% 40.0% 60.0%
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Figure 5. What is your marital status? (n=270)

The last question to gather background information was a question about current employment
status. In a view of the fact that the questionnaire was gathered around students, approxi-
mately 44 per cent of the respondents are unemployed. Results showed that approximately 38
per cent of people answered have part-time employment, while 17 per cent are full-time em-
ployed. Likewise, a relatively small per cent of respondents that accumulate less than 2 per cent
are unable to work, and less than 1 per cent are doing an internship and only one respondent is

on maternity leave. Figure 6 represents employment status distribution around students.

unemployed | /3 3%
Part-time employment | 7.5
Full-time employment _ 16.3%

Unable towork [J] 1.5%
Internship I 0.7%

Maternity leave | 0.4%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Figure 6. What is your current employment status? (n=270)

3.2.2 Respondents’ awareness of the term 'sustainable products'

Figure 7 represents the distribution of answers that were given by the respondents regarding how

aware they are with a term of ’sustainable products’.

The data obtained show that a significant per cent of respondents (89%) are aware of the term of
‘sustainable products’ and 8 per cent is slightly aware. The remaining 3 per cent of the respond-
ents were unaware of the term ’sustainable products’, implying the fact that there is a big aware-

ness among students of sustainable concept and its products.
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Figure 7. Have you heard the term 'sustainable products' or 'green products' before? (n=270)

3.2.3 Respondents’ general knowledge and attitude

The following sub-section presents the obtained data that clarifies the respondents’ general
knowledge and attitude toward sustainable consumption. In order to obtain a general overview
of consumer buying behaviour towards sustainable consumption, the next 15 questions were
carefully studied and designed in such a way that it would correspond to theoretical part and

gather only relevant information that would be used for a future analysis.

Data collected from the first statement on the question shows that approximately % of the re-
spondents (73%) are interested in buying sustainable products and have an interest over this type
of products. However, only 6 per cent of the respondents are unwilling to purchase sustainable

products and have no interest in obtaining those.

By analysing answers on the second statement, there is clear evidence that respondents have a
neutral opinion about a product comparison towards identification the ones with a positive im-

pact on the world with 33 per cent in total.

According to the data obtained on the third statement, more than half of the respondents (61%)
usually, compare the country of a product’s origin. In contrast, 21 per cent of respondents skip
this aspect before the actual purchase of a product. Figure 9 illustrates the respondents’ opinion

on the statements.
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| am interested in sustainable products and | 3
am willing to buy them
When | go grocery shopping, | usually
compare products and buy the one with a _ 19% I

positive impact on the world

When | buy products, | usually consider the
. o 14%
country of its origin
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Figure 8. Respondents’ opinion on the following statements: 1, 2 and 3. (n=270)

Respondents’ answers concerning the statement whether they pay attention if a product is or-
ganic or eco-friendly shows a clear difference in answers. More than half (55%) pay attention to
the product and notice if it is eco-friendly or carries an organic label, while only 21 per cent of the

respondents do not do so.

According to answers on the second statement, while 69 per cent of respondents totally agree or
agree partially on the preference of buying local, seasonally available products as standard, 14

per cent of respondents do not make preferences towards these products.

It seems that the majority of respondents are aware of the environmental impact caused by the
production, use and disposal of household products after the purchase. This majority concluded
79 per cent, while only a small percentage of the respondents (5%) are not aware of these envi-

ronmental effects of product use. Figure 9 presents the respondents’ opinion on statements.
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| pay attention whether a product is organic and
. 13%
eco-friendly
| prefer to buy local, seasonally available products
11% 3%
as standard

| am aware of the environmental impact and
problems in relation to the production, use and _.41%
disposal of household products after the
purchase
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Figure 9. Respondents’ opinion on the following statements: 4,5 and 6. (n=270)

The next statement was based on the topic of consumer willingness to pay extra for a product,
which has a less negative impact on the environment. There is a fixed percentage of respond-
ents who are willing to pay an additional price for a product if it causes less impact, with 48 per
cent in total. In contrast, 27 per cent have a neutral opinion on the statement, followed by the

other 26 per cent who totally disagreed or disagreed partially with the statement.

According to the statement, if an individual has reduced or has limited number of products from
animal sources, the major percentage of respondent’s totally disagreed or disagreed partially,
with approximately 50 per cent in total. Meanwhile, the individuals who strongly agreed or

agreed partially on a statement are 36 per cent of the entire group.

The respondents’ answers concerning the purchases of Fairtrade-certified products were con-
tradictory. While 36 per cent of the respondents follow the action of buying and making prefer-
ences towards Fairtrade-certified products, 30 per cent showed a total disagreement or disa-
greed partially on this statement. Figure 10 presents the respondents’ opinion on the state-

ments.



30

I am willing to pay extra if it means less 19%
negative impact on the environment ?
| have reduced or have a limited amount of
products from animal sources such as meat -- 28% -

and dairy products in my diet

| often choose Fairtrade-certified products 20%
for foods and drinks °
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Figure 10. Respondents’ opinion on the following statements: 7, 8 and 9. (n=270)

From the data obtained, a significant number of respondents, 82 per cent, care about reducing
packaging waste with a total and partial agreement. However, only a small 8 per cent share of

the respondents have showed disagreement on this action.

At the same time, there is a solid consumer belief that an individual can make a change to the
environment through the changes he/she makes with 73 per cent positive respondents’ an-
swers with the total or partial agreement, while 11 per cent totally disagreed or disagreed par-

tially.

It seems that a big percentage of respondents have a neutral opinion about the statement of
buying products from the brand that integrated sustainability aspects in its core values. While
32 per cent of respondents have a neutral opinion, more than half of the respondents (51%) to-
tally agreed or agreed partially, followed by the remaining 16 per cent in total with a total or

partial disagreement. Figure 11 illustrates the respondents’ opinion on statements.
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| believe that individual’s sustainable
consumption is important and can lead to _7%'“0

changes in the environment

It is important for me to buy products from a
brand that promises and has sustainability in- _- 11% I/u
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Figure 11. Respondents’ opinion on the following statements: 10, 11 and 12. (n=270)

The data showed that approximately half of the respondents (48%) prefer to buy green prod-
ucts over standard alternatives, followed by 33 per cent of respondents with a neutral opinion

about this decision. However, 19 per cent of total respondents disagreed with the statement.

At the same time, there is a big percentage of respondents, approximately 50 per cent, who be-
lieves that an individual’s consumption activities have an impact on the environment. While %
of the respondents strongly agreed with the statement and only 14 per cent totally disagreed or

disagreed partially.

The last statement investigated whether or not respondents think they can trust companies that
consider themselves being sustainable. More than half, 54 per cent of respondents can’t trust
companies, which consider themselves being sustainable, followed by the neutral opinion with
33 per cent, and then 13 per cent of respondent who actually trusts companies. Figure 12 pre-

sents the respondents’ opinion on statements.
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| prefer to buy green products over standard
. 12%
alternatives
| believe that my consumption activities have
. . 8%
an impact on the environment
I am not sure if | can trust companies that
. . . 10%3%
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Figure 12. Respondents’ opinion on the following statements: 13, 14 and 15. (n=270)

3.2.4 Respondents’ general motivation

The results of the study showed a slight difference between the respondents’ motivation and
preference for buying products from a brand that focuses on the sustainability performance in
their advertising. Therefore, 47 per cent of respondents have a strong and positive motivation,
while 45 per cent are not completely sure whether they would do so. The remaining 8 per cent of
the respondents are not interested and disagree with the asked statement. Figure 8 presents the

respondents’ opinion on the statement.
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Figure 13. Would you prefer to buy products from a brand that emphasizes on sustainability

performance in their advertising? (n=270)
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According to the data obtained, 66 per cent of the respondents agreed that if information about
sustainability and the company's sustainable performance would be more available, they would
be more inclined to buy sustainable products in the future. Therefore, the results show the
strong motivation of buyers to obtain sustainable products. Meanwhile, 29 per cent of the re-
spondents are not sure and 5 per cent strongly disagree with the statement. Figure 9 illustrates

the respondents’ opinion on the statement.

No - 5%

0% 10% 20% 30% 40% 50% 60% 70%

Figure 14. If information about sustainability and the company's sustainable performance would
be more available to you, would you be more inclined to buy sustainable products in the future?

(n=270)

3.2.5 Respondents’ information search on sustainable products

The results of the study showed the distribution of different channels of information search on
sustainable products. Figure 10 represents this distribution. The primary source is considered to
be the internet among respondents with a total of 72 per cent. Also, information search by per-
sonal research (50%), around family and friends (36%) and advertisements (32%) are also com-
mon around respondents. Information search in social media, products packaging and labels,

third-party research have the lowest effect on respondents.
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Internet I 71.9%
Personal research NN 50%
Family and friends N 35.6%
Advertisements NN 32.2%
Company's publication NG 24.8%
Direct marketing NI 15.9%
Product packaging and labels B 1.2%
Social media W0 1.2%
Third-party research 1 0.8%

No interest in searching | 0.4%

Figure 15. Where do you search for information about sustainable products, if you do so? (Mul-

tiple choice question) (n=270)
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4  Conclusion

In this section of the paper, research findings are discussed, and conclusions are drawn, which

leads to the discussion of the research work.

4.1 Research findings

The objective of this thesis was to examine consumer buying behaviour and consumers’ attitude
on sustainable production and consumption in the food and beverage sector, while promoting
public awareness about sustainable consumption through the implementation of an online ques-
tionnaire. In order to simplify data analysis, the questions were divided into five sub-sections for
further analysis: background information about the respondents, respondents’ awareness of sus-
tainability, respondents’ general knowledge and attitude, respondents’ general motivation and

respondents’ information search on sustainable products.

The research findings show a great consumer awareness of sustainability and sustainable con-
sumption. The study shows a positive motivation and attitude of consumers to adjust to more
sustainable consumption patterns and their willingness to contribute to the sustainability pro-
gress as an individual. Respondents’ cultural factors and awareness of green products has led
them to have a personal perception of learning about environmentally sustainable products and,
therefore, make personal behaviour more environmentally friendly. The data has shown that stu-
dents have a desire and interest in purchasing sustainable products. The results of this study
showed that thirty-five per cent of respondents prefer to buy green products over standard al-

ternatives, while thirty-three per cent have a neutral opinion about that.

While companies have started to focus their advertising campaigns and marketing materials
around sustainability and eco-consciousness, consumer consumption patterns show that the re-
searched population has a positive motivation for buying products from brands that emphasize
and follow actions towards increased sustainability performance in their advertisements. More-
over, respondents found it important to buy products from brands that promise and have sus-
tainability ingrained in their core values. From the gathered data, thirty-six per cent agree and
thirty-two have a neutral opinion about this statement. That shows that as a culture, consumers

have started to embrace sustainability in the products and buy products from such brands.
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However, it seems that products with high concern and practices offer a higher price, and stu-
dents are unwilling to pay extra money for the product. This activity can be due to the fact that
approximately fifty per cent of the students are unemployed and do not have spare money to pay
for the highly priced product. However, it can be found that individuals with high environmental
knowledge are more willing to pay a premium price for green products and have more environ-
mentally friendly behaviour. According to the data obtained, approximately half of the respond-

ents are willing to pay an additional price for a product if it causes less impact.

The obtained data indicates that there is a growing consumer demand for local and seasonable
food. A significant number of respondents prefer to buy local, seasonally available products on a
daily basis. By choosing local and seasonable food, consumers help to minimise energy used in
food production, transport and storage and have a smaller impact on the environment. The main
advantages of local and seasonal food are that it offers a better taste and freshness and can be
more affordable for the public while at the same time it can be beneficial for the environment in
terms of reducing food miles. All goods, including food and drinks, usually come by environmen-
tally damaging forms of transports creating greenhouse gas emissions that can be devastating for

the environment.

Demand for meat and dairy products is rising, while farming is one of the most significant con-
tributors to climate change and on the environment. It seems that respondents have not reduced
or limited the number of products from animal sources, such as meat and dairy products in their
diets. Therefore, this aspect is considered to be really challenging as for the respondents and for
the environment in general due to the effect of greenhouse gas emissions. There are many factors
that affect sustainable production: energy used for the production of fertilisers in animal feed,
deforestation for making crops for an animal feed caused by the reflection in less absorption of
carbon dioxide and a large amount of animal feed that is being produced for animals, which con-

sumers buy and eat later.

Moreover, the data shows a significant number of the respondents, who compare products when
it comes to the purchase decision making. The product is compared to its original country, and
students have an interest in considering the country of its origin that can be beneficial to local
farmers, communities and country’s economy. Moreover, a significant advantage is that consum-
ers would reward farmers and pay for a fair price for locally grown, seasonal produce, while goods
that come from abroad are usually priced high due to transportation costs, refrigerating systems

and packaging needed to long-distance food.
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The majority of the students were aware of the environmental impact in relation to the produc-
tion, use and disposal of household products after the purchase. Consequently, consumers’
awareness of the environmental impact caused by the food chain is growing and at the same
time, consumers’ interest in transparency in the food chain is increasing alongside and it helps
green brands to create a positive image and increase an economic growth. Likewise, from the
gathered data, it seems that more than % of respondents care about reducing packaging waste,
leading for a preference to the brands with less packaging and which supports the recycling in-

dustry.

Data shows that students tend to pay greater attention to whether a product is organic and eco-
friendly which shows that more products are being chosen and bought that produce less environ-
mental damage. However, the preference and buying patterns in relation to Fairtrade products
are not often chosen by the respondents in the food and beverage industry. Fairtrade-certified
products are products, which are imported from poorer countries and that offer a fair-trade deal
for producers. Buying Fairtrade products can improve the well-being and livelihoods of farmers
and workers in poorer countries, improving trade relationships and ensuring better working con-

ditions, greater access to health care and a higher living standard.

According to the data, the respondents believe that an individual’s sustainable consumption is
important and can lead to changes in the environment. Even small actions and changes in daily
lifestyle and daily habits can reduce the footprint on the environment and cause green actions
from each individual. There is a huge percentage of respondents, approximately % of the entire
group believing that individual’s consumption habits have an impact on the environment. Aware-
ness of different environmental issues and the consequences in different parts of the world have

enabled consumers to access data from different sources.

According to the research findings, sixty-six per cent of the respondents agreed that if information
about sustainability and the company's sustainable performance would be more available to
them, they would be more inclined to buy sustainable products in the future. A consumer-driven
evolution in marketing is increasing, letting consumers have more information and transparency
on the company’s performance. The data shows that consumers are willing to buy products from
brands with higher transparency about products, services and performance. Therefore, compa-
nies that have integrated sustainability in their business model and are aimed not only at making
a quick profit but also at long - term profitability will create a huge benefit and success. According
to the study results, it is becoming essential for the consumer to make product choices based on

the brand that delivers performance based on sustainability.
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From the gathered data, there is only a small percentage of respondents, who actually can trust
companies that consider themselves sustainable. Approximately half of the respondents do not
trust companies, so the effect of greenwashing appears here, where consumers tend to be scep-
tical about companies that attempt to persuade consumers of the increased environmental per-

formance in their actions.

According to the questionnaire results, the majority of consumers obtain information about sus-
tainable products from the Internet and personal research. Therefore, it indicates that consumers

tend to search for information autonomously.

4.2 Discussion

The central idea of this research was to examine the overall consumer buying behaviour and to
promote public awareness about more sustainable options in the food production sector from a
student perspective. From the author’s perspective, the research objective has been met and the
study was successfully conducted. However, this research was conducted from the consumer per-
spective among English speaking undergraduate students in Finland. Therefore, the findings of
the study cannot be fully generalized and represent the whole population in Finland. A more de-
tailed study is needed to fully understand this research area of sustainable production and con-

sumption.

Likewise, the same idea of the research can be studied from the company’s perspective. For in-
stance, the research could be implemented based on the idea of whether an organisation could
incorporate sustainability practices in its business strategy and whether it would be beneficial for
a company in terms of profit maximization. The suggested research idea could be successfully

implemented by conducting a qualitative survey with a representative of a company.
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Appendices

Appendix 1: The frequency distributions table from statistics programme PSPP

Background information of the respondents:

1. What is your gender?
Value Label|Value|Freguency|Percent|Valid Percent|Cum Percent
Male 1 101 3741 3741 3741
Female 2 169 62.59 62.59 100.00
Total 2700 100.0 100.0
2. What is your age?
Vc;.fue Label|Value|Frequency|Percent|Valid Percent|Cum Percent
Under 18 1 1 37 37 37
18-24 2 149 55.19 5519 35.56
25-39 3 98 36.30 36.30 9185
40-54 4 18| 6.67 6.67 08.52
35+ 5 4 148 148 100.00
Total 2700 100.0 100.0
3. What is your marital status?
Value Label Value Frequencyv|Percent| Valid Percent|Cum Percent|
Domestic partnership| 62| 2294 22.96 2296
Domestic partnership and have children 4] 1.48 1.48 24.44
Engaged| 2 T4 74 2519
In a relationship 12 444 4.44 2063
Married| 31| 11.48] 11.48 4111
Married and have children 6| 593 593 47.04
Single) 143 5294 32.96 100.00
Total 270 100.0 100.0
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4. What is your current employment status as a student?

Value Label) Value Frequency|Percent|Valid Percent|Cum Percent]
Full-time emplovment 44 16.30 16.30) 16.30]
Internship 2 74 74 17.04]
Maternity leave 1 37 37 17.41
Part-time emplovment 102 3778 37.78 5519
Unable to work 4 148 148 56.67
Unemployed 117 4333 4333 100.00
Total 2700 100.0 100.0

Respondents’ awareness of the term 'sustainable products':

5. Have you heard the term 'sustainable products' or 'green products' before?

Value Label|Value|Frequency|Percent|Valid Percent|Cum Percent

Yes 1 239 B&32 88.52 8852

No 2 9 333 3.33 91.85

Maybe 3 221 815 §.15 100.00
Total 270( 100.0 100.0

Respondents’ general knowledge and attitude:

6. Please choose the most suitable answers to the following statements:

1) I am interested in sustainable products and | am willing to buy them

Value Label |Value|Fregquency|Percent|\Valid Percent|Cum Percent
Strongly agree 1 69 2556 2556 2556
A gree 2 126| 46.67 46.67 7222
[Neutral 3 61| 2259 2259 94 81
Disagree 4 7 259 2.59 9741
Strongly disagree ] 7 2.59 259 100.00

Total 270 1000 100.0

2) When | go grocery shopping, | usually compare products and buy the one with a positive impact

on the world

Value Label |Valus|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 26| 963 9.63 9.63
|Agree 2 B4 31.11 3111 40.74
Neutral 3 apl 3333 3333 7407
Disagree 4 521 1926 1926 9333
Strongly disagree 3 18|  6.67 6.67 100.00

Total 2701 1000 100.0
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3) When | buy products, | usually consider the country of its origin

Value Label |Value|Frequencyv|Percent|Falid Percent|Cum Percent
Strongly agree 1 751 27.78 2778 2778
A gree 2 90[ 3333 3333 61.11
MNeutral 3 48[ 17.78 17.78 78.89
Disagree 4 37 13.70 13.70 9259
Strongly disagree 3 200 741 741 10000

Total 2701 100.0 100.0

4) | pay attention whether a product is organic and eco-friendly

Value Label |Value|Frequency|Percent| Valid Percent|Cum Percent
Strongly agree 1 35 1296 1296 1296
\Agree 2 114 4222 4222 5519
Neutral 3 63| 24.07 2407 7926
Disagree 4 34| 1259 12.59 9185
Strongly disagree 3 22 8135 8.15 100.00

Total 270 100.0 100.0

5) | prefer to buy local, seasonally available products as standard

Faliue Label |Value|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 82| 3037 30.37 30.37
A gree 2 104| 3852 3852 68 89
[Neutral 3 46| 17.04 17.04 8593
Disagree 4 29| 1074 10.74 96.67
Strongly disagree 3 9 333 333 100.00

Total 270 100.0 100.0
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6) | am aware of the environmental impact and problems in relation to the production, use and

disposal of household products after the purchase

Value Label |Value|Frequency|Percent|Valid Percent|Cum Parcent
Strongly agree 1 88| 32.39 32.59 32.59
Agree 2 123 4556 4556 7815
[Neutral 3 44 1630 16.30 94 44
Disagree 4 12| 444 444 OB 89
Strongly disagree 3 3 111 111 100.00

Total 270| 1000 100.0

7) I am willing to pay extra if it means less negative impact on the environment



Value Label |Value Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 37 1370 13.70 13.70
\Agree 2 a1 33.70 3370 4741
Neutral 3 73| 27.04 27.04 7444
Disagree 4 50[ 18.52 18.52 9296
Strongly disagree 3 19)  7.04 7.04 100.00

Total 2701 100.0 100.0
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8) | have reduced or have a limited amount of products from animal sources such as meat and
dairy products in my diet

Value Label |Value Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 48[ 17.78 1778 1778
A gree 2 49 18.15 18.15 3593
[Neutral 3 43 16.67 16.67 52.59
Disagree 4 76| 28.15 2815 8074
Strongly disagree ] 52 1926 1926 100.00

Total 270 100.0 100.0

9) | often choose Fairtrade-certified products for foods and drinks

Value Label |Value|Frequency|Percent|Valid Percent|Cum Percent
Strongly agres 1 17 630 630 630
A grae 2 80| 2063 2063 3593
[Neutral 3 91 33.70 33.70 69 63
Disagree 4 353 2037 20.37 90.00
Strongly disagree 3 27 10.00 10.00 100.00

Total 270 100.0 100.0
10) | care about reducing packaging waste

Value Label |Value|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 116 4296 42 96 42 96
A pree 2 104 3852 38.52 81.48
[Neutral 3 3 1111 11.11 92.59
Disagres 4 13| 481 481 97.41
Strongly disagree ] 7 2.59 2.59 100.00

Total 2700 100.0 100.0

11) | believe that individual’s sustainable consumption is important and can lead to changes in

the environment



Value Label |Palue|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 93 3444 34.44 34.44
A gree 2 104 38.52 38.52 7296
Neutral 3 45 16.67 16.67 89.63
Disagree 4 18| 667 6.67 96.30
Strongly disagree 5 10 370 370 100.00

Total 270 100.0 100.0

12) It is important for me to buy products from a brand that promises and has sustainability in-

grained in its core values

Value Label |Value|Frequency|Percent\Valid Percent|Cum Percent
Strongly agree 1 40 14.81 14 81 14 81
(Agree 2 98 36.30 3630 51.11
[Neutral 3 87 3222 3222 8333
Disagree 4 31| 11.48 1148 94 81
Strongly disagree 3 14] 519 5.19 100.00

Total 270 100.0 100.0

13) | prefer to buy green products over standard alternatives

Value Label |Value|Frequency|Percent| Valid Percent|Cum Percent
Strongly agree 1 341 1259 12.59 12.59
\Agree 2 931 35.19 3519 4778
Neutral 3 89 3296 3296 80.74
Disagree 4 33| 1222 1222 92 96
Strongly disagree 5 19]  7.04 7.04 100.00

Total 2701 100.0 100.0

14) | believe that my consumption activities have an impact on the environment

Value Label |Value|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 63 24.07 2407 2407
A oree 2 121] 4481 44 81 6889
Neutral 3 46| 17.04 17.04 8593
Disagree 4 22| 815 813 94 .07
Strongly disagree 5 16| 5093 593 100.00

Total 2700 100.0 100.0

15) I am not sure if | can trust companies that consider themselves being sustainable

Value Label |Value|Frequency|Percent|Valid Percent|Cum Percent
Strongly agree 1 47 1741 17.41 17.41
Agree 2 101 3741 3741 54 81
Neutral 3 88 3259 32.59 8741
Disagree 4 26 963 963 97.04
Strongly disagree| 3 8 296 296 100.00

Total 2700 1000 1000
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Respondents’ general motivation:
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7. Would you prefer to buy products from a brand that emphasizes on sustainability perfor-

mance in their advertising?

Value Label|Value|Frequency|Percent|Valid Percent|Cum Percent

Yes 1 127 47.04 47.04 47.04

No 2 22| 815 815 55.19

Mavbe 3 121 4481 44 81 100.00
Total 270 1000 100.0

8. If information about sustainability and the company's sustainable performance would be

more available to you, would you be more inclined to buy sustainable products in the future?

Value Label|Value|Frequency|Percent|Valid Percent|Cum Percent

Yes 1 177 63.56 65.56 65.36

No 2 14 519 5.19 70.74

Mavbe 3 79 2926 29.26 100.00
Total 2701 1000 100.0

Respondents’ information search on sustainable products:

9. Where do you search for information about sustainable products, if you do so? (Multiple

choice question)

No interest in searching
Third-party research
Social media
Product packaging and labels
Direct marketing
Company's publication
Advertisements
Family and friends
Personal research
Internet
Total

1 0.4%
2 0.8%
3 1.2%

3 1.2%
43 15.9%
67 24.8%
87 32.2%
96 35.6%
135 50%
194 71.9%
270
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Appendix 2: Questionnaire

1. 1. What is your gender? *
Mark only one oval.

| Female

| Male

2. 2. What is your age? *
Mark only one oval.

; Under 18
) 18-24
) 25 -39
) 40 - 54
) B+

3. 3. What is your marital status? *
Mark only one oval.
! Single
) Married
! Domestic partnership

' Married and have children

| Other:

4. 4. What is your current employment status as a student? *
Mark only one oval.

) Part-time employment
) Unemployed
) Unable to work

:;. Other:

5. 5. Have you heard the term 'sustainable products' or "green products' before? *
Mark only one oval.

) Yes
() No

) Maybe



Appendix 2 2/3

6. 6. Please choose the most suitable answers to the following statements *
Mark only one oval per row.

: Strongly
agree Agree Neutral Disagree disagree
1) | am interested in sustainable
products and | am willing to buy D
them
2) When | go grocery shopping,
| usually compare products and
buy the one with a positive
impact on the world
3) When | buy products, |
usually consider the country of
its origin
4) | pay attention whether a
product is organic and eco-
friendly
5) | prefer to buy local,
seasonally available products
as standard
6) | am aware of the
environmental impact and
problems in relation to the
production, use and disposal of
household products after the
purchase
7) | am willing to pay extra if it
means less negative impact on
the environment
8) | have reduced or have a
limited amount of products from
animal sources such as meat
and dairy products in my diet
9) | often choose Fairtrade-
certified products for foods and
drinks
10) | care about reducing
packaging waste
11) | believe that individual's
sustainable consumption is
important and can lead to
changes in the environment
12) It is important for me to buy
products from a brand that
promises and has sustainability
ingrained in its core values
13) | prefer to buy green
products over standard
alternatives
14) | believe that my
consumption activities have an
impact on the environment
15) I am not sure if | can trust
companies that consider
themselves being sustainable

0
0
0
0

0101010100000 0 |0/0|0|0
01010100 0/0]0(0 0 |0|0|0|0
0100107010000 0 |0/0[0]0
0101010100000 0 |0/0|0|0
010101000000 0 |0/0|0|0
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7. 7. Would you prefer to buy products from a brand that emphasizes on sustainability
performance in their advertising? *

Mark only one oval.

. Yes

() No
() Maybe

8. 8. If information about sustainability and the company's sustainable performance would

be more available to you, would you be more inclined to buy sustainable products in the
future? *

Mark only one oval.
) Yes
) No

() Maybe

9. 9. Where do you search for information about sustainable products, if you do so? (Multiple
choice question) *

Tick all that apply.

| | Personal research

[ | Family and friends

| Company's publication

Direct marketing

\

l

[ ] Advertisements
[ Internet

[

| other:



